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Business 
Visitation: 

12%

Leisure 
Visitation:
88%

Tourism Economics/
Longwoods International

Tourism Economics/Longwoods International

Greater Philadelphia’s Travel & Tourism Industry
Greater Philadelphia (Bucks, Chester, Delaware, Montgomery and Philadelphia Counties)

39 million people 
visited Greater Philadelphia in 2013.

$10 billion
in economic impact 
(That’s $27.5 million every day.)

90,000
full-time jobs

$636 million
in state and local taxes

whAT DoES ThAT MEAn?

whERE Do ThEY CoME fRoM?

Visitor spending 
saved each regional  
household $422  
in taxes.

88% of those  
visitors were here 
just to have fun.

Travel and tourism 
is the sixth-largest 
industry in Greater 
Philadelphia.

Tourism Economics

Tourism EconomicsLongwoods International’s Travel USA Survey 2012;
includes all 39 million domestic visitors

Mountain 1.20%

Pacific West Coast 3.40%

West South 
Central 1.44%

East South 
Central 0.69%

South Atlantic 
23.17%

West North Central 0.76% New England 4.27%

Middle Atlantic 66.76%

East North Central 4.02%

Tourism Economics
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2013 hoTEl 
PERfoRMAnCE

Increasing weekend hotel occupancy

Weekend occupancy is a key indicator of a city’s image as a leisure 
destination. For the past 11 years, Saturday night has been the most 
popular night of the week for Center City hotels. And Friday night is  
gaining strength as well, with increased growth every year since 2011.

We help people see how much fun there is to be had in  
Philadelphia and, in return, people are coming to Philadelphia  
to have fun. 

Saturday night Downtown occupancy in  
nearby Cities, 2013

Baltimore washington, DC Philadelphia Boston

87% 84%

79%
77%

The Hotel Story
Center City Philadelphia

Annual Room Supply

4.1 million
Annual Room Demand

3.0 million
Occupancy

73.4%
Average Daily Rate

$169.45
Total Room Revenue

$508 million

leisure hotel Room nights Sold

254,000
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924,000
+264%

PFK Consulting
PFK Consulting

Smith Travel Research

As Philadelphia’s appeal as a destination has grown, the leisure  
segment has become a key driver of downtown hotel demand.

Since VISIT PHILADELPHIA began advertising in 1997, Center City  
has seen a 264% increase in leisure hotel demand.
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wITh loVE, PhIlADElPhIA XoXo®

ThEMED InITIATIVES

VISIT PHILADELPHIA’s main branding 
campaign invites people to visit the 
region by speaking directly to their 

interests and by conveying Philadel-
phia’s spirit and personality. 

The success of the initiative is  
apparent in its Joint Marketing  

Program. Since 2011, 23 partners 
have have invested $1.6 million  

to be part of With Love.

In 2014, the campaign took on an 
evolved look and tone to match Phil-
adelphia’s new confidence. We call it 

Branding Campaigns

VISIT PHILADELPHIA runs several campaigns that invite people to Greater Philadelphia. The  
below initiatives speak directly to art lovers, foodies, millennials, families and outdoor types,  
as well as African-American, Hispanic, LGBT and Canadian travelers.

Phillyosophy.

VISIT PHILADELPHIA 
made headlines when 
it launched its LGBT 
campaign more than 
a decade ago. Today, 
we use the With Love 
treatment to show off 
our Gayborhood and 
LGBT cred.

Philly360.com is a go-to 
source for people who 
want to experience Phila-
delphia's creative scene—
music, design, culture.

VISIT PHILADELPHIA re-
veals the treasures found 
in 15 towns throughout 
Bucks, Chester, Delaware, 
Montgomery and Phila-
delphia counties.

With more than a dozen part-
ners, With Art Philadelphia™ 
launched in 2012 as the city’s 
first coordinated visual arts 
marketing campaign. We’re 
still at it, highlighting Philly’s 
cultural side to art travelers 
and new audiences. 

