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Executive Summary
Camoin Associates was retained by Washington County Economic Development to assess the county’s existing
tourism landscape, both quantitatively and qualitatively, to understand the economic impacts that the tourism
industry has on the county in terms of sales, jobs and employee earnings. This data, along with input from two
public sessions, helped to populate an Action Plan Matrix that will act as a guide for the county in effectively
leveraging county funds to increase the economic impacts of visitation. An outline of the project process follows
below.
First, Camoin studied the impacts of Second Home Owners (SHOs) on the county’s economic activity. To determine
SHO spending, the County distributed a survey to pre-determined second home owners answer the question, “What
role do second home owners play in the county’s economy?” The purpose of the survey and subsequent analysis
was for the County to better understand and communicate the current economic importance of second home
owners to the county’s economy, particularly with regard to visitation and increasing the total spending by visitors
to the county.
Next, Camoin calculated the impacts of special events and festivals on the county’s overall economy. To do this, the
County solicited visitation figures and other information from various events throughout the region. Using the net
new number of visitors to the selected events and a spending basket summarizing how much each visitor spends
per day when visiting the county for one of these events, Camoin calculated the total economic impacts of 13 events
in terms of jobs, earnings and sales. The goal of this analysis was to demonstrate the collective magnitude that these
events have on Washington County’s annual revenue and local job market.
To supplement the economic impact analysis results, Camoin also held two public meetings with regional Chambers
of Commerce officials, local business, local officials and additional interested parties. Camoin facilitated a discussion
that asked participants to envision the opportunities to grow tourism in the county, along with solutions that could
implement the latent potential. The conversation focused around partnerships between the public and private sector
that could induce an increase in visitor spending, therefore passing on economic benefits to the county as whole.
The full report includes an overview of the tourism industry and local demand for various recreation and
entertainment activities; a summary from the SHO survey results as well as an analysis of how annual spending
creates new jobs, earnings, and sales for county businesses; and an analysis on the economic impacts, including
jobs, earnings and sales, based on spending at local events and festivals. The report concludes with the Action Plan
Matrix, which presents five actions that are tailored to Washington County’s landscape and its pursuit of economic
development endeavors around tourism.
This report was made possible with funding from I Love New York.
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Economic Impact Analysis Second Home Owners
Based on the findings of the survey, it is estimated that the second home owners in Washington County generate
over $35 million in sales within the county annually. The $35 million in direct sales results in indirect and induced
spending in and around Washington County that creates jobs and earnings for residents. The following table
calculates the economic impact of the SHOs on Washington County. In sum, second home owners have a direct and
indirect economic impact of $40.1 million in sales, 712 jobs and $15 million in employee earnings.

Economic Impact of Second Homes

Sales
Jobs
Earnings

Direct
$ 35,785,912
658
$ 13,534,980

Indirect
$ 4,309,885
54
$ 1,488,848

$
$

Total
40,095,797
712
15,023,828

Source: EMSI, Camoin Associates

Economic Impact of Events and Festivals in the County
Based on attendance information gathered from the organizers of the events and venues below, Camoin
determined that 13 events, for which data was available, bring in over 102,600 net new visitors (non-county
residents) on an annual basis. The events and venues that contributed to the economic impact analysis include:








Fort Salem Theater
Hubbard Hall
LLIA Youth Fishing Tournament
Maple Weekend
Old Fort House Museum
Roger’s Island
Squatch Fest

Southern ADK Fiber Festival
The Cheese Tour
Vanning
Washington County Fair
Winter Raptor Fest
Washington County Fiber Tour








Spending by category was determined based on previous industry knowledge, similar studies and feedback from
event coordinators. Combined spending by net new visitors to Washington County totaled over $8.5 million. This
$8.5 million in direct spending leads to $1.1 million indirect spending, bringing the total spending in Washington
County to $9.6 million. The events also create 180 total jobs, and total earnings of $3.7 million.
Annual Economic Impact of Regional Events on County
Indirect
Total
Direct
Sales

$

Jobs
Earnings

8,540,284 $
167

$

3,334,586 $

1,075,247 $
13
366,805

9,615,531
180
$3,701,391

Source: EMSI, Camoin Associates

It should be noted that the economic impacts from second home owners and regional events are not cumulative, as
there is likely some overlap in the spending based on questions asked in the second home owners study. To account
for this minor overlap, we conservatively estimate that between second home owners and regional events, 850 jobs
are created in Washington County.
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Fiscal Impacts of SHOs and Tourism Events
Fiscal impacts of Second Home Owners and events in Washington County include sales tax revenue and property
tax revenue generated for Washington County. In sum, SHOs and events contribute nearly $2.4 million to
Washington County’s revenue in the form of sales tax and property tax.

Action Plan Matrix
This Action Plan Matrix was driven by primary data, input from government officials, regional businesses, and
representatives from regional Chambers of Commerce. These actions directly address the major themes that we
continued to hear throughout this project. Based on our analysis, these are the steps that the county can take to
both support the existing tourism industry, and increase the visitor spending within Washington County.

Washington County Tourism Action Plan Matrix
Action

Timeline

Partner

Resources

Retain an individual, group or regional entity, as a tourism
coordiantor to liaise between the county, chambers and local Immediate
businesses.

$90,000/year to cover
New Hire, see
salary and overhead; Three
below
year commitment
$50,000-$100,000/year;
Dedicate funds towards tourism marketing endeavors
Three year commitment to
Immediate
I Love New York
throughout the county.
match I Love New York
funds
Award a regional "Tourism Business of the Month" with
ARCC, Local
$6,000 for 1 year; $500
nomimal cash prize. Promote and profile this local business
Mid-term
Development
awards for 12 months
on the County's tourism website.
Corporation
I Love New York,
Set up informational kiosks and improved wayfinding signage
NYS Canal
at, or in close proximity to, the Washington County
Mid-term Corporation, Wash.
$50,000; One time
Fairgrounds, the canal and major community centers.
Co. Fair, Lakes to
Locks
Investigate lodging needs within the county - components
could include a hotel market analysis, a review of shovel
Warren $30,000-$40,000; One time
Long-Term
ready sites and understanding incentives necessary to induce
Washington IDA
cost for studies
a hotel.
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Tourism Industry Overview
Entertainment and Recreation in Washington County
Washington County, NY is located between New York’s Capital region to the west and Vermont to the east. The
county is dotted with unique tourism offerings and events that occur year round. These events are enjoyed by
residents and visitors alike. While the ultimate goal is to expand the tourism industry in Washington County by
bringing in additional spending from non-residents, taking stock of demand from individuals within the county will
help to build a more robust understanding of the tourism ecosystem.
To set the context for existing entertainment and recreation options in Washington County, we first conducted a
preliminary scan of industry, occupation and subsector trends within the tourism sector. To do this analysis, we
created a “Tourism Industry” group of relevant NAICS codes for input into our proprietary data sources, Economic
Modeling Specialists International (EMSI) and ESRI Business Analyst Online. NAICS, which stands for North American
Industry Classification System, codes are maintained by the U.S. Census Bureau and are the standard used by
Federal statistical agencies in classifying business establishments. 2‐digit codes are the highest aggregate NAICS
code level and represent broad categories such as “retail,” whereas 6‐digit industry codes present a finer level of
detail such as “Supermarkets.” The full list of NAICS included in the Tourism Industry group can be found in
Attachment B.
The table below shows the top ten tourism industries by 2015 employment in Washington County. Limited-Service
Restaurants employ the greatest number of people (298) in the industry. This number is expected to jump to 326 in
the next five years, although overall, there is expected to be no net gain in tourism jobs between 2015 and 2020. As
a whole, the Tourism Industry employs just over 1,000 individuals. This comprises about 6% of total employment in
Washington County.
The Location Quotient (LQ) column represents the relative concentration of each industry compared to the rest of
the nation. A LQ of more than 1.0 means that industry is more concentrated than the rest of the country, while a LQ
of less than 1.0 means the industry is less concentrated. LQs for Limited-Service and Full-Service restaurants are
below the national average, as is the NAICS representing Hotels and Motels. Restaurants and lodging are vital
components of a strong visitation industry and opportunities to expand these sectors should be a key part of the
county’s upcoming tourism discussions.
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Tourism Industry Overview by 2015 Employment in Washington County
NAICS

Description

2010 Jobs 2015 Jobs 2020 Jobs

2010 - 2015 2010 - 2015
Change
% Change

2015 - 2020
Change

2015 - 2020
% Change

2016
2015
Location
Establishments
Quotient
0.64
32

722513

Limited-Service Restaurants

283

298

326

15

5%

28

9%

722511

Full-Service Restaurants

257

236

220

(21)

(8%)

(16)

(7%)

0.39

41

713920

Skiing Facilities

63

76

91

13

21%

15

20%

17.61

2

51

50

48

(1)

(2%)

(2)

(4%)

1.53

1

42

49

44

7

17%

(5)

(10%)

0.68

6

64

47

34

(17)

(27%)

(13)

(28%)

0.95

8

18

40

52

22

122%

12

30%

3.74

3

18

31

33

13

72%

2

6%

0.74

11

711510
722515
713910
711310
722410

Independent Artists, Writers, and
Performers
Snack and Nonalcoholic Beverage
Bars
Golf Courses and Country Clubs
Promoters of Performing Arts,
Sports, and Similar Events with
Facilities
Drinking Places (Alcoholic
Beverages)

721110

Hotels (except Casino Hotels) and
Motels

30

25

<10

(5)

(17%)

Insf. Data

Insf. Data

0.13

3

721214

Recreational and Vacation Camps
(except Campgrounds)

<10

20

28

Insf. Data

Insf. Data

8

40%

6.39

1

Total (All Tourism Jobs)

1,010

1,010

1,010

0

0%

0

0%

142

Total (All Industries)

17,313

17,409

18,156

96

1%

747

4%

1,230

Source: EMSI, 2016.3 – QCEW Employees, Non‐QCEW Employees, and Self‐Employed
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The table below shows the top 10 occupations, organized by SOC codes, in the Tourism Industry. Similar to how
industries are organized by NAICS codes, the federal government organizes occupations by SOC, or Standard
Occupational Classification, codes. SOC codes range from 2 to 5 digits, with 2 digit codes categorizing broad
occupational groups, while 5 digit codes are more specific.
The top four occupations, all food and service related, align with the fact that restaurants, both limited and full
service, are the largest industries in tourism in Washington County. Median Hourly Earnings for the top 10
occupations fall below the median earnings for all occupations for Washington County, $18.85, and fall further
behind the median hourly earnings for the U.S., $21.26.

