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EXECUTIVE SUMMARY 
New York’s Tug Hill region’s expansive snowmobile trails 
contribute to the regional economy through visitor spending on 
lodging, food, entertainment, gas, equipment, and other retail. To 
quantify the impact of the trails on the region, Lewis County 
Economic Development, the Tug Hill Commission, Jefferson 
County Economic Development, Lewis County Chamber of 
Commerce, Oswego County Tourism, Oneida County Tourism, 
and Operation Oswego County, Inc commissioned Camoin 310 to 
conduct an economic impact and fiscal benefit analysis of the 
snowmobile industry on the Tug Hill region. This study considers 
the economic impacts, in terms of jobs, wages, and sales, that 
would not occur but for the snowmobile activity. Fiscal benefits 
include the property tax, sales tax, and occupancy tax revenue 
that are generated from this activity. 

Snowmobile Users 
In total, it is conservatively estimated that there are 34,254 unique 
snowmobile users of Tug Hill’s trails each year. Of these users, 
16,442 are local users and 17,812 are non-local users. In other 
words, non-local users are visitors who would not be in the Tug 
Hill region but for the snowmobile trails. These non-local users 
spend a total of 347,337 days in the Tug Hill region each year and 
participate in activities beyond snowmobiling, including dining 
out and local events/festivals. 

Economic Impact 
Snowmobile users spend money throughout the Tug Hill 
region’s economy. This direct spending creates new indirect and 
induced sales, as well as jobs and wages (earnings) throughout 
the Tug Hill region. In total, 866 jobs, over $28.8 million in 
wages (earnings), and nearly $81.6 million in sales are attributed 
to snowmobile activity. 

Fiscal Impact 
Economic activity associated with the Tug Hill region’s 
snowmobile users generate new property, sales, and occupancy 
tax revenue for the region’s counties. Total tax revenue that 
results from snowmobile activity is estimated to be over 
$448,000 in Jefferson County, nearly $445,000 in Lewis County, 
nearly $776,000 in Oneida County, and nearly $576,000 in 
Oswego County.  

Direct impacts are generated by the snowmobile 
users. Indirect impacts accrue through business-to-
business spending in the Tug Hill region and induced 
impacts result from employee spending. All impacts 
would be foregone without the snowmobile trails.

Figure 1
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INTRODUCTION 
Lewis County Economic Development commissioned Camoin 310 to quantify the economic impact and fiscal 
benefit of snowmobile trails to the Tug Hill region of New York. Each year, the Tug Hill region attracts riders from 
across the region and beyond thanks to its extensive snowmobile system and plentiful snow. Notably, the 
snowmobile trails in the Tug Hill region and throughout Jefferson, Lewis, Oneida, and Oswego counties are 
entirely volunteer maintained – a significant undertaking without which the industry and its associated impacts 
would not exist. 
This study is intended to quantify the impact of the snowmobile users on the Tug Hill region and demonstrate the 
importance of the snowmobiling industry’s importance to the regional economy. 

METHODOLOGY 
STUDY AREA 
The Tug Hill region of New York encompasses portions of Jefferson, 
Lewis, Oneida, and Oswego counties (Figure 2). The entirety of the 
four counties represents the survey area of the study. Surveys of 
snowmobile riders were conducted throughout the counties and data 
related to snowmobile registrations in these four counties were used 
to conduct the analysis. 
The Tug Hill portion of the counties is the economic impact study 
area. This analysis calculates the aggregate economic impact of the 
snowmobile trails on the Tug Hill region as a whole and the fiscal 
benefit of the snowmobile trails to each of the four counties. 

SURVEY PROCESS 
Throughout early 2021, a survey was conducted to evaluate the 
impact of snowmobile user spending on the Tug Hill region. The 
Center for Community Studies at Jefferson Community College (JCC) 
developed this survey to gather information related to snowmobile 
users, including number of visits, spending habits, location of origin, 
and feedback on the trail network. 
The survey was conducted in three formats: (1) the survey was 
distributed online via social media; (2) the survey was e-mailed to the 
members of snowmobile clubs in Lewis, Jefferson, Oswego, Oneida, 
Onondaga, St. Lawrence, Herkimer, and Madison counties; and (3) 
representatives from JCC conducted an intercept survey for 
snowmobile users to complete in person. An intercept survey directly 
asks people to complete a survey based on their current experience 
of interacting with something, in this case, the snowmobile trails. 
 