With Love is also the 
face of our Hispanic 
campaign. Through 
media outreach, 
social media and web 
content, we reach this 
important and growing 
audience.
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SoCIAl MEDIA

VISIT PHILADELPHIA converts online visits into real-life visitors. 
Each web visit is an opportunity for us to improve that person's im-
pression of Philadelphia, increase their desire to visit and get them 
to do more things while they're here.

And to that effect, great content is a conversion machine for  
VISIT PHILADELPHIA.

VISIT PHILADELPHIA takes its social standing seriously. We em-
braced social media as part of an integrated marketing strategy 
early on, breaking into the newest and most effective platforms, 
and we continue to refine our properties.

Social media is word-of-mouth marketing for today’s travelers. 
We keep in touch with more than half a million fans and followers 
every day. 

What are we doing? Building the region’s image, driving interest in 
visiting and sending clicks to our websites, where people become 
even more invested in Philadelphia.

VISITPhIllY.CoM & UwIShUnU.CoM

In 2013, these two sites welcomed more than

11 million combined 
visits.

2010 2011 2012 2013

4.2 mil 
visits
1.1 mil

2.1 mil

2.6 mil

6.1 mil

3.6 mil

7.4 mil

4.5 mil

3.1 mil

6.6 mil 
visits

8.69 mil 
visits

11.04 mil 
visits

VISITPhIllY.CoM

UwIShUnU.CoM

Online

“Social Media’s Most Innovative Travel Companies” 
- Travel + Leisure 

We now have

615,000
fans and followers

The most powerful ways we communicate the Philadelphia experience to travelers:  
visitphilly.com, the region's official visitor website; uwishunu.com, our in-the-know blog;  
and social media, which converts fans into advocates and visitors.

Mobile traffic  
to visitphilly.com 
topped 3.1 million 
visits in 2013. We  
expect mobile to 
make up about 50% 
of traffic in 2014, 
compared to 15%  
in 2011.
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In the Press

How do 6,000 stories about Philadelphia appear in The New York Times, Travel + Leisure  
and Jaunted? Philly has plenty of stories to tell, but good press doesn't just happen.  
VISIT PHILADELPHIA constantly pitches stories; distributes words, pictures and videos;  
hosts media in Philadelphia; and meets journalists where they are. The result of all  
these efforts: powerful third-party endorsements from trusted outlets. 

Budget Travel 
“Philadelphia’s arts scene has  
never been shinier than it is now.” 

Boston Sunday Globe

“Philly has a long 
tradition of won-
derful street food.” 
Bergen County’s The Record 
“I love Philadelphia. It's like New York 
without the ... Wait, you know what?  
I'm not comparing it with anything.  
It's Philadelphia. Period.”

offMetro 
“Our neighbor to the south has a little  
bit of everything, from style to art to 
some mighty fine drinkin’.” 

Fodor’s 
“ ... there is more to do in the City of 
Brotherly Love than there are weekends 
to get away. So choose wisely. The good 
news is you can't choose wrongly.” 

Billboard 
“Philadelphia may be known for its 
prominent role in early American history, 
but its music history runs just as deep.” 

The Vancouver Sun 

“It’s not hard to  
fall hard for  
Philadelphia.”

QUoTE IT

We DISTRIbuTeD

We pLAceD

We HOSTeD

4,000 photos

6,000 stories

165

video
files

members of
the media

800 

2013 BY ThE nUMBERS

 1 General destination
 2 Events and festivals
 3 Winter holidays
 4 Fourth of July
 5 Arts and culture
 6 Gay-friendly Philly
 7 History
 8 Attraction features
 9 Hotels
 10 Benjamin Franklin

Most Popular
Story Topics In 2013

Major publications rely  
on VISIT PHILADELPHIA  
photos for their stories.
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Be Part of VISIT PHILADELPHIA

VISIT PHILADELPHIA has been teaming up with regional partners 
for years. We can work together to promote your business and 
Greater Philadelphia to travelers. 

Joint Marketing program: The campaign With Love, Philadelphia 
XOXO® is a proven image builder and business driver. Organiza-
tions get in on the media buy through our premier partnership 
program, which includes strategic direction, creative support  
and matched investment from VISIT PHILADELPHIA. Since 2011, 
23 partners have participated.