35-3000

Top 10 Occupations in the Tourism Industry, 2016
Employed in
% of Total Jobs in
Median Hourly
Description
Industry Group
Industry Group
Earnings
(2016)
(2016)
Food and Beverage Serving Workers
368
37%
$9.20

35-2000

Cooks and Food Preparation Workers

SOC

114

11%

$10.80

71

7%

$14.34

46

5%

$9.17

42

4%

$14.15

41-2000

Supervisors of Food Preparation and
Serving Workers
Other Food Preparation and Serving
Related Workers
Entertainers and Performers, Sports and
Related Workers
Retail Sales Workers

42

4%

$10.36

37-3000

Grounds Maintenance Workers

26

3%

$11.82

53-3000

Motor Vehicle Operators

25

2%

$15.15

37-2000

Building Cleaning and Pest Control Workers

23

2%

$10.89

39-9000

Other Personal Care and Service Workers

21

2%

$11.09

Washington County (All Occupations)

$18.85

United States (All Occupations)

$21.26

35-1000
35-9000
27-2000

Source: EMSI

The following table displays the average amount spent per household on a range of recreation categories, as well as
the county-wide total spending by residents.1 The "Index" column represents the Spending Potential Index (SPI),
which is household-based, and represents the amount spent for a product or service relative to a national average
of 100. No major category has a SPI that reaches 100, indicating the Washington County residents spend less than
their national counter parts on entertainment, recreation and sports equipment. The Recreational Vehicles and Fees
category has the highest SPI (90) and includes spending for docking boats, camp fees, payment for boats and
rentals of boats or RVs. Two subcategories exceed a SPI of 100, Stamp & Coin Collecting and Playground
Equipment.

1

It should be noted that the data in following tables is collected from a range of data sources that capture a blend of permanent
and seasonal residents. Data sources include: Consumer Spending data are derived from the 2013 and 2014 Consumer
Expenditure Surveys, Bureau of Labor Statistics.
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Recreation Expenditures in Washington County, NY
Average
Spending Potential
Index
Amount Spent
Tv/Video/Audio
85
$1,025

$25,144,441

Cable & Satellite Television Services

87

$777

$19,065,412

Televisions & Video

81

$179

$4,379,484

Audio

81

$66

$1,628,052

Rental of TV/VCR/Radio/Sound Equipment

87

$1

$27,974

Repair of TV/Radio/Sound Equipment
Entertainment/Recreation Fees and
Admissions
Tickets to Theatre/Operas/Concerts

68

$2

$43,518

72

$417

$10,218,758

75

$40

$973,181

Tickets to Movies/Museums/Parks

71

$47

$1,155,555

Admission to Sporting Events, excl.Trips

78

$42

$1,022,741

Fees for Participant Sports, excl.Trips

71

$63

$1,553,448

Fees for Recreational Lessons

69

$85

$2,080,997

Membership Fees for Social/Recreation/Civic
Clubs

73

$139

$3,421,548

Dating Services

67

$0

$11,285

Toys/Games/Crafts/Hobbies

87

$100

$2,451,411

Toys/Games/Arts/Crafts/Tricycles

86

$87

$2,124,533

Playground Equipment

101

$4

$102,980

Play Arcade Pinball/Video Games

74

$2

$39,065

Online Entertainment and Games

81

$3

$65,760

Stamp & Coin Collecting

109

$5

$119,071

Recreational Vehicles and Fees

90

$97

$2,384,079

Docking and Landing Fees for Boats and Planes

83

$6

$156,702

Camp Fees

94

$34

$831,498

Payments on Boats/Trailers/Campers/RVs

94

$45

$1,108,954

Rental of RVs or Boats

74

$12

$286,924

Sports, Recreation and Exercise Equipment

84

$139

$3,421,150

Exercise Equipment and Gear, Game Tables

92

$50

$1,235,933

Bicycles

68

$17

$428,615

Camping Equipment

75

$11

$275,964

Hunting and Fishing Equipment

89

$42

$1,030,581

Winter Sports Equipment

74

$4

$90,619

Water Sports Equipment

69

$4

$89,621

Other Sports Equipment

93

$9

$218,081

Rental/Repair of Sports/Recreation/Exercise
Equipment

72

$2

$51,734

Photographic Equipment and Supplies

81

$44

$1,088,923

Film

79

$1

$17,747

Film Processing

92

$7

$170,449

Photographic Equipment

78

$19

$453,923

Photographer Fees/Other Supplies & Equip
Rental/Repair

80

$18

$446,803

Reading

90

$118

$2,895,103

Magazine/Newspaper Subscriptions

95

$40

$979,378

Magazine/Newspaper Single Copies

95

$10

$239,257

Books

87

$36

$877,898

Digital Book Readers

87

$33

$798,568

Total

Source: ESRI
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The Recreational Leisure and Sports Market Potential quantifies the demand for entertainment, activities and leisure
products related to tourism and services in Washington County. This information helps show what types of tourism,
entertainment and recreation businesses are likely to be the most successful in the county based on consumer
demand. Market potential is measured by the Market Potential Index (MPI) which is an indication of the probability
of residents to engage in certain activities as compared to the U.S. overall. A MPI of 100 means that residents in
Washington County have the same participation rate for that activity as the rest of the U.S. Any value greater than
100 indicates categories where there are opportunities to capture market activity.
The following table shows the recreation and leisure activities ranked in order from the highest MPI to the lowest.
Multiple forms of hunting, with a rifle and with a shotgun, top the list of activities. Target shooting appears further
down the list with an MPI of 135, which is still relatively high. Outdoor activities like fishing, boating, horseback
riding and canoeing or kayaking also have high MPIs. The market potential of outdoor activities involving boating
and water activities align with the spending profile above, demonstrating that residents have a clear preference for
adventurous activities that get them and their friends outside for the day.

Recreational Leisure and Sports Market Potential: Above National Average
Product/Consumer Behavior
Participated in hunting with rifle in last 12
months
Participated in hunting with shotgun in last 12
months
Participated in archery in last 12 months
Participated in fishing (fresh water) in last 12
months
Participated in motorcycling in last 12 months
Attend sports events: high school sports
Participated in target shooting in last 12
months
Participated in boating (power) in last 12
months
Participated in horseback riding in last 12
months
Participated in canoeing/kayaking in last 12
months
Spent on sports/rec equip in last 12 months:
$250+
Participated in swimming in last 12 months
Participated in bowling in last 12 months
Spent on sports/rec equip in last 12 months:
$100-$249
Participated in backpacking in last 12 months
Participated in walking for exercise in last 12
months

Expected # of
Adults/HHs

Percent

MPI

8.2%

181

7.0%

178

4.3%

160

18.9%

153

2,069

4.0%

137

3,373

6.5%

137

6.4%

135

7.1%

134

2.9%

117

6.3%

114

7.7%

106

8,406

16.2%

105

5,048

9.8%

103

6.3%

103

3.1%

102

27.3%

102

4,250
3,605
2,246
9,754

3,311
3,689
1,498
3,278
4,004

3,281
1,621
14,146

Source: ESRI
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Tapestry Segmentation
A tool used by site selectors in determining the characteristics of a particular trade area is market segmentation,
which is the classification of consumers according to demographic, socioeconomic, housing, and lifestyle
characteristics. It is how retailers and other site selectors compare consumer trends across trade areas when
considering many site locations. Market segmentation is based on the concept that people with similar
demographic characteristics, purchasing habits, and media preferences naturally gravitate toward each other and
into the same neighborhoods. Businesses in many industries utilize market segmentation to understand their
customers’ lifestyle choices, purchasing preferences, and how they spend their free time. Market segmentation data
for Washington County were obtained from ESRI’s Tapestry Segmentation model. Additional information about
ESRI’s model can be found here: http://www.esri.com/landing-pages/tapestry.
It is important to recognize that the classifications and
labels that ESRI uses for defining market segments are
generalizations. The descriptions of each segment are
based on comparisons with the U.S. as a whole and reflect
the propensity of households within that segment to
exhibit certain demographic, lifestyle, and consumer
characteristics relative to the overall population. The
purpose of this exercise is to compare local consumer
trends to those of consumers across the U.S. so businesses
and developers not familiar with the Washington County
region can better understand consumer demand in this
area.
The top ESRI Tapestry segments are listed in the table, with
complete profiles of each segment, including household
composition, housing type, income, age, education, and
consumer habits in Attachment C.

Tapestry Segmentation,
Washington County
Rank
Tapestry Segment
1 Salt of the Earth
2 Heartland Communities

Percent
30.9%
11.1%

3

The Great Outdoors

9.1%

4

Rustbelt Traditions

7.4%

5

Parks and Rec

7.1%

6

Small Town Simplicity

7.0%

7

Green Acres

6.5%

8

Traditional Living

4.2%

9

Set to Impress

4.1%

10

Front Porches

3.9%

All Other Categories

8.8%

Source: ESRI

The top ten tapestry segments in the county generally paint a picture of an older population with rural lifestyles and
mid-level incomes that enjoy outdoor activities. These segments are cost-conscious and stick to brands they know.
They can be found spending time with their families or engaging in a do-it-yourself project around the house.
Technology may be used when necessary but in person interactions are greatly desired. Some of the categories that
makeup smaller portion of the county’s population tend to be young families with modest incomes that rent their
homes. Among many of the categories, populations feel a sense of pride in their community, proud of their rural
traditions. While bringing in visitors to the county is important to sustain and grow businesses in the tourism
economy, the tapestry segmentation can demonstrate the rural, laid back lifestyle that visitors are looking to enjoy
when they come to Washington County.
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Recreation Market Potential by Activity Style
Market potential for recreation and activities is broken down by activity style in the tables below. It is apparent that
the Outdoor Activity category has greater market potential in Washington County than any other activity category,
with MPIs ranging from 93-181. The Entertainment Industry category follows in market potential, with attendance
to a country music performance reaching above the national average. The Fitness Market category has two
subsectors with market potential above the national average, Swimming and Walking for Exercise. The General
Sports category does not contain any categories that demonstrate growth opportunities.