Figure 2: Survey Area
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In total, 2,416 surveys were completed. Figure 3 illustrates the primary residence of survey respondents, by ZIP 
code. Respondents from 789 unique ZIP codes participated in the survey. For more information on survey 
questions, see Attachment B. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3
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MODELING PROCESS 
Camoin 310 used Economic Modeling Specialists, Intl. 
(Emsi) to calculate the economic impacts of the 
snowmobile trails. The following briefly describes the 
methodology, particularly as it relates to visitor spending; 
additional information about the Emsi model can be found 
in Attachment A. 

1. Estimate Net New Visitation: Camoin 310 used 
information about snowmobile club membership in 
Jefferson, Lewis, Oneida, and Oswego counties, 
along with information gathered from the survey to 
estimate the number of “net new” visitors. Survey 
data was used to identify visitors for which the 
snowmobile trails were their primary reason for 
visiting the region and who travelled to the region 
from outside of the Tug Hill region. “Net new” 
means visitation and spending that would not occur 
but for the snowmobile trails. 

2. Estimate Net New Spending: Using the survey 
results, we estimated average spending per day, per 
net new visitor.  

3. Model Economic Impacts: Using net new visitor 
spending amounts as inputs, we modeled the 
economic impacts - in terms of jobs, earnings, and 
sales of the event on the Tug Hill region. Economic 
multipliers were provided through the Emsi 
software package. 

4. Calculate Total Impacts: We arrived at the total 
economic impacts as the sum of the direct, indirect, 
and induced impacts.  

 
 
 
 
 
 

Modeling Software 
Economic Modeling Specialists, Intl. (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, earnings, or jobs) occurring within the 
region and uses the direct inputs to estimate the 
spillover effects that the net new spending, 
earnings, or jobs have as these new dollars 
circulate throughout the economy. This is 
captured in the indirect and induced impacts and 
is commonly referred to as the “multiplier effect.” 
See Appendix A for more information on 
economic impact analysis. 
What does “Net New” Mean? 
When looking at the economic impacts of an 
industry, it’s important to look only at the 
economic changes that would not happen in the 
snowmobile industry’s absence. These effects are 
the “net new” effect: purchases made only as a 
result of the industry in question. 
Definition of a “Job” 
A “job” is equal to one person employed for some 
amount of time (part-time, full-time, or 
temporary) during the study period.  
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SURVEY RESULTS 
The following section summarizes the information captured in the snowmobile user survey, including the 
demographics of respondents, information about the Tug Hill region snowmobile experience, and key themes 
from survey comments. Data included in this section is an aggregation of all 2,416 survey responses. 

DEMOGRAPHICS OF RESPONDENTS 
Approximately half of respondents were in the 36 to 55 age range. 79% of respondents were male while 21% were 
female. About three quarters of respondents have completed at least some level of college education, and 25% of 
respondents have household incomes that are greater than $150,000. 
 

Figure 4 
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SNOWMOBILE EXPERIENCE 
Respondents included snowmobile users who live in the region (37%), travel to the region to use the snowmobile 
trails (37%), own property in the region because of the snowmobile trails (15%), and use the trails while traveling 
to the region for other reasons (11%) (Figure 5). 69% of respondents indicated that both family and friends are 
typically on a snowmobile outing with them (Figure 6). 
 

Figure 5 

 
Figure 6 
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Unsurprisingly, Friday, Saturday, and Sunday are the most popular days for snowmobiling in the Tug Hill region. 
Trail signs are the most preferred form of trail navigation for respondents and 62% of respondents encounter law 
enforcement at least once while snowmobiling. 
 

Figure 7 

 

 
 

 
 

Figure 9 Figure 9 
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Most respondents get their information about snowmobiling in the region through social media and friends and 
family. While on a snowmobile trip, respondents participate in other activities, of which dining is by far the most 
popular. 
 