Advertising on Visitphilly.com: Visitphilly.com is our call-to-action 
not only on ads, but also for press materials, social media, brochures 
and everything else we do. one hundred partners secure more 
coverage on the trip-planning site through our advertising program.

Special Sections: We get our messages in the hands of people 
while they’re traveling. VISIT PHILADELPHIA has spearheaded 
several special sections in US Airways and Arrive magazines that 
highlight the region to a national and international audience —in 
the sky and on the rails. one hundred thirty-four partners have 
joined our efforts.

Themed programs: Attractions and organizations partner togeth-
er to spread a strong message to consumers. To make our With 
Art Philadelphia campaign a reality, we brought together 17 civic 
and cultural institutions to shine a light on the city's art scene. We 
intend to run more collaborative programs like this in the future.

Philadelphia’s hospitality industry assembled its ranks  
on North Broad Street to put a face on an industry that  
generates $10 billion a year in economic impact in  
Greater Philadelphia and employs 90,000 people. 

   Advertising

ADVERTORIALS 

When relevant, Visit Philadelphia can include your attractions and 

events in themed advertorial placements. Send us your press re-

leases and newsletters (e.g., seasonal and event-related materials) 

six months out. CONTACT: Katie Polyak, katie@visitphilly.c
om

COLLATERAL

We regularly produce brochures and advertorial overruns. 

For appropriate events, you may request copies of these 

for a minimal fee to cover the expense of shipping. 

CONTACT: Katie Polyak, katie@visitphilly.c
om

PROMOTIONS/CONTEST PARTICIPATION

VISIT PHILADELPHIA often utilizes media promotions to enhance 

an advertising campaign. When appropriate, your organization 

can partner with us and gain exposure by fulfi lling the prize. 

CONTACT: Katie Polyak, katie@visitphilly.c
om

Building Philadelphia’s image and increasing visitation takes 

a collective and massive e� ort. VISIT PHILADELPHIA runs 

strategic campaigns, properties and promotions with a 

unifi ed voice and mission. We’d love to work with you to 

achieve your goals and ours. Here are paid opportunities 

VISIT PHILADELPHIA o� ers.

JOINT MARKETING PROGRAM

Promote your attraction, exhibition or event by buying 

into our successful and popular With Love, Philadelphia 

XOXO campaign. VISIT PHILADELPHIA matches partner 

investments and provides strategic direction and creative 

support. CONTACT: Jim Werner, jim@visitphilly.c
om

SPECIAL EDITORIAL SECTIONS

Get your message in the hands of travelers while they’re 

traveling. We’ve spearheaded several special sections in US 

Airways and Arrive magazines that highlight the region to 

national and international travelers—in the sky and on the 

rails. Contact: Jim Werner, jim@visitphilly.c
om

VISITPHILLY.COM ADVERTISING

75% of people polled on visitphilly.com said that their 

online visit improved their impression of the city. Get more 

coverage on the region’s o�  cial visitor website by taking 

advantage of our online advertising program—one that 

partners had been asking for for years. CONTACT: Abby 

Seigel-Greenberg, abby.siege
l@milespartner

ship.com

SPECIAL PROGRAMS 

Partner with like-minded attractions and organizations to 

spread a strong message to consumers. For example, to 

make our With Art Philadelphia™ campaign a reality, we 

brought together 17 civic and cultural institutions to shine 

a light on the city’s art scene. We intend to lead more op-

portunities like this in the future. CONTACT: Colleen Wyse, 

colleen@visitphilly.c
om

Photos by M. Edlow, R. Kennedy, 

B. Krist, K. Rankin for VISIT 

PHILADELPHIA™ and courtesy 

of Adventure Aquarium 

   Visitor Services 

TICKET PARTNER

The Independence Visitor Center sells tickets to dozens of major 

attractions and tours throughout the Philadelphia region. With 

more than 2.7 million people stopping at the center each year, 

your organization can enjoy high visibility and greater access to 

visitors. Becoming a ticket partner opens many promotional op-

portunities, including: 

 • Listing on phlvisitorcenter.com, complete with 

  a link for your ticket sales

 • Weekly updated event listings on the LED screen 

  inside the center

 • Inclusion in personalized trip-planning services 

  by the center’s concierge sta� 

 • Event listings and features in the Independence 

  Visitor Center’s monthly e-newsletters

  CONTACT: Jennifer Nagle, jnagle@phlvisitorce
nter.com

BROCHURE DISTRIBUTION

The Independence Visitor Center accepts most brochures and 

distributes them to visitors for free. 