Entertainment Industry Market Potential
Activity
MPI

Outdoor Activity Market Potential
Activity
MPI
Participated in hunting with rifle in last
12 months
Participated in hunting with shotgun in
last 12 months
Participated in archery in last 12
months
Fishing (fresh water)

181

Attended country music performance

123

Dined out

100

Played billiards/pool

97

Went to bar/night club

95

Attended rock music performance

86

Went to live theater

85

153

Went to a museum

74

Boating (power)

134

Attended a movie

70

Horseback Riding

117

Went to art gallery

67

Canoeing/Kayaking

114

67

Backpacking

102

Attended classical music/opera
performance

178
160

Fishing (salt water)

99

Bicycling (road)

98

Bicycling (mountain)

94

Hiking

93

Source: ESRI

Source: ESRI

Fitness Market Potential
Activity

MPI

General Sports Market Potential
Activity
MPI

Swimming

105

Participated in Baseball

99

Walking for Exercise

102

Participated in Golf

97

Weight Lifting

81

Participated in Softball

96

Pilates

76

Participated in Volleyball

96

Aerobics

75

Participated in Basketball

90

Jogging/Running

74

Participated in Football

88

Yoga

66

Participated in Tennis

73

Participated in Soccer

66

Source: ESRI

Source: ESRI
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Second Home Owner Survey
Introduction
The following is a summary of the findings from the SHO survey as well as an analysis of how annual spending
creates new jobs, earnings, and sales for county businesses. The goal of the survey was to gather specific
information about SHO spending habits, along with
demographic details about property owners to
better understand the second home landscape in the
county. The spending habits of SHOs were studied
based on an initial understanding of Washington
County’s economic landscape, and the observation
that with a lack of major lodging options, second
home owners present the greatest opportunity to
additional visitor spending. Additionally, Camoin
reviewed the “The Economic Impact of Tourism in
New York” data presented by Oxford Economics. The
report indicates that nearly 70% of traveler spending
in Washington County fell into the category of
spending by second homes.2
A review of the County’s property tax records, along with additional review for repeats or houses that stood out as
primary residences, found 2,248 addresses to be second homes. This total is slightly less than the number of homes
that the U.S. Census classifies as Seasonal, Recreational or Occasional, 2,879. We continued our calculations with the
more conservative number determined by reviewing property tax data, 2,248 homes. Based on information collected
by the Census, there are 28,844 total housing units in Washington County, including occupied and vacant units.
Assuming 2,248 of the total units are second homes means that nearly 8% of all units in Washington County are
categorized as second homes.
The SHO survey was sent to these 2,248 unique addresses and Camoin received 159 responses for a 7.1% response
rate. A typical response for a survey of this nature is around 1%-2%, so a 7% response rate gives us a solid base to
build a profile of SHOs. One of the first questions asked respondents to confirm whether the address which the
survey postcard was sent to was in fact a second home. 10 responded “No, this property was not a second home.”
Therefore, those 10 surveys were isolated and taken out of the responses to ensure that answers only reflected the
habits of second home owners.
The questions on the survey included information regarding zip code of primary residence, the number of stays they
typically spend in Washington County, whether or not the property owners rent out their homes, spending habits
during SHOs time in Washington County, notable events that draw SHOs to the area and the primary reason for
retaining a second home in the county. The survey was designed taking into account ease of use to ensure that
respondents could answer as many questions as possible with a high level of accuracy.

Based on Oxford Economics definition of “second homes.” To compare within the Capital Region – Saratoga Region, Fulton
County’s second homes accounted for about 57% of traveler spending, while Saratoga County’s second homes only account for
about 8% of total visitor spending.
2
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Profile of Respondents

Age of Survey Respondents:
The largest cohort of
respondents was between the
ages of 55-64. 86% of
respondents were 55 or older.

Employment Status:
43% of respondents are retired,
while another 38% are working
full-time. The proportion of
retirees corresponds to the
demographics of respondents.
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Annual Household Income:
A quarter of respondents earn between $100,000-$149,000, while another quarter earn in the next highest
income bracket, $150,000 -$199,999. 71% of respondents make over $100,000, and 24% of people earn in a
more moderate income bracket, $50,000-$99,000.

Typical Household Size:
A majority of SHOs, 51%, visit
Washington County with two
people in their party
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Primary Reason for Visiting:
Nearly 40% of respondents noted that the primary reason for visiting Washington County is the natural
environment. 23% responded that their second home had been passed down from family and that has kept
them returning in Washington County. The next most popular reasons include: location, price and other family
connection.

Place of Residence
The map below displays the zip codes of primary
residence for survey respondents. Respondents
are clustered in the Northeast but span across all
corners of the country, from California, to Florida,
to Washington State. There is a significant cluster
of primary residences around the New York City
metro region and the I-87 Corridor, which can be
seen on the second map below. The most
concentrated zip codes were 12804 (Queensbury,
Warren County), 12180 (Troy, Rensselaer County),
and 12110 (Latham, Albany County). A full list of
second home owners by zip code can be found
in Attachment D.3

Primary Residences of Second Home Owners

While respondents were asked to provide the zip code of their primary residence, the survey data indicates that some
individuals provided the zip code for their second home. These zip codes were excluded when considering where second home
owners primarily reside.
3
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Concentration of SHOs in the Northeast

Other Survey Findings
Based on survey results, it appears that second homes are a place to disconnect from work. While 38% respondents
noted that they work full time, just over half of survey respondents (52%) said that they never work remotely at their
SHO, another 37% of respondents said they are occasionally working from their SHO for professional purposes. 10%
said that they regularly work from Washington County. However, more SHOs could be enabled to work from home
with better broadband coverage. The survey found that nearly half of respondents would work remotely if they had
access to broadband service.
The Washington County Fair was by far the favorite event of survey respondents. The central location to Lake
George, Adirondacks, the Battenkill and other natural features were also frequently listed as favorite features of the
county.
To get a sense of where SHOs are also traveling when they are
in Washington County, we asked what other counties they visit
and for what purpose. More than half of survey respondents
said that they often travel to Saratoga County when they visit
their home in Washington County. Another significant portion
said that they visit Warren County. Vermont was also a popular
destination, as respondents said that they traveled to Rutland
County, VT and Bennington County, VT.
More specifically, SHOs are leaving the county to enjoy other
entertainment and recreation including:


The Saratoga Race Track and Saratoga Performing Arts
Center;



Boating on Lake George;

Rutland
County, VT

Warren
County, NY

Washington
County, NY
Saratoga
County,
NY

Bennington
County, VT
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Restaurants in Saratoga County, Manchester, VT and Fairhaven, VT;



Shopping at a variety of retail stores including: Walmart and home hardware stores, the outlets in
Manchester, VT, and larger grocery stores outside of the county.

There was a large range in when SHOs acquired their properties, ranging from 2016 to mid-20th century. Nearly 60%
of second homes were acquired in the last 20 years. Based on survey results it appears that turn over on properties
in Washington County is low, as homes are kept within families across generations. 61% of respondents said they
would be passing on their property to the next generation, while 19% said they would likely be selling their property
in the future. While a significant percentage of SHOs will be keeping their property in their family, it is also clear that
SHOs are looking forward to spending more time in the county. Nearly 77% of respondents noted that they would
stay more frequently in Washington County in the coming years. Additionally, 43% said that they planned to retire in
Washington County, potentially foreshadowing a new cohort of full-time residents.
SHOs overwhelming responded that they did not rent out their properties for any length of time. Just over 8% said
that they rent out their property for short-term lodging, for less than a month at a time. A smaller proportion,
almost 3% said that they rented for long-term purposes. Another 4% said that they rent their properties for farming
or agricultural use. In terms of other agriculture use, one respondent planned to sell farmland only, while seven
properties are planning to develop farmland on the property associated with their second home.
The survey also asked people to respond to a series of questions about events and visitation in the county on a scale
from Agree – Disagree. SHOs agreed they know where to find information about attractions and events in the
county, although they are less confident that people living outside of the county are knowledgeable about regional
events. SHOs agreed that they come back to the county every year for the same event and over half agreed that
within the range of events in the county there are appropriate family-oriented activities. SHOs were divided as to
whether a hotel would encourage them to bring more visitors the county.

SHO Economic Impact Analysis
Introduction
Economic impact analyses can be used to quantify how a particular project, industry, or event impacts the larger
economy in terms of new jobs, earnings, and sales. The key assumption is that but for the new economic activity,
these jobs, earnings, and sales would not occur. For this analysis, we assume that but for the second home
owners having property in Washington County, the related economic activity would not occur and therefore
jobs, earnings, and sales that occur in the county would cease to exist. The following analysis describes the
methodology for determining total SHO spending in Washington County on an annual basis and then models how
that spending impacts the Washington County economy.
Second Home Owners have an impact on the county in a number of ways, including:
1) Spending related to regular visitation to Washington County by owners (as well as renters) on things
like food, recreation, transportation;
2) The spending that occurs as a result of owning a property in Washington County such as property
management, improvements, landscaping, home furnishing and appliance purchases, etc.
The next section will calculate the number of second homes in Washington County, their typical spending patterns,
and how these SHOs impact the County’s economy.
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Modeling Software and Methodology
Economic Modeling Specialists, Inc. (EMSI) designed the input-output model used in this analysis. The EMSI model
allows the analyst to input the amount of new direct economic activity (spending or jobs) occurring within the study
area and uses the direct inputs to estimate the spillover effects that the net new spending or jobs have as these new
dollars circulate through the study area’s economy. This is captured in the indirect impacts and is commonly
referred to as the “multiplier effect.” See Attachment A for more information on economic impact analysis.

Visitation
The survey asked respondents to report how often they used their property in Washington County. On average,
second home owners in Washington County spend 5 days, 11 weekends, and 10 weeks per year in Washington
County. This means that SHOs spend approximately 100 days, or about a quarter of the year, in Washington County.
Average Time Spent in Washington County Property Owner
Average Number Per
Visit Type
Year
Day Visits
5
Weekend Stay

11

Week Long Stay

10

Source: Survey, Camoin Associates

In addition to the property owner spending time in Washington County, the survey also asked about the property
being used by others, including paying and non-paying guests. On average, Washington County properties are used
by guests 35,959 days per year. This is equal to 5,137 weeks, or an average of 2.3 weeks per property.

Average Time Spent in Washington County - Non-Paying Guests
Average Non-Paying Guest Days per Second Home
Total Second Homes in Washington County
Total Non-Paying Guest Days

16
2,248
34,844

Average Time Spent in Washington County - Paying Guests
Total Second Homes in Washington County
Percent of Second Home Owners Who Rent Their Property Out

2,248
15%

Properties Rented Out

22

Average Days Rented per Year

51

Total Paying Guest Days
Total Guest Days (Non Paying Plus Paying)
Total Guest Weeks
Average Guest Stay in Washington County (in weeks)

1,115
35,959
5,137
2.3

Source: Survey, Camoin Associates
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Spending Impact Analysis
Survey respondents were asked to provide details about their typical spending habits when they visit Washington
County for a weekend or week. Spending ranges were provided between $0-$500 for categories that include:
-

Food/Beverage (groceries)
Food/Beverage (outside of the home)
Clothing and Footwear
Transportation
Household Supplies and Personal Care
Recreational Goods and Equipment
Recreation Fees
Entertainment (Excluding Dining Out)
Other retail goods (e.g., gifts, souvenirs, antiques, at small stores)4

In addition to the typical spending categories related to visitation, an open ended question asked respondents
about their annual spending in Washington County on:
-

Annual Recreation Fees
Household Maintenance Services
Utility Payments

Finally, they were asked to report on their spending over the last 10 years on costs they may not incur annually. With
the information from the survey the total spending in this categories over 10 years was divided by 10 to get an
average annual spending. The categories included:
-

Car and Car Maintenance
Major Home Improvements
Home Furnishings
Home Equipment and Appliances
Other (respondents included other expenses over the 10 years with a description – where appropriate these
expenses were then included into the larger categories)

The data that was provided was reviewed and cleaned up to allow for analysis. In the case where the ranges were
provided to the survey takers, the mid-point was used to determine the average spending and conservative
estimates were incorporated as necessary.
The following tables show the results of the survey questions regarding spending habits.