Table 1 

 
Figure 10 
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Overall, respondents have a favorable view of snowmobiling in the region. 62% of respondents rated the 
experience as excellent while 35% rated it as good. Improving trail maintenance, creating new trails/more trail 
miles, and creating additional trail signage are the most desired improvements to the snowmobile user 
experience. 

 
Figure 11 

 
Figure 12 
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Respondents pointed to securing and expanding private landowner trail access as the most important thing that 
would safeguard the snowmobile experience. Other top choices included protecting private property rights and 
adding additional police enforcement of regulations. 

Figure 13 

 
Most respondents answered similarly when asked to rank the importance of various aspects of snowmobile trips 
to the region. All aspects of the trip were overwhelmingly identified as being very important. 

Figure 14 
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THEMES 
The survey allowed respondents to add additional comments, if desired. Several key themes emerged from these 
comments: 

 Many respondents indicated that they had an extremely positive experience snowmobiling in the region 
and enjoy having this winter recreation option. Much appreciation was expressed for the work of the 
snowmobile clubs and the work they have done to improve grooming and signage along the trails.  

 Respondents noted that they enjoy snowmobiling in the Tug Hill region with their families, and like using 
the trails to teach their children and get them more involved in the sport. 

 While many comments recognized that trail grooming has improved, a significant number of respondents 
indicated a desire for more frequent grooming of the trails. 

 Safety concerns, specifically over riders who endanger others through high speed and alcohol use, was a 
top theme. Respondents indicated a desire for law enforcement to increase enforcement of speed limits 
and alcohol use to improve rider safety. There is a perception among respondents that law enforcement 
focuses heavily on registration and insurance checks rather than traffic enforcement. 

 Respondents indicated that safety concerns increase on the weekends, with larger crowds and 
irresponsible riders who do not stay on the trail, or on the right side of the trail. Some respondents 
indicate that they avoid riding on weekends over these concerns. 

 Respondents indicated that signage has improved, but there is a desire for more paper maps to be posted 
throughout the trail system. 

 Improving the relationship with landowners was also a theme of the responses. Respondents suggested 
incentivizing/compensating landowners for their land use and enforcement of traffic rules as ways to 
improve the relationship. 
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ECONOMIC IMPACT  
When looking at the economic impacts of an industry, it is important to look only at the economic changes that 
would not happen in the industry’s absence. These effects are the “net new” effect: purchases made only as a result 
of the industry in question. In the case of the snowmobile industry, economic activity is driven by visitation and 
visitor spending. Net new visitation is defined as visitors who would not be in the region but for the snowmobile 
trails. In other words, net new visitors are visitors from outside of the region who travel to the Tug Hill because of 
the snowmobile trails, or who have purchased second homes in the region because of the trails. Throughout the 
economic impact analysis these are collectively referred to as either “net new users” or “non-local” users. The 
economic impact does not include the effect of spending by individuals who live in the region or who travel to the 
region for other reasons and also use the snowmobile trails (the “local users”). 

ANNUAL VISITATION ESTIMATES 
According to the New York State Snowmobile Association (NYSSA), there are 16,442 members of snowmobile 
clubs in Jefferson, Lewis, Oneida, and Oswego counties. For the purposes of this analysis, these members are 
assumed to be the “local” snowmobile users. In the survey conducted of snowmobile users, 48% of survey 
respondents were from Tug Hill, therefore, these 16,442 local users represent 48% of the total snowmobile users. 
This includes respondents whose primary residence is in the region, or who are in the region for many reasons (in 
addition to snowmobiling). This analysis conservatively assumes that individuals in these categories are not net 
new. In other words, these users would still be in Tug Hill (and spending money) even without the snowmobile 
trails. 
Using these assumptions, it is estimated that there are 34,254 total snowmobile users in Tug Hill, annually. 