CONTACT: Jennifer Nagle, jnagle@phlvisitorc
enter.com

SPECIAL DISCOUNTS

Restaurants and hotels can place special coupons right at the 

Independence Visitor Center’s front desk, where potentially hun-

dreds of people stop every day. 

CONTACT: Jennifer Nagle, jnagle@phlvisitorc
enter.com

PERSONALIZED ITINERARY PLANNING

When Independence Visitor Center concierges help travelers plan 

their trips to the region, they can promote your organization or 

business if they know your information. 

CONTACT: Jennifer Nagle, jnagle@phlvisitorc
enter.com

Longwood Gardens

More Ways To Partner

   Communications

Media Relations

Our media relations team constantly interacts with the press 

online, on the phone and in person, pitching them news and 

information about the Philadelphia experience and generating 

thousands of earned media stories each year. We distribute words 

and pictures and use events and technology to reach our high-

est priority print, broadcast and online journalists in the U.S. and 

Canada. And we are often a journalist’s first call when they need 

background, photos and video to tell their Philadelphia stories. 

Keep us in the loop on your news, and as appropriate, we will  

be sure to include it in our press outreach.  

CONTACT: Cara Schneider, cara@visitphilly.com

PRess MateRials

We write press releases about Greater Philadelphia attractions 

and events and circulate them to media. Send your seasonal and 

event-related press releases and newsletters one month out for 

short lead and six months out for long lead. Or tell us your quirky 

stories so we can theme them together with other attractions  

and events. CONTACT: Cathy McVey, cathy@visitphilly.com

PhotogRaPhy, Video and B-Roll

We are always adding to our vast library of images and video 

footage—all available to media, non-profits and for-profit  

hospitality partners for editorial use.  

CONTACT: Meredith Edlow, meredith@visitphilly.com

Visiting JouRnalist PRogRaM

As part of our media relations effort, VISIT PHILADELPHIA hosts 

North American journalists—individually and in groups—to give 

them first-hand experiences based on key story themes. We can 

feature your attraction or events to a visiting journalist when  

appropriate based on the trip’s theme.  

CONTACT: Donna Schorr, donna@visitphilly.com

PoweR PR

We convene this group of public relations professionals once per 

quarter to discuss upcoming events, new attractions and citywide 

initiatives that benefit from collaboration. Members include repre-

sentatives from the region’s hospitality, retail, restaurant, arts and 

culture and government communities. Send us your news and 

events so we can share with the group.  

CONTACT: Jenea Robinson, jenea@visitphilly.com

show & tell

Every month, VISIT PHILADELPHIA schedules time for organi-

zations to present to representatives from all departments. The 

VISIT PHILADELPHIA team often generates new marketing ideas 

for the organizations and keeps them in mind for future initiatives.  

CONTACT: Andi Coyle, andi@visitphilly.com

Partner Opportunities 

In the world of destination marketing, more  

collaboration means more visitation. That’s why  

VISIT PHILADELPHIA has been teaming up with  

regional partners for years.

This guide outlines what we can do together  

to promote your business and Greater Philadelphia  

to travelers. We want to share your stories through 

our communications, advertising, websites and  

social media.

Use this piece as your partnership checklist, and get 

in touch with the people listed for each tactic to find 

out how they can promote your attraction, event, 

exhibition, restaurant or hotel.

These opportunities are free. (How often do you hear 

that?) It’s a win-win strategy—and it’s proven to be 

a successful model over our nearly two decades of 

destination marketing. Partnerships are what we do.

Please join us in building Greater Philadelphia’s image.