Note that another question on the survey asked about other retail goods in the category of “big-box” stores and other chains.
However, this question, and therefore the resulting spending that was input by SHO was taken out of the analysis as there are no
big-box stores in Washington County and would not accurately reflect spending conducted solely in the county.
4
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Weekend Spending
Food/Beverage
(Groceries)
Spending
Range
$

#

-

Food/Beverage
(Dining out)

%

#

Clothing and
Footwear

%

#

Transportation

%

#

Household
Supplies and
Personal Care
Products

Recreational
Goods and
Equipment

#

#

%

%

Entertainment
Other retail goods (e.g.,
(Excluding Dining
gifts, souvenirs,
Out)
antiques) at small stores

%

#

%

#

%

20

14%

30

21%

85

63%

72

52%

32

23%

83

60%

66

47%

55

39%

$

25

33

24%

40

29%

29

21%

48

35%

84

60%

42

30%

50

36%

58

41%

$

75

31

22%

38

27%

8

6%

11

8%

17

12%

6

4%

18

13%

19

14%

$

150

41

29%

23

16%

10

7%

6

4%

7

5%

4

3%

3

2%

5

4%

$

250

9

6%

8

6%

2

1%

1

1%

0

0%

2

1%

1

1%

3

2%

$

350

4

3%

1

1%

0

0%

0

0%

0

0%

0

0%

0

0%

0

0%

$

450

1

1%

0

0%

1

1%

0

0%

0

0%

1

1%

0

0%

0

0%

$

500

0

0%

0

0%

0

0%

1

1%

0

0%

1

1%

1

1%

0

0%

Total Responses

139

100%

140

100%

135

100%

139

100%

140

100%

139

100%

139

100%

140

100%

Average*

$

96

Total

$

335

$

69

$

28

$

26

$

32

$

26

$

27

$

31

Week Long Spending
Food/Beverage
(Groceries)
Spending
Range
$

#

-

Food/Beverage
(Dining out)

%

#

Clothing and
Footwear

%

#

Transportation

%

#

%

Household
Supplies and
Personal Care
Products

Recreational
Goods and
Equipment

#

#

%

Entertainment
Other retail goods (e.g.,
(Excluding Dining
gifts, souvenirs,
Out)
antiques) at small stores

%

#

%

#

%

11

8%

18

13%

68

49%

61

44%

23

17%

64

46%

55

40%

49

35%

$

25

19

14%

32

23%

40

29%

42

30%

76

55%

53

38%

42

30%

56

40%

$

75

20

14%

24

17%

18

13%

16

12%

26

19%

9

6%

25

18%

18

13%

$

150

40

29%

41

29%

9

7%

10

7%

9

6%

10

7%

12

9%

11

8%

$

250

32

23%

19

14%

1

1%

6

4%

4

3%

2

1%

4

3%

3

2%

$

350

8

6%

4

3%

1

1%

1

1%

0

0%

2

1%

1

1%

2

1%

$

450

5

4%

0

0%

0

0%

0

0%

1

1%

0

0%

0

0%

0

0%

$

500

5

4%

2

1%

1

1%

2

1%

0

0%

0

0%

0

0%

1

1%

Total Responses

140

100%

140

100%

138

100%

138

100%

139

100%

140

100%

139

100%

140

100%

Average*

$

168

Total

$

536

$

114

$

35

$

48

$

48

$

34

$

44

$

45

Source: Survey, Camoin Associates
*Rounded to nearest whole dollar
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Annual Costs
Average per
Property*

Total

Per Year
Average

Annual Recreation Fees

$

14,035

$

104

$

104

Household Maintenance Services

$

200,171

$

1,483

$

1,483

Utility Payments

$

165,426

$

1,225

$

1,225

$

2,812

Sub-Total Annual Costs
Costs Over 10 Years
Average per
Property*

Total

Per Year
Average

Car and Car Maintenance

$

217,001

$

1,722

$

172

Major Home Improvements

$

2,023,999

$

16,063

$

1,606

Home Furnishings

$

443,226

$

3,518

$

352

Home Equipment and Appliances

$

377,658

$

2,997

$

300

Sub-Total Annual Costs

$

2,430

Annual Costs

$

5,242

Source: Survey, Camoin Associates
* Based on number of respondents that answered this set of questions.
**Respones over $100,000 were excluded to avoid including new home building, which would
not be considered a regular expense

The table below shows the average spending habits of the survey respondents for a day visit, weekend visit, week
visit, non-property owners visits and annual expenses. In total, the survey found that SHOs account for
approximately $35.8 million in spending annually within Washington County.

Washington County Second Home Owner Spending by Trip Duration
Trip Duration

Average Spending Average # of
Per Trip
Trips per Year

Day Visits*

$

112

5

Weekend

$

335

11

Week

$

536

10

Guest Week**

$

536

2

Annual Expenses

$

5,242

1

Total Non-Resident
Properties

Total
Spending

2,248 $ 1,258,880
2,248 $ 8,283,880
2,248 $ 12,049,280
2,248 $ 2,409,856
2,248 $ 11,784,016

Total Washington County Spending $ 35,785,912
*Assumes that day visit spending is equal to 1/3 of weekend spending.
**Assumes that guests are spending at least the amount of money as property owners per week.
Note: All numbers round to the nearest full number.
Source: Camoin Associates, Survey Results

Impact Analysis
Based on the projections for visitation spending and annual spending, $35,785,912 in direct net new spending was
used as the input for the EMSI economic impact model. The EMSI model allows the analyst to break down the total
spending by NAICS code to get an accurate read for how one dollar spent in a specific sector multiplies throughout
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the local economy (See Attachment E for full list of NAICS codes). To analyze the impact of the SHOs on Washington
County, the total spending is broken down into a variety of NAICS codes that capture the spending habits described
in the survey by the SHOs.
The table below outlines the direct and indirect economic impact of SHOs spending on Washington County. The
indirect impacts are those that occur as the dollars from direct impacts cycle through the economy. For example, the
new employees receive wages and in turn spend a portion of those dollars in the local economy for daily needs,
housing and other expenses, and a portion of those dollars are again re-spent in the local economy (See Attachment
A for more details). As those dollars continue to circulate, additional jobs and business activity are created. This effect
is captured in the indirect impacts. The $35.8 million in direct sales results in a total of $40.1 million in sales, 712 new
jobs5 and $15.0 million in earnings in and around Washington County.

Economic Impact of Second Homes

Sales
Jobs
Earnings

Direct
$ 35,785,912
658
$ 13,534,980

Indirect
$ 4,309,885
54
$ 1,488,848

Total
40,095,797
712
15,023,828

$
$

Source: EMSI, Camoin Associates
The 712 total jobs resulting from the SHOs represents 4% of the total employment (17,665 jobs6) in Washington
County. It is also interesting to note that the $40.1 million in sales related to the SHOs is similar to adding nearly
1,390 full time residents to the county’s population.

SHO Spending in Terms of Additional Population
A
B

County's Gross Regional Product
Spending by SHO

$1,836,078,713
$
40,095,797

C

Non SHO GRP (A-B)

$ 1,795,982,916

D

Full-Time Population

62,123

E

Gross Regional Product per Person (C/D) $

28,910

F

Spending by SHO

G

Additional "Population" (F/E)

$

40,095,797
1,387

Source: Camoin Associates, EMSI

Events Economic Impact Analysis
On top of second home owners, the county recognizes that there are many events throughout the county that
contribute to the region’s overall economic activity. This portion of the report assesses the impacts of visitor
spending associated with the events listed in the table below. Around 30 sponsors were originally contacted by the
Economic Development department regarding visitation figures, the percentage of visitors from outside the county

5
6

A “job” is equal to one person employed for some amount of time (part-time, full-time, or temporary).
Source: EMSI, 2016 Employment
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and total amount visitors spend on an annual basis at their event. The list below shows the 13 events and event
sponsors that provided us with the information necessary to complete the economic impact analysis.

County Events
Fort Salem Theater
Hubbard Hall
LLIA Youth
Fishing Tournament
Maple Weekend
Old Fort House Museum
Roger's Island
Squatch Fest
Southern Adk Fiber Festival
The Cheese Tour
Vanning
Washington County Fair
Winter Raptor Fest
Washington County Fiber Tour

As with the economic impact of the SHOs, we assume that but for the visitors attending these regional events,
the related economic activity would not occur and therefore jobs, earnings, and sales that occur in the county
would cease to exist. Therefore, we only considered spending by non-Washington County resident as “net new.” To
calculate the number of net new visitors to the county, event organizers were asked to provide an estimate of the
percentage of visitors that attend their events from out of the county, along with total visitation. If event organizers
were not able to provide figures regarding out-of-county visitation, we determined it was a reasonable assumption
to use 68% as the proportion of visitors from out of the county. This figure is derived from an economic impact
analysis that Camoin Associates conducted on the Washington County Fairgrounds in 2012. During that study we
found that 68% of attendees to the Fair came from outside the county through survey results.
The table below quantifies the total annual net new visitation based on data provided to us from organizers.
Approximately 102,672 non-county residents participate in annual events through the region.7

7

Figures from Maple Weekend include visitors who may have visited more than one sugar house or who visited the same
sugarhouse more than one time during the multi-weekend events.
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County Events
Event

Total Visitors

Fort Salem Theater
Hubbard Hall

# Net New

67%
25%

1,340
1,250

20%

24

10,800

66%

7,128

Old Fort House Museum

3,850

68%

2,618

Roger's Island

2,400

68%

1,632

Squatch Fest

1,000

33%

330

Southern Adk Fiber Festival

2,200

80%

1,760

The Cheese Tour

2,000

68%

1,360

LLIA Youth
Fishing Tournament
Maple Weekend

Vanning

2,000
5,000

% Net New

120

68%

306

121,874

68%

82,874

Winter Raptor Fest

2,000

65%

1,300

Washington County Fiber Tour

1,000

75%

750

Washington County Fair

Total Annual Net New Visitation

450

102,672

Source: Event Providers, Camoin Associates

The next step is to estimate the amount of spending by these visitors in Washington County during their visit to the
events. To do this, we estimated the average amount a typical visitor spends on entertainment, transportation,
lodging, food, shopping, and other activities at the events and at other local businesses. The per-visitor spending is
applied to annual new visitation to calculate the total net new visitor spending.
Several sources were used to create the visitor spending basket, including data provided by event organizers, a
leisure travel study conducted for Essex County, NY8, local knowledge of the area provided by the county, and our
previous experience conducting an economic impact analysis for the Washington County Fairgrounds. We estimated
that on average, the typical visitor to Washington County spends about $83 dollars per day during their visit. A
breakdown of this spending among the various spending categories is provided in the following table. We note that
the most lodging facilities in Washington County are bed-and-breakfasts and campgrounds; therefore, the spending
basket for lodging in Washington County has been reduced significantly compared to other areas that have hotel
amenities.