Table 2 

 
Using the total number of snowmobile users and the number of local users, the number of non-local users was 
calculated. Non-local users are considered to be net new because these individuals would not be spending time in 
the Tug Hill region but for the snowmobile trails. These are users for whom the snowmobile trails are the primary 
reason they are in the region and include individuals who travel to Tug Hill because of the snowmobile trails or 
who have purchased second homes in the region because of the trails. This does not include users whose primary 
residence is in the region or who travel to the region for other reasons and happen to use the snowmobile trails 
while there. There are an estimated 17,812 net new users, annually. 

Table 3 

 



ECONOMIC AND FISCAL IMPACT OF SNOWMOBILE ACTIVITY ON THE TUG HILL REGION 

13 
 

According to the survey, non-local users spend 19.5 days in the region per year. This means that there are an 
estimated 347,337 net new user days1, annually. 

Table 4 

 
 

NET NEW ANNUAL VISITOR SPENDING IMPACTS 
The net new (non-local) snowmobile users will have an impact on the regional economy as they make purchases 
on lodging, transportation, food and beverage, retail, and other recreation. Based on the information collected 
from the survey, we were able to estimate the average spending per group per trip and derive the total visitor 
spending. 
According to the survey, non-local snowmobilers spent an average of $2,934 per group per trip. Since the average 
group size of non-local users is 4.5 people, and the average number of days per trip is 3.4, average spending per 
user per day is $192. This was multiplied by the 347,337 net new user days to calculate total annual snowmobile 
user spending of over $66.6 million. 

Table 5 

 
 
 
 

 
1 The term users is used to describe an individual whereas a user day is the number of days spent per year. For example, one 
user could have five user days. 
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The approximately $66.6 million in snowmobile user related 
sales was used as the direct input into the Emsi model to 
estimate the total impact on jobs, earnings, and sales. Table 
6 shows the total economic impact of snowmobile spending 
on the regional economy. This is the annual economic 
activity generated by non-local users and represents the 
economic activity the region would lose without the 
snowmobile industry. 

Table 6 

 
The 866 jobs that are attributed to the snowmobile industry 
represent 2% of total jobs in the region and are in a wide 
range of industries. 25% of jobs supported by the 
snowmobile industry are in the food services and drinking 
places industry, 17% are in the accommodations industry, 
and 14% are in the motor vehicle and parts dealers industry. 
Table 7 shows the jobs supported by the snowmobiling 
industry, by industry, as a percent of total jobs in the region. 

Figure 15 

 
 

As previously discussed, the spending of 
local snowmobile users is not considered to 
be net new and is not captured in the 
economic impact analysis. Although this is 
not net new activity, local users are 
participating in the local economy and their 
spending can be summarized as economic 
activity. 
Using the average spending per local user 
per trip and the days spent snowmobiling 
per year (both from the survey), the total 
economic activity attributed to local users 
was calculated. 
Local users spend on average $151 per 
day in the region while snowmobiling, 
with total economic activity attributed to 
local users equaling over $43.5 million per 
year. 

 
A summary of economic activity is less 
rigorous than an economic impact analysis 
as it simply summarizes what is happening, 
rather than what is changing in the regional 
economy. Economic activity is a good 
measure of the size of the local snowmobile 
industry but is not directly comparable to or 
included in the economic impacts. 

ECONOMIC ACTIVITY: A NOTE 
ABOUT LOCAL USER SPENDING 
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Table 7 

 
 
 
 
 



ECONOMIC AND FISCAL IMPACT OF SNOWMOBILE ACTIVITY ON THE TUG HILL REGION 

16 
 

FISCAL IMPACT  
In addition to the economic impact on the regional economy, the net new snowmobile users also have a fiscal 
impact in terms of property tax, sales tax, and occupancy tax revenue. 
While the economic impacts are calculated for the Tug Hill region as a whole, fiscal impacts are calculated for each 
of the four counties that make up, in part, the Tug Hill region. In calculating the fiscal impacts it is necessary to 
attribute a portion of the total economic activity to each of the four counties. To do so, we looked at total sales in 
the regional economy across the visitor spending industries (the categories from Table 5). The percent of the total 
sales in the Tug Hill region in these industries that occur in each of the four counties was calculated.2 The portion 
of sales in all of the visitor spending industries is used in the calculations of property tax and sales tax revenue, 
while the portion of sales in lodging is used to calculate occupancy tax revenue.  