30 S. 17th Street, Suite 2010 • Philadelphia PA 19103 • (215) 599-0776

V I S I T  P H I L A D E L P H I A
™  

Why Partner With Us?

   Advertising
   Advertising

ADVERTORIALS 
ADVERTORIALS 

When relevant, Visit Philadelphia can include your attractions and 

events in themed advertorial placements. Send us your press re-

leases and newsletters (e.g., seasonal and event-related materials) 

six months out. CONTACT: Katie Polyak, katie@visitphilly.c
om

katie@visitphilly.c
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COLLATERAL
COLLATERAL

We regularly produce brochures and advertorial overruns. 

For appropriate events, you may request copies of these 

for a minimal fee to cover the expense of shipping. 

CONTACT: Katie Polyak, katie@visitphilly.c
om

katie@visitphilly.c
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PROMOTIONS/CONTEST PARTICIPATION

PROMOTIONS/CONTEST PARTICIPATION

VISIT PHILADELPHIA often utilizes media promotions to enhance 

an advertising campaign. When appropriate, your organization 

can partner with us and gain exposure by fulfi lling the prize. 

CONTACT: Katie Polyak, katie@visitphilly.c
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katie@visitphilly.c
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Building Philadelphia’s image and increasing visitation takes 

a collective and massive e� ort. VISIT PHILADELPHIA runs 

strategic campaigns, properties and promotions with a 

unifi ed voice and mission. We’d love to work with you to 

achieve your goals and ours. Here are paid opportunities 

VISIT PHILADELPHIA o� ers.

JOINT MARKETING PROGRAM

JOINT MARKETING PROGRAM

Promote your attraction, exhibition or event by buying 

into our successful and popular With Love, Philadelphia 

XOXO campaign. VISIT PHILADELPHIA matches partner 

investments and provides strategic direction and creative 

support. CONTACT: Jim Werner, jim@visitphilly.c
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jim@visitphilly.c
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SPECIAL EDITORIAL SECTIONS

SPECIAL EDITORIAL SECTIONS

Get your message in the hands of travelers while they’re 

traveling. We’ve spearheaded several special sections in US 

Airways and Arrive magazines that highlight the region to 

national and international travelers—in the sky and on the 

rails. Contact: Jim Werner, jim@visitphilly.c
om

jim@visitphilly.c
om

VISITPHILLY.COM ADVERTISING

VISITPHILLY.COM ADVERTISING

75% of people polled on visitphilly.com said that their 

online visit improved their impression of the city. Get more 

coverage on the region’s o�  cial visitor website by taking 

advantage of our online advertising program—one that 

partners had been asking for for years. CONTACT: Abby 

   Visitor Services 
   Visitor Services 

TICKET PARTNER
TICKET PARTNER

The Independence Visitor Center sells tickets to dozens of major 

attractions and tours throughout the Philadelphia region. With 

more than 2.7 million people stopping at the center each year, 

your organization can enjoy high visibility and greater access to 

visitors. Becoming a ticket partner opens many promotional op-

portunities, including: 

 • Listing on phlvisitorcenter.com, complete with 

  a link for your ticket sales

 • Weekly updated event listings on the LED screen 

  inside the center

 • Inclusion in personalized trip-planning services 

  by the center’s concierge sta� 

 • Event listings and features in the Independence 
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  CONTACT: Jennifer Nagle, jnagle@phlvisitorce
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BROCHURE DISTRIBUTION

The Independence Visitor Center accepts most brochures and 

distributes them to visitors for free. 
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When Independence Visitor Center concierges help travelers plan 

their trips to the region, they can promote your organization or 

business if they know your information. 

CONTACT: Jennifer Nagle, jnagle@phlvisitorc
enter.com

jnagle@phlvisitorc
enter.com

More Ways To Partner
More Ways To Partner

   Communications

   Communications

Media Relations

Media Relations

Our media relations team constantly interacts with the press 

online, on the phone and in person, pitching them news and 

information about the Philadelphia experience and generating 

thousands of earned media stories each year. We distribute words 

and pictures and use events and technology to reach our high-

est priority print, broadcast and online journalists in the U.S. and 

Canada. And we are often a journalist’s first call when they need 

background, photos and video to tell their Philadelphia stories. 