Leisure Travel Study: 2011 Visitor Profile - Return on Investment - Conversion Rate and Economic Impact Analysis for Essex County
New York. Regional Office of Sustainable Tourism (ROOST) - Lake Placid Convention and Visitor’s Bureau.
http://www.roostadk.com/files/2011%20Leisure%20Travel%20Study.pdf.
8
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Visitor Spending Estimate

Spending Category

Spending per
Visitor, per Day

Entertainment

$

12

Transportation

$

11

Lodging

$

11

Food

$

28

Shopping

$

16

Other

$

6

Total

$

83

Source: Camoin Associates, Leisure Travel
Study, Essex County, NY

Using this visitor spending basket, we estimate that the 102,672 new visitors to the Washington County events
spend over $8.5 million in the County each year. This is referred to as “direct” spending, which is used as the input
into the EMSI economic impact model. The EMSI model allows the analyst to break down the total spending by
NAICS code to get an accurate read for how one dollar spent within an industry sector multiplies throughout the
local economy. NAICS codes used for each spending category in the spending basket are provided in the following
table.

Visitor Spending Estimate
Spending Category

Spending per
Visitor, per Day

Total
Spending

Entertainment

$

12

$ 1,188,945

Transportation

$

11

$ 1,081,140

Lodging

$

11

$ 1,081,140

Food

$

28

$ 2,918,974

Shopping

$

16

$ 1,621,196

Other

$

6

Total

$

83

$

648,889

$ 8,540,284
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NAICS Codes used for Tourism Event Impact Analysis
Entertainment 713990 All other Recreation Industries
Transportation 447110 Gas Station and Convenience Store
Lodging

721191 Bed and Breakfast Inns
721211 Campgrounds
722511 Full Service Restaurants

Food

722513 Limited Service Restaurants
722330 Mobile Food Services
722410 Drinking Places

Shopping
Other

453220 Novelty, Gift, and Souvenir
453998 All Other Miscellaneous Store Retailers
721199 All Other Traveler Accommodations

Using the EMSI model, we calculate that the $8.5 million in new direct sales generated by the selected events results
in about $1.1 million in indirect sales, for a total of $9.6 million in new spending in Washington County. This spending
supports approximately 180 jobs earning a total of $3.7 million annually.

Annual Economic Impact of Regional Events on County
Indirect
Total
Direct
Sales

$

Jobs
Earnings

8,540,284 $
167

$

3,334,586 $

1,075,247 $
13
366,805

9,615,531
180
$3,701,391

Source: EMSI, Camoin Associates
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Fiscal Impact
Fiscal impacts of Second Home Owners and events in Washington County include sales tax revenue and property
tax revenue generated for Washington County.

Sales Tax Revenue
Of the $49.7 million in new direct sales generated by SHOs, events and event venues throughout the year, we
conservatively estimate that about half are taxable, and therefore result in new sales tax revenue for the County.
Washington County employs a 7% sales tax, 3% of which goes to the County and 4% which is retained by New York
State. The table below demonstrates that new direct sales from SHOs and events generate $745,670 in local tax
revenue for the county.
County Sales Tax Revenue - Direct Sales

Direct Sales (SHO and Events)
Percent Taxable
Taxable Sales
NYS Portion (4%)
County Portion (3%)

$

49,711,328
50%
24,855,664
994,227
745,670

$
$
$

Source: Camoin Associates, New York Dept. of Taxation and Finance

Additionally, the new earnings described by the total economic impact of SHOs and events lead to additional sales
tax revenue. It is assumed, based on previous experience, that 70% of workers’ earnings are spent in Washington
County and about 30% of that spending is taxable. Under these assumptions, the County receives about $117,969 in
sales tax revenue, while the state receives $157,292, related to workers’ earnings.
County Sales Tax Revenue - Earnings
Total Earnings Generated by SHOs and Events

$

Percent Spent in Washington County
Total Spent in Washington County

$

Percent Spent on Taxable Goods
Total Taxable Sales

$
$
$

NYS Portion (4%)
County Portion (3%)

18,725,219
70%
13,107,653
30%
3,932,296
157,292
117,969

Source: Camoin Associates, Washington County Budget

In total, the County receives about $864,000 in sales tax revenue as a result of SHOs and events.
County Sales Tax Revenue
Direct Sales
Earnings

$
$

745,670
117,969

Total County Sales Tax Revenue

$

863,639

Source: Camoin Associates, Washington County
Budget, New York Dept. of Taxation and Finance
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Property Tax Revenue
We can also estimate the value of property tax revenue to Washington County resulting from the economic activity
generated by SHOs and events. This value is estimated by first calculating what percentage of total jobs in the
county are attributed to the economic activity of SHOs and events. The table below shows that the 850 jobs
associated with SHOs and events represent 5% of the 17,361 jobs in Washington County. In other words, about 5%
of all employment is due in part to visitation-related spending. If the tourism events and SHOs left the county, the
economic activity of the county would reasonably be expected to decrease by 5%.
As a government is only able to levy property taxes based on the level of economic activity within its boundaries, we
assume that approximately 5% of the County’s property tax levy is attributed to SHOs and tourism events. We
multiply 5% by the County’s total tax levy from 2016, $31 million, to calculate the amount of the levy supported by
visitation. The table below shows that $1.5 million in property tax revenue is generated by the economic activity
from SHOs and events.
County Property Tax Revenue
Total Jobs in Washington County

17,361
850
5%
31,000,000
1,517,770

Total Jobs Generated from SHOs and Events
Tourism Jobs as % of All Jobs
County Property Tax Levy (2016)
Estimated County Property Tax Revenue

$
$

Source: Survey, EMSI, Camoin Associates

Summary of Fiscal Impacts
The following table summarizes all of the estimated tax revenue generated for Washington County. In sum, SHOs
and events contribute nearly $2.4 million to Washington County’s revenue in the form of sales tax and property tax.
Annual Fiscal Impact on Washington County
Sales Tax Revenue
Property Tax Revenue

$
$

863,639
1,517,770

Total

$

2,381,409

Source: Camoin Associates, Washington County
Budget
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Case Study
Victory View Vineyard
This award winning Washington County establishment, Victory View Vineyard,
is located in North Easton and produces some of the region’s most revered
wine. Gerry and his wife, Mary, set out to productively use their 114-acre farm
and now harvest between 600 and 800 cases of wine each year. Victory View
has embraced the hearty grape varieties that they are able to produce with the
soil in Washington County and worked with Cornell Co-operative Extension to
refine the variety of grapes.
They produce a high-quality, completely local product that also reflects the
history of the region, by naming each wine after a notable event in the
colonial era. For example, one of their wines is named Charlotte after the
area’s original namesake, King George III’s daughter, Charlotte. The area was known as Charlotte County until it was
renamed after the Revolutionary War to honor George Washington. Linking their products with local history is a
testament to the influence that the region has on their final product.
The vineyard is involved in several local and regional marketing partnerships that have helped build and expand the
business’s brand in New York State. Much of their marketing is by word of mouth, but the business also maintains a
nominal advertising presence in the local newspaper, and a strong Facebook presence, even in the months when the
vineyard’s tasting room is closed. Victory View is also part of two chambers, the Greater Greenwich Chamber of
Commerce, and the Adirondack Regional Chamber of Commerce, both of which promote their products through
various channels.
The vineyard draws on groups from northern Massachusetts and New York City who are traveling through
Washington County during leaf peeping season and notice their signage on the way to Vermont. This is an
important segment of tourists that could be relatively easy to capture in greater numbers, as they are already in
Washington County and simply need additional wayfinding and signage to direct them to attractions and local
businesses throughout the county. The business also sees opportunities to reach potential customers looking for the
charm of rural purveyors in large metros in the Northeast, including New York City, Boston and Montreal, but will
require more marketing capacity to execute such marketing campaigns.
Victory View has excelled at partnering with other local events to cross-promote products and Washington County
as a whole. They were one of the local beverage vendors, along with R.S. Taylor & Sons Brewery, that recently joined
the Washington County Cheese Tour, now deemed The Cheese Tour with Wine & Beer. Additionally, the vineyard
has established a productive partnership with the Washington County Fair. The Fair is usually a no-alcohol event, but
after an exhibit about the production of grape growing in the agricultural portion of the event, the Fair agreed to
host an afternoon tasting event in the “Craft Beverage Corral” for craft beverage producers that consisted of
wineries and breweries.
This is just one example of a dynamic Washington County business that interacts with both the public and private
sector to expand their market reach. Unique establishments like Victory View Vineyard are the heart of Washington
County and there are opportunities to further showcase these businesses both in Washington County and outside of
the region.
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Action Plan Matrix
The Future of Tourism in Washington County
This Action Plan Matrix was driven by input from government officials, regional businesses, and representatives from
various Chambers of Commerce. A public meeting was held February 15, 2017 in Whitehall, NY and another in
Cambridge, NY on February 23, 2017. The goal of the public meetings was to discuss opportunities to increase
visitor spending within the county and identify implementable solutions that match the region’s capabilities and
resources. The Action Plan Matrix targets items that the county can guide, enable or catalyze, whether through
leadership, organizational capacity, or funding.
The following Chambers of Commerce were invited to participate in the public meetings:


Adirondack Regional Chamber of Commerce



Cambridge Chamber of Commerce



Fort Edward Chamber of Commerce



Granville Chamber of Commerce



Greenwich Chamber of Commerce



Salem Chamber of Commerce



Whitehall Chamber of Commerce

The results of the survey and the public meetings suggest that there are already many positive aspects of
Washington County that are attracting visitors and second home owners (natural environment, local events, rural
recreation), but in order to expand Washington County’s tourism economy, deliberate actions need to be taken to
see an increase in visitation. The “Partner” column refers to organizations, individuals, or businesses that the county
should partner with to implement the action. The partner’s contributions may come in the form of funding, other
resources, staff capacity or programs that are already established. The “Resources” column breaks down the cost for
each action and the timeframe in which that money should be spent for the action to be implemented successfully.
It should be noted that the recommendations in the Action Plan Matrix are intended to improve the quality of life
for not just visitors, but full-year residents as well. The actions are tailored to the organizational capacity of the
county, as well as being sensitive to the budgetary resources at the disposal of the Board of Supervisors.