Table 8 

 

PROPERTY TAX REVENUE 
Although the use of the snowmobile trails does not directly generate property tax revenue for the counties in the 
Tug Hill region, property tax revenue can be thought of as a function of the overall economic activity within a 
region. As economic activity increases so do assessed property values, and therefore, property tax revenue. In 
other words, without the snowmobile users and their associated economic activity, Jefferson, Lewis, Oneida, and 
Oswego counties’ property tax revenue would be lower than it is currently. 
To estimate the portion of property tax revenue that can be attributed to the snowmobile users and resulting 
economic activity, we determined the ratio of total “value added” sales3 associated with the snowmobile activity to 
the total Gross Regional Product (GRP) 4 of the counties. This ratio is used as a proxy for the portion of property 
tax revenue that can be attributed to the snowmobile users. 

 
2 Source: Emsi 
3 Value added sales are a measure of contribution to GRP. This is the difference between an industry’s total sales and the cost 
of its intermediate inputs. Intermediate inputs are goods and services that are used in the production process of other goods 
and services. 
4 Gross Regional Product (GRP) measures the market value of all final goods and services produced in each county in a year. 
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To do so, we first consider the $81.6 million in total sales that were calculated as part of the Economic Impact 
Analysis (Table 6). The economic impacts are distributed throughout the four counties by the percentages 
outlined in Table 8.  
Of these total sales, a portion is considered to be value-added. Value added sales account for 0.1% of GRP in 
Jefferson County, 1.0% of GRP in Lewis County, 0.1% in Oneida County, and 0.2% in Oswego County. This is, in 
effect, the portion of each county’s property tax base that is reliant on economic activity generated by the 
snowmobile users. Applying this ratio to the property tax levies of the counties, we estimate total property tax 
revenue attributed to the snowmobile users (Table 9). Note that this is the property tax revenue attributable to the 
economic activity generated by snowmobile visitation and does not include the actual property taxes paid by second 
homeowners. 

Table 9 

 

SALES TAX REVENUE 
A portion of spending by snowmobile users will be subject to sales tax. It is again assumed that the total 
economic impacts are distributed amongst the four counties by the percentages outlined in Table 8. Of the total 
sales, it is assumed that 40%5 will be taxable. The sales tax rates for each of the four counties were applied to the 
taxable spending to calculate the sales tax revenue attributable to snowmobile users. 

Table 10 

 
 

 
5 Based on information from the NYS Department of Finance and Taxation regarding purchases subject to sales tax. 
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OCCUPANCY TAX REVENUE 
The four counties also impose an occupancy tax on accommodations spending. The snowmobile users’ direct 
spending on lodging was distributed amongst the four counties proportionally based on 2020 occupancy tax 
collections. The lodging sales were further reduced to account for overnight stays in short term rentals or other 
lodging that is not subject to occupancy tax. The reduction in taxable sales is based on the proportion of AirBnB 
rentals in each county, as well as an additional reduction of 10% to account for other non-taxable lodging options 
that are not captured by AirBnB. Of the four counties, only Lewis County collects occupancy tax on AirBnB rentals; 
Lewis County’s taxable sales were still reduced by 10% however to account for some portion of overnight visits 
that may not be captured by the tax. 
Following these adjustments, the respective occupancy tax rates were applied. The total occupancy tax revenue 
generated by snowmobile users is displayed in Table 11. Annual occupancy tax revenue attributed to the 
snowmobile industry accounts for an estimated 17% of occupancy tax collections in Jefferson County, 32% in 
Lewis County, 30% in Oneida, and 19% in Oswego (based on 2020 collections). 

Table 11 

 

TOTAL TAX REVENUE 
Total annual tax revenue attributable to the snowmobile users is displayed in Table 12. 

Table 12 
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ATTACHMENT A: WHAT IS 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 ever-diminishing rounds of industry-to-industry purchases. Finally, the widget manufacturer has 
employees who will naturally spend their wages. Again, those 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. Together, these effects are referred to as the “Indirect 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. The ratio of Total Effects to Direct 
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 
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: SURVEY QUESTIONS 
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