Keep us in the loop on your news, and as appropriate, we will 

be sure to include it in our press outreach. 

CONTACT: Cara Schneider, cara@visitphilly.com

cara@visitphilly.com

PPRRess Mate
ess MateRRialsials

We write press releases about Greater Philadelphia attractions 

and events and circulate them to media. Send your seasonal and 

event-related press releases and newsletters one month out for 

short lead and six months out for long lead. Or tell us your quirky 

stories so we can theme them together with other attractions 

and events. CONTACT: Cathy McVey, cathy@visitphilly.com

cathy@visitphilly.com

Photog
PhotogRRaaPPhy, Video and B-Roll

hy, Video and B-Roll

We are always adding to our vast library of images and video 

footage—all available to media, non-profits and for-profit 

hospitality partners for editorial use. 

CONTACT: Meredith Edlow, meredith@visitphilly.com

meredith@visitphilly.com

Visiting Jou

Visiting JouRRnalist P
nalist PRRogogRRaaMM

As part of our media relations effort, VISIT PHILADELPHIA hosts 

North American journalists—individually and in groups—to give 

them first-hand experiences based on key story themes. We can 

feature your attraction or events to a visiting journalist when 

appropriate based on the trip’s theme. 

CONTACT: Donna Schorr, donna@visitphilly.com

donna@visitphilly.com

Powe
PoweRR PR PR

We convene this group of public relations professionals once per 

quarter to discuss upcoming events, new attractions and citywide 

initiatives that benefit from collaboration. Members include repre-

sentatives from the region’s hospitality, retail, restaurant, arts and 

culture and government communities. Send us your news and 

events so we can share with the group. 

CONTACT: Jenea Robinson, jenea@visitphilly.com

jenea@visitphilly.com

sshow & 
how & ttellell

Every month, VISIT PHILADELPHIA schedules time for organi-

zations to present to representatives from all departments. The 

VISIT PHILADELPHIA team often generates new marketing ideas 

for the organizations and keeps them in mind for future initiatives. 

CONTACT: Andi Coyle, andi@visitphilly.com

andi@visitphilly.com
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to travelers. We want to share your stories through 

to travelers. We want to share your stories through 
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Use this piece as your partnership checklist, and get 
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in touch with the people listed for each tactic to find 
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out how they can promote your attraction, event, 
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These opportunities are free. (How often do you hear 
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that?) It’s a win-win strategy—and it’s proven to be 

that?) It’s a win-win strategy—and it’s proven to be 
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a successful model over our nearly two decades of 

destination marketing. Partnerships are what we do.

destination marketing. Partnerships are what we do.

Please join us in building Greater Philadelphia’s image.

Please join us in building Greater Philadelphia’s image.

 Street, Suite 2010 • Philadelphia PA 19103 • (215) 599-0776

 Street, Suite 2010 • Philadelphia PA 19103 • (215) 599-0776

Why Partner With Us?

Why Partner With Us?

   Websites

INTERACTIVE CALENDAR OF EVENTS

Visitphilly.com partners with phillyfunguide.com to provide a 

comprehensive online events calendar. You can submit an event 

at visitphilly.com/eventscalendar. CONTACT: Aaron Horton, 

aaron@
visitph

illy.com
 

RESTAURANTS, SHOPS AND ATTRACTIONS

Visitphilly.com promotes a curated selection of the region’s 

dining, shopping and cultural o� erings through attraction listings, 

itineraries and “Top Picks” articles. For possible inclusion on the 

website, submit your organization’s information through our 

online form at visitphilly.com/submit. CONTACT: Melissa Logan, 

melissa@
visitph

illy.com

UWISHUNU

Updated multiple times a day, uwishunu.com is a go-to resource 

for visitors and locals who want to know more about everything 

new and exciting happening in Philadelphia. When appropriate, 

we can include your content on the insider blog. 