A Note on Moving Forward
We understand that the County suspended financial support to the tourism industry, pending the results of this
analysis. Moving forward, the County must decide whether additional support to the tourism industry is valuable to
overall economic productivity. There are countless factors that will go into this decision, but it is clear from the
Second Home Owner survey and economic impact analysis that the visitation industry does contribute a notable
amount of spending, earnings and jobs into the region. If the county decides to make further investments into the
visitation industry, we encourage the Board to pursue the following recommendations diligently. In other words, it
will take time to see a return on investment on some of the actions listed below, so a multi-year commitment to
building partnerships and expanding networks will increase the chances of success.
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Washington County Tourism Action Plan Matrix
Action

Timeline

Partner

Resources

Retain an individual, group or regional entity, as a tourism
coordiantor to liaise between the county, chambers and local Immediate
businesses.

$90,000/year to cover
New Hire, see
salary and overhead; Three
below
year commitment
$50,000-$100,000/year;
Dedicate funds towards tourism marketing endeavors
Three year commitment to
Immediate
I Love New York
throughout the county.
match I Love New York
funds
Award a regional "Tourism Business of the Month" with
ARCC, Local
$6,000 for 1 year; $500
nomimal cash prize. Promote and profile this local business
Mid-term
Development
awards for 12 months
on the County's tourism website.
Corporation
I Love New York,
Set up informational kiosks and improved wayfinding signage
NYS Canal
at, or in close proximity to, the Washington County
Mid-term Corporation, Wash.
$50,000; One time
Fairgrounds, the canal and major community centers.
Co. Fair, Lakes to
Locks
Investigate lodging needs within the county - components
could include a hotel market analysis, a review of shovel
Warren $30,000-$40,000; One time
Long-Term
ready sites and understanding incentives necessary to induce
Washington IDA
cost for studies
a hotel.
Timeline Key
Immediate

0-6 Months

Mid-term

6-12 Months

Long-Term
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Action #1: Retain an individual, group or regional entity, as a tourism coordinator to liaise between the

county, chambers and local businesses.
This position is the imperative to unlocking initiatives that could significantly impact visitor spending in the county.
There is an immediate need to increase collaboration, networking and information sharing in a more united manner.
For the most part, the Chambers are currently concentrating solely on their particular region, limiting the overall
impacts of their efforts. At both public meetings, ideas for potential partnerships, initiatives and packaging
opportunities were abundant, but the ability to implement these ideas comes down to a dedicated staff member, as
Chambers are mainly managed by volunteers and individual business owners who are already operating at their
maximum capacity. This coordinator would be tasked with bridging the divide, both geographically and culturally, of
Chambers in the northern and southern portions of the county. This staff person would need to be retained for at
least three years to build strong relationships within the county and be able to plan, implement and measure
coordination efforts.
The tourism coordinator will be the champion for Washington County businesses in the visitation industry and will
oversee and implement the following tasks:













Build and promote the County’s visitor-facing “brand”
Set up and engage in cross-promotion between businesses
Pursue “packaging” opportunities between services, venues and potential accommodations
Assist in the creation and dissemination of targeted marketing campaigns
Assist with special events, visitation related committees and programs, as required
Connect with potential partners in the region, including Adirondack Chamber and bring existing
Washington County Chambers together
Explore restaurant/hotel recruitment opportunities
Partner with Hubbard Hall’s arts mapping program
Grant writing and administration
Promote Digital Directories document

The question remains as to who would hire and oversee this tourism coordinator. Based on the relationships within
the county and region, we envision five potential opportunities.
1.

Washington County - We understand that the county does not have a strong desire to hire someone for
this position at this time. The County does not have the structural capacity to adequately support the
region’s tourism needs.

2.

Local Chambers of Commerce – There are seven Chambers of Commerce throughout Washington County,
each covering their own specific territory. Greenwich Chamber of Commerce is the only Chamber with a
paid employee, while the others, including Greenwich, all function with the support of countless volunteers.
While the Chambers do actively support tourism businesses, it is unlikely that any one Chamber has the
capacity, both organizational and financially, to work throughout the county.

3.

Local Development Corporation (LDC) – The LDC is another regional organization that already maintains
relationships with businesses around the county but it does not have a history of specifically addressing
tourism related needs. It is primarily responsible for managing the Microenterprise Assistance Small
Business Program (MAP) in Washington County.
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4.

A Group of Regional Entities – There are some notable organizations and venues throughout the county,
including the Washington County Fair, Hubbard Hall and Lakes to Locks, that already reach a regional
audience and have expansive networks in their respective fields. As each of these entities caters to their own
niche market, the organizations would likely need to join forces in order to attract a broad spectrum of
visitors.

5.

Adirondack Regional Chamber of Commerce (ARCC) – As an existing regional organization, the ARCC is
already steeped in the visitation industry in Washington, and Warren County, as well as Northern Saratoga
and Southern Essex county. ARCC has access to resources to support marketing efforts, business outreach,
packaging opportunities, and relationships with national publications that would help to advance the
awareness of Washington County’s offerings.

Considering the possibilities above and the feedback that we heard directly from local
businesses, we recommend that the Adirondack Regional Chamber of Commerce be the
organizational body most equipped to hire and retain a Tourism Coordinator for Washington
County. This individual would be employed through the ARRC and have access to the staff and
built-in resources through the ARCC’s networks. However, the Coordinator would answer to a
designated body of Washington County representatives. This body could be a group of
Supervisors already in place like the Agricultural, Planning and Tourism Committee, or a smaller
group of more targeted Supervisors and other County officials. Another option could be to set
up an advisory council that pulls together members from a cross-section of Washington County
tourism businesses. For example, individuals with experience in retail, lodging and arts. The
Coordinator would report to this designated group every other month to demonstrate how and
where they anticipate using their resources.
This partnership has been vetted with the president and CEO of the ARCC, Tori Riley, who is enthusiastic about
collaborating with Washington County. To further build in reassurances to the Board of Supervisors that funds are
adequately being spent in a way that benefits Washington County businesses, it is reasonable that the county have a
certain level of representation at the ARCC. While the details of the arrangement will need to be further discussed
between both parties, we encourage Washington County Supervisors to consider the multitude of opportunities that
could be available to the county should they pursue this course of action.
Alternatively, the County may also decide to issue a Request for Proposal to solicit more options to manage their
tourism portfolio based on their desired budget. As we listed above, there are several other entities, either
individually or collaboratively, that may have the connections, knowledge base and capacity to take a greater role in
regional marketing.
Action #2: Dedicate funds towards tourism marketing endeavors throughout the county.
In order for the Tourism Coordinator to successfully execute the job requirements listed above, a healthy marketing
budget is necessary. Targeted marketing campaigns are key to opening channels to new groups of visitors. At the
public meetings we heard how there are opportunities to market the county as a “rural retreat” for people in New
York City, Boston, Montreal and Washington D.C. Additionally, with the zip code data available for SHOs who took
the survey, the county has a better idea of where visitors are coming from and key markets to reach. Marketing
towards these larger audiences will help both (1) build awareness of Washington County for those not familiar, and
(2) help build a brand for those that may know a few places in the region but do not have a broad understanding
about what the county has to offer. A more strategic effort to link together individual events will have a collective
impact in building a stronger external image of Washington County for visitors. To produce the greatest impact
from these marketing efforts, a three-year commitment is also recommended. Furthermore, we expect the funds
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committed by the county can be matched with I Love New York funds, building a solid foundation for marketing
tourism activities. A more detailed breakdown of funding for the first two action is provided below.

Funding Breakdown
We estimate that hiring a Tourism Coordinator
will require an investment of about $90,000/year.
This $90,000 is inclusive of salary and any
overhead costs for an employee including health
care, as well as indirect overhead for the ARCC, if
the County decides to pursue that partnership.
Based on the job description, we estimate that
the marketing budget for the Tourism
Coordinator could range between $50,000$100,000. A budget of $50,000 would cover the
essentials for the position, while expanding on
the budget could allow for greater creativity in
packaging opportunities and marketing
campaigns.

Financial Summary:
Annual Investment for Tourism Coordinator: $90,000
Annual Investment for Marketing Budget: $50,000
Annual I Love New York Matching Funds (Maximum):
$51,000
Total Annual Tourism Expenditures: $191,000
Total County Investment (dependent on matching grant
funds eligibility): Up to $91,000

Assuming that the County decides to pursue the more conservative marketing budget of $50,000, this brings the
total annual tourism expenditures to $140,000. The County is confident that it will continue to receive tourism funds
from I Love New York, totaling $60,000. These grant funds can be used for a range of activities including: branding,
cooperative marketing, advertising, website development, visual programs, research, public relations, information
centers, trade and consumer outreach, and mailing and distribution programs. Grant funds are typically required to
be spent on programming or physical materials, as opposed to personnel costs, however in some instances, grant
funds can be used to pay for individuals or firms to carry out specified activities. 9 About $9,000 of I Love New York
funds are already allotted to specified spending items required by the program, leaving $51,000 at the disposal of
the County for marketing purposes. There are a variety of ways that the County may be able to match the I Love
New York funds, especially if a regional tourism entity takes on the Tourism Coordinator role, as some of their
existing expenses may count towards the match. Therefore, the total County investment figure will fluctuate based
on the entity that is carrying out the coordinator role and the precise marketing budget. We estimate that the
County’s contribution to fund tourism would be up to $91,000 in the case that none of the Tourism Coordinator’s
costs were eligible to be used as part of the I Love New York match.
Action #3: Award a regional "Tourism Business of the Month" with nominal cash prize. Promote and

profile this local business on the county's tourism website.
Aside from targeted marketing, the county can take a more proactive role in highlighting the efforts of local tourism
businesses and venues by awarding a county-wide “Tourism Business of the Month.” The award would include a
nominal prize award, a profile on the tourism website and perhaps on the front page of the county’s homepage.
This task will complement the other actions aimed at building awareness of all the individual businesses that
comprise the tourism industry in the county. This is a mid-term action that could be enacted in the next 6-12

The financial breakdown is contingent on the presumed eligible uses of matching I Love New York funds and administration
costs. There are numerous iterations in which the funds could be used and will require further negotiation once the scope of
work has been finalized for the tourism coordinator.
9
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months with the partnerships of regional organizations. We understand that the LDC already gives out a small
business award on an annual basis and there may be an opportunity to cross-promote tourism within this existing
award.
Action #4: Set up informational kiosks and improved wayfinding

signage at, or in close proximity to, the Washington County
Fairgrounds, the canal and major community centers.

Wayfinding and Signage
Examples

Tourism assets are disbursed across the entire county’s geography. To
ensure that visitors are aware of activities, venues and sites within the
region. Improved wayfinding and signage at key tourism sites will help
drive new visitors to locations they would not otherwise venture to. For
example, setting up an information kiosk that displays a large map,
broken down by region, with specific visitation highlights along the way
will more clearly outline the possibilities for visitors. While there are hard
copies of driving routes available now, the kiosk will act as a central
location to house these supplementary visitor materials. The Washington
County Fairgrounds are a prime location for this type of kiosk, as there are
over 120,000 entrants to the Fair each year, while thousands visit for other
events held annually. Building awareness of other sites in Washington
County while visitors are already at the Fairgrounds will encourage the
“sticky” experience that was discussed at the public meetings. Other ideas
include having a multi-faced kiosk with one side dedicated to historical
sites, another to recreation activities, a third to events/restaurants and a
forth to the arts and culture sites of the county. The pictures to right
highlight examples of static wayfinding signs.

Action #5: Investigate lodging needs within the county - components could include a hotel market

analysis, a review of shovel ready sites and understanding incentives necessary to induce a hotel.
The ability to retain visitors for overnight stays remains one of the largest obstacles for Washington County’s
tourism promotion efforts. While there is great value to visitors coming in the region for day-trips, being able to
offer a wider variety of lodging options will automatically boost visitor spending, along with sales and property tax
collections. There are other crowd-sourced lodging options, like Air Bnb, Homeaway and for Tentrr, that will also
provide opportunities for accommodation, yet, certain demographics visiting the county may still be more
comfortable staying at a traditional hotel. The county should first pursue a lodging market analysis, taking inventory
of the what already exists in the region, and gaps in the market that the county can take advantage of. Part of this
analysis will also include a review of shovel ready sites and their proximity to major visitation spots. The Warren
Washington IDA could be a key partner in attracting a lodging option to the county as it may be able to offer
incentives such as a PILOT agreement or a below-market land sale. This action is not required immediately and
should be considered a long-term opportunity, however this type of investment would be a worthwhile asset to
pursue for the county. A hotel, of an appropriate scale to the region, would increase bed tax collections and enable
the “sticky” experience that encourages visitors to extend their stay in the county.
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ATTACHMENTS
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Attachment A – What is an Economic Impact
Analysis?
The purpose of conducting an economic impact study is to ascertain the total cumulative changes in employment,
earnings and output in a given economy due to some initial “change in final demand”. To understand the meaning of
“change in final demand”, consider the installation of a new widget manufacturer in Anytown, USA. The widget
manufacturer sells $1 million worth of its widgets per year exclusively to consumers in Canada. Therefore, the annual
change in final demand in the United States is $1 million because dollars are flowing in from outside the United States
and are therefore “new” dollars in the economy.
This change in final demand translates into the first round of buying and selling that occurs in an economy. For
example, the widget manufacturer must buy its inputs of production (electricity, steel, etc.), must lease or purchase
property and pay its workers. This first round is commonly referred to as the “Direct Effects” of the change in final
demand and is the basis of additional rounds of buying and selling described below.
To continue this example, the widget manufacturer’s vendors (the supplier of electricity and the supplier of steel) will
enjoy additional output (i.e. sales) that will sustain their businesses and cause them to make additional purchases in
the economy. The steel producer will need more pig iron and the electric company will purchase additional power
from generation entities. In this second round, some of those additional purchases will be made in the US economy
and some will “leak out”. What remains will cause a third round (with leakage) and a fourth (and so on) in everdiminishing rounds of spending. These sets of industry-to-industry purchases are referred to as the “Indirect Effects”
of the change in final demand.
Finally, the widget manufacturer has employees who will naturally spend their wages. As with the Indirect Effects, the
wages spent will either be for local goods and services or will “leak” out of the economy. The purchases of local goods
and services will then stimulate other local economic activity; such effects are referred to as the “Induced Effects” of
the change in final demand.
Therefore, the total economic impact resulting from the new widget manufacturer is the initial $1 million of new
money (i.e. Direct Effects) flowing in the US economy, plus the Indirect Effects and the Induced Effects. The ratio
between Direct Effects and Total Effects (the sum of Indirect and Induced Effects) is called the “multiplier effect” and
is often reported as a dollar-of-impact per dollar-of-change. Therefore, a multiplier of 2.4 means that for every dollar
($1) of change in final demand, an additional $1.40 of indirect and induced economic activity occurs for a total of
$2.40.
Key information for the reader to retain is that this type of analysis requires rigorous and careful consideration of the
geography selected (i.e. how the “local economy” is defined) and the implications of the geography on the
computation of the change in final demand. If this analysis wanted to consider the impact of the widget manufacturer
on the entire North American continent, it would have to conclude that the change in final demand is zero and
therefore the economic impact is zero. This is because the $1 million of widgets being purchased by Canadians is not
causing total North American demand to increase by $1 million. Presumably, those Canadian purchasers will have $1
million less to spend on other items and the effects of additional widget production will be cancelled out by a
commensurate reduction in the purchases of other goods and services.
Changes in final demand, and therefore Direct Effects, can occur in a number of circumstances. The above example is
easiest to understand: the effect of a manufacturer producing locally but selling globally. If, however, 100% of domestic
demand for a good is being met by foreign suppliers (say, DVD players being imported into the US from Korea and
Japan), locating a manufacturer of DVD players in the US will cause a change in final demand because all of those
dollars currently leaving the US economy will instead remain. A situation can be envisioned whereby a producer is
serving both local and foreign demand, and an impact analysis would have to be careful in calculating how many
“new” dollars the producer would be causing to occur domestically.
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Attachment B – Tourism Industry
Tourism Industry NAICS Group
NAICS CODE
312120

Industry Description
Breweries

NAICS CODE
Industry Description
711212

Racetracks

312130

Wineries

711219

Other Spectator Sports

312140

Distilleries

339920

Sporting and Athletic Goods Manufacturing

339930

Doll, Toy, and Game Manufacturing

423910
423920

Sporting and Recreational Goods and Supplies Merchant
Wholesalers
Toy and Hobby Goods and Supplies Merchant Wholesalers

712110

Museums

487110

Scenic and Sightseeing Transportation, Land

712120

Historical Sites

487210

Scenic and Sightseeing Transportation, Water

712130

Zoos and Botanical Gardens

487990

Scenic and Sightseeing Transportation, Other

712190

Nature Parks and Other Similar Institutions

512110

Motion Picture and Video Production

713110

Amusement and Theme Parks

512120

Motion Picture and Video Distribution

713120

Amusement Arcades

512131

Motion Picture Theaters (except Drive-Ins)

713210

Casinos (except Casino Hotels)

512132

Drive-In Motion Picture Theaters

713290

Other Gambling Industries

512191

Teleproduction and Other Postproduction Services

713910

Golf Courses and Country Clubs

512199

Other Motion Picture and Video Industries

713920

Skiing Facilities

512210

Record Production

713930

Marinas

512220

Integrated Record Production/Distribution

713940

Fitness and Recreational Sports Centers

512230

Music Publishers

713950

Bowling Centers

512240

Sound Recording Studios

713990

All Other Amusement and Recreation Industries

512290

Other Sound Recording Industries

721110

Hotels (except Casino Hotels) and Motels

515111

Radio Networks

721120

Casino Hotels

515112

Radio Stations

721191

Bed-and-Breakfast Inns

515120

Television Broadcasting

721199

All Other Traveler Accommodation

515210

Cable and Other Subscription Programming

721211

561510

Travel Agencies

721214

561520

Tour Operators

721310

RV (Recreational Vehicle) Parks and
Campgrounds
Recreational and Vacation Camps (except
Campgrounds)
Rooming and Boarding Houses

561591

Convention and Visitors Bureaus

722310

Food Service Contractors

561599

All Other Travel Arrangement and Reservation Services

722320

Caterers

561920

Convention and Trade Show Organizers

722330

Mobile Food Services

711110

Theater Companies and Dinner Theaters

722410

Drinking Places (Alcoholic Beverages)

711120

Dance Companies

722511

Full-Service Restaurants

711130

Musical Groups and Artists

722513

Limited-Service Restaurants

711190

Other Performing Arts Companies

722514

Cafeterias, Grill Buffets, and Buffets

711211

Sports Teams and Clubs

722515

Snack and Nonalcoholic Beverage Bars

711310 Promoters of Performing Arts, Sports, and Similar
Events with Facilities
711320 Promoters of Performing Arts, Sports, and Similar
Events without Facilities
711410
Agents and Managers for Artists, Athletes,
Entertainers, and Other Public Figures
711510
Independent Artists, Writers, and Performers
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Attachment C – Tapestry Segmentation
Salt of the Earth (6%)
 Average Household Size: 2.58
 Median Age: 43.1
 Median Household Income: $53,000
Salt of the Earth residents are entrenched in their
traditional, rural lifestyles. Citizens here are older, and
many have grown children that have moved away.
They still cherish family time and also tending to their
vegetable gardens and preparing homemade meals.
Residents embrace the outdoors; they spend most of
their free time preparing for their next fishing,
boating, or camping trip. The majority has at least a
high school diploma or some college education;
many have expanded their skill set during their years
of employment in the manufacturing and related
industries. They may be experts with DIY projects, but
the latest technology is not their forte. They use it
when absolutely necessary, but seek face-to-face
contact in their routine activities. Read more>>Old
and Newcomers (5%)

Heartland Communities (9%)
 Average Household Size: 2.38
 Median Age: 41.5
 Median Household Income: $39,000
Well settled and close-knit, Heartland Communities
are semirural and semiretired. These older
householders are primarily homeowners, and many
have paid off their mortgages. Their children have
moved away, but they have no plans to leave their
homes. Their hearts are with the country; they
embrace the slower pace of life here but actively
participate in outdoor activities and community
events. Traditional and patriotic, these residents
support their local businesses, always buy American,
and favor domestic driving vacations over foreign
plane trips. Read more>>

The Great Outdoors (14%)




Average Household Size: 2.43
Median Age: 46.3
Median Household Income: $53,000

These neighborhoods are found in pastoral settings
throughout the United States. Consumers are
educated empty nesters living an active but modest
lifestyle. Their focus is land. They are more likely to
invest in real estate or a vacation home than stocks.
They are active gardeners and partial to homegrown
and home-cooked meals. Although retirement
beckons, most of these residents still work, with
incomes slightly above the US level. Read more>>

Rustbelt Traditions (7.4%)
 Average Household Size: 2.46
 Median Age: 38.4
 Median Household Income: $49,000
The backbone of older industrial cities in states
surrounding the Great Lakes, Rustbelt Traditions
residents are a mix of married-couple families and
singles living in older developments of single-family
homes. While varied, the work force is primarily white
collar, with a higher concentration of skilled workers
in manufacturing, retail trade, and health care.
Rustbelt Traditions represents a large market of
stable, hard-working consumers with modest incomes
but above average net worth (Index 111). Family
oriented, they value time spent at home. Most have
lived, worked, and played in the same area for years.
Read more>>

Parks and Rec (7.1%)
 Average Household Size: 2.49
 Median Age: 40.3
 Median Household Income: $55,000
These practical suburbanites have achieved the dream
of home ownership. They have purchased homes that
are within their means. Their homes are older, and
town homes and duplexes are not uncommon. Many
of these families are two-income married couples
approaching retirement age; they are comfortable in
their jobs and their homes, budget wisely, but do not
plan on retiring anytime soon or moving.
Neighborhoods are well established, as are the
amenities and programs that supported their now
independent children through school and college.
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The appeal of these kid-friendly neighborhoods is
now attracting a new generation of young couples.
Read more>>

Small Town Simplicity (7.0%)
 Average Household Size: 2.25
 Median Age: 40.0
 Median Household Income: $27,000
Small Town Simplicity includes young families and
senior householders that are bound by community
ties. The lifestyle is down-to-earth and semirural, with
television for entertainment and news, and emphasis
on convenience for both young parents and senior
citizens. Residents embark on pursuits including
online computer games, scrapbooking, and rural
activities like hunting and fishing. Since almost 1 in 4
households is below poverty level, residents also keep
their finances simple—paying bills in person and
avoiding debt. Read more>>

Green Acres (7%)
 Average Household Size: 2.69
 Median Age: 43
 Median Household Income: $72,000
The Green Acres lifestyle features country living and
self-reliance. They are avid do-it-yourselfers,
maintaining and remodeling their homes, with all the
necessary power tools to accomplish the jobs.
Gardening, especially growing vegetables, is also a
priority, again with the right tools, tillers, tractors, and
riding mowers. Outdoor living also features a variety
of sports: hunting and fishing, motorcycling, hiking
and camping, and even golf. Self-described
conservatives, residents of Green Acres remain
pessimistic about the near future yet are heavily
invested in it. Read more>>

Traditional Living (4.2%)
 Average Household Size: 2.5
 Median Age: 34.8
 Median Household Income: $37,000
Residents in this segment live primarily in low-density,
settled neighborhoods in the Midwest. The
households are a mix of married-couple families and
singles. Many families encompass two generations

who have lived and worked in the community; their
children are likely to follow suit. The manufacturing,
retail trade, and health care sectors are the primary
sources of employment for these residents. This is a
younger market—beginning householders who are
juggling the responsibilities of living on their own or a
new marriage, while retaining their youthful interests
in style and fun. Read more>>

Set to Impress (4.1%)
 Average Household Size: 2.10
 Median Age: 33.1
 Median Household Income: $29,000
Set to Impress is depicted by medium to large
multiunit apartments with lower than average rents.
These apartments are often nestled into
neighborhoods with other businesses or single-family
housing. Nearly one in three residents is 20 to 34
years old, and over half of the homes are nonfamily
households. Although many residents live alone, they
preserve close connections with their family. Income
levels are low; many work in food service while they
are attending college. This group is always looking for
a deal. They are very conscious of their image and
seek to bolster their status with the latest fashion. Set
to Impress residents are tapped into popular music
and the local music scene. Read more>>

Front Porches (3.9%)
 Average Household Size: 2.55
 Median Age: 34.2
 Median Household Income: $39,000
Front Porches blends household types, with more
young families with children or single households
than average. This group is also more diverse than
the US. Half of householders are renters, and many of
the homes are older town homes or duplexes. Friends
and family are central to Front Porches residents and
help to influence household buying decisions.
Residents enjoy their automobiles and like cars that
are fun to drive. Income and net worth are well below
the US average, and many families have taken out
loans to make ends meet. Read more>>
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Attachment D – Second Home Owners’ Primary
Residence by Zip Code
Second Home Owners’ Primary Residence by Zip Code
California

94131

Colorado

80134

Connecticut
Delaware

06032, 06043, 06248, 06280, 06457, 06461, 06606, 06880
19707, 19934

Florida

34109

Georgia

30004

Hawaii

96734

Illinois

60467

Maine

01506, 02030, 02062, 02601

Maryland

20854, 21037, 21114, 21157

New Hampshire
New Jersey
New York

North Carolina

03033
07030, 07066, 07306, 07430, 07649, 07675, 07866, 07866, 07876, 07936,
07940, 08015, 08753, 08822
10002,10010,10011,10019,10019,10025,10128,10461,10509,10536,10562,10
583,10708,10710,10901,10950,10960,10960,10983,10993,11030,11104,1121
5,11215,11363,11530,11545,11580,11590,11704,11729,11741,11758,11764,
11768,11772,11788,11793,11941,11960,12010,12019,12029,12061,12065,
12065,12077,12077,12110,12110,12110,12144,12151,12159,12180,12180,
12180,12182,12189,12205,12206,12208,12210,12210,12211,12211,12303,
12306,12521,12553,12571,12801,12804,12804,12804,12804,12816,12827,
12827,12827,12827,12831,12832,12837,12841,12841,12841,12844,12845,
12861,12861,12865,12865,12866,12866,12887,12887,12972,13436,14450
27511

Pennsylvania

17701, 18013, 19063

Rhode Island

02885

Tennessee

37072

Vermont

05201

Virginia

22181

Washington

98221
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Attachment E -Second Home Owner Spending,
NAICS Codes
North American Industrial Classification System
Spending Category
Food/Beverage (Groceries)

Food/Beverage (out)

NAICS

Description
Supermarkets and Other Grocery (except Convenience)
445110
Stores
445310

Beer, Wine and Liquor Stores

445299

All Other Specialty Food Stores

722513

Limited service Restaurants

722511

Full Service Restaurants

722410

Drinking Places

722515

Snack and Nonalcoholic Beverage Bars

Clothing and Footwear

448140

Family Clothing Stores

Transportation

447110

Gasoline Station with Conveience Store

Household Supplies and Personal
Care Products
Recreational Goods and Equipment

Entertainment (Excluding Dining
Out)

Other retail goods (e.g., gifts,
souvenirs, antiques) at small stores

Annual Recreation Fees

Household Maintenance Services

Utility Payments
Car and Car Maintenance

Major Home Improvements

Home Furnishings
Home Equipment and Appliances

446110

Pharmacies and Drug Stores

446120

Cosmetics, Beauty Supplies, and Perfurme Stores

452990
451110

All other General Merchandise Stores
Sporting Goods Stores

711120

Dance Companies

711130

Musical Groups and Artists

712120

Historical Sites

712110

Museums

713930

Marinas

713990

All Other Amusement and Recreation Industries

453310

Used Merchandise Stores

453220

Gift, Novelty and Souvenir Stores

713940

Fitness and Recreational Sports Centers

713920

Skiing Facilities

532292

Recreational Goods Rental

713910

Golf Course and Country Clubs

811412

Appliance Repair and Maintenance

561730

Landscaping Services

561790

Other Services to Buildings and Dwellings

561621

Seurity Systems Services

221122

Electric Power Distribution

221210

Natural Gas Distribution

441310

Automotive Parts and Accessories Stores

811111

General Automotive Repair

238290

Other Building equipment contractors
Electrical Contractors and Other Wiring Installation
Contractors

238210
444110

Home Centers

444130

Hardware Stores

442110

Furniture Stores

442299

All Other Home Furnishing Stores

443141

Household Appliance Stores

444110

Home Centers
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Attachment F – Digital Directories
This document was presented at the two public meetings as a means of getting Chambers and business engaged in
building their online presence. As 80% of tourism consumers begin their trip planning online, it is a critical endeavor
to get as many businesses as possible to add information at the different sites listed below. Not only is it a no-cost
way for businesses to generate additional interest, but it also is mutually beneficial to the other businesses around
you.
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Attachment G – Data Sources
Camoin Associates derived the data for this analysis from several different sources. Proprietary data providers such
as EMSI, described below, pull raw data from local, state, and national government data sources as well as private
and non-profit research organizations. Individual data providers apply adjustments and corrections to the data
based on proprietary models, which can sometimes cause discrepancies when comparing data points from different
sources.
Brief summaries of the proprietary and public data sources used in this analysis are provided below along with links
to where additional information can be found.

American Community Survey (ACS)
The American Community Survey (ACS) is a yearly survey that asks about: age, sex, race, family and relationships,
income and benefits, health insurance, education, veteran status, disabilities, where you work and how you get
there, and where you live and how much you pay for some essential items. The survey is mandatory to fill out, but
the survey is only sent to a small percentage of the population on a rotating basis. The survey is crucial to major
planning decisions, like vital services and infrastructure investments, made by municipalities and cities. The
questions on the ACS are different than those asked on the decennial census, and help to create yearly snapshots of
the nation as a whole, as well as our smaller communities.

Economic Modeling Specialists International (EMSI)
To analyze the industrial makeup of a study area, industry data organized by the North American Industrial
Classification System (NAICS) is assessed. Camoin Associates subscribes to Economic Modeling Specialists Intl.
(EMSI), a proprietary data provider that aggregates economic data from approximately 90 sources. EMSI industry
data, in our experience, is more complete than most or perhaps all local data sources (for more information on
EMSI, please see www.economicmodeling.com). This is because local data sources typically miss significant
employment counts by industry because data on sole proprietorships and contractual employment (i.e. 1099
contractor positions) is not included and because certain employment counts are suppressed from BLS/BEA figures
for confidentiality reasons when too few establishments exist within a single NAICS code.
The U.S. Census Bureau maintains NAICS codes, which are the standard used by Federal statistical agencies in
classifying business establishments. 2-digit codes are the highest aggregate NAICS code level and represent broad
categories such as “retail”, whereas 4-digit industry codes present a finer level of detail such as “grocery stores”. For
those interested in understanding the composition of the NAICS and for more detail about what is included in each
industry, the reader is directed to http://www.census.gov/eos/www/naics/.

Environmental Systems Research Institute, Business Analyst Online (ESRI BAO)
ESRI’s base data are the 2000 and 2010 Census. It uses proprietary statistical models and updated data from the U.S.
Census Bureau, the U.S. Postal Service, and various other sources to project current statistics and future trends. ESRI
data are used for economic development, marketing, site selection, and strategic decision-making. For more
information, visit www.esri.com.

Camoin Associates | Tourism Economic Impact Study and Strategic Plan – Washington County, NY

45