CONTACT: Kristina Jenkins, kristin
a@visitph

illy.com

   Research

REPORTS

VISIT PHILADELPHIA publishes research based on consumer 

surveys, focus groups and visitor profi les. We are committed to 

sharing and collaborating on research projects and can provide 

information on visitors, hotel statistics and economic impact. Our 

reports are available for free at visitphilly.com/research. 

CONTACT: Nancy Serbin, nancy
@visitph

illy.com

   Hotel

HOTEL PACKAGING AND PROMOTIONS

VISIT PHILADELPHIA coordinates seasonal and event-related hotel 

packages and promotions to increase hotel occupancy and pro-

vide visitors with a fun, memorable and experiential visit. We also 

promote each hotel’s own packages, so send your press releases, 

newsletters and promotions to be included on our social media 

outlets, visitphilly.com and uwishunu.com. 

CONTACT: Erik Evjen, eevjen
@visitph

illy.com

BOOKDIRECT PARTNERSHIP

VISIT PHILADELPHIA can provide hotel room booking capabilities, 

powered by BookDirect, for an organization or event, allowing 

visitors to choose rates, location, amenities and packages at 

hotels that fi t their needs. 

CONTACT: Erik Evjen, eevjen
@visitph

illy.com

PHILADELPHIA’S CONCIERGE QUICK GUIDE

With the Independence Visit Center, we produce a monthly news-

letter for the tourism and hospitality community with visitor-relat-

ed information and events. Send us news that you want front-line 

sta�  to know. 

CONTACT: Lauren Quick, lquick
@visitph

illy.com
 

CONCIERGE EVENTS

The concierge community is a source of information to our guests. 

VISIT PHILADELPHIA can consult and assist regional attractions 

and organizations to arrange concierge events in order to preview 

an exhibition, sample a menu or experience happenings at your 

organization. CONTACT: Lauren Quick, lquick
@visitph

illy.com

AAA MARKETING

Our experienced marketing sales representative works with AAA 

clubs, CAA clubs in Canada and ATI (American Tours International, 

LLC) on national and international online distribution of regional 

hotel packages. Your attraction can be included in the package, or 

you can o� er a discount through AAA’s Show Your Card and Save 

program. CONTACT: Gigi Petticrew, gigira
tesllc@

aol.com

The Franklin Institute

Adventure Aquarium

   Social Media

FACEBOOK

We connect with hundreds of thousands of fans on three Face-

book pages a few times a day. Send us your event updates, tips 

on good deals and other insider Philadelphia information.

• Facebook.com/VisitPhilly engages Philly fans by sharing 

  upcoming events, posting fun facts, o� ering tips and more. 

  CONTACT: Rachel Hara, rache
l@visitph

illy.com

• Facebook.com/VisitGayPhilly shares an eclectic mix of fun 

  happenings and celebrates the region’s lively lesbian and gay  

  scene. CONTACT: Rachel Hara, rache
l@visitph

illy.com

• Facebook.com/Philly360 gives fans an insider’s view of the 

  city’s contemporary music, design and culture. 

  CONTACT: Sarah Janiszewski, sarah
@visitph

illy.com

TWITTER

Through fi ve distinct Twitter accounts, we keep our followers in 

the know about things to do, brag-worthy facts, hotel and restau-

rant deals, giveaways and promotions throughout the day. Let 

us know if you have ideas of things you’d like us to occasionally 

tweet on your behalf from one of these fi ve accounts:

• Twitter.com/VisitPhilly o� ers the scoop on general 

  happenings, insights and travel promotions in Greater 

  Philadelphia. 

  CONTACT: Caroline Bean, caroli
ne@visitph

illy.com

 • Twitter.com/PhillyTeAma represents the vibrant pulse of 

  Latino Philadelphia. 

  CONTACT: Adriana Arvizo, adrian
a@visitph

illy.com

• Twitter.com/Uwishunu keeps followers up to date with 

  what’s happening in Philly in connection with the insider 

  blog uwishunu.com. 

  CONTACT: Kristina Jenkins, kristin
a@visitph

illy.com

 • Twitter.com/Philly360 connects with those interested in  

  a diverse urban scene. 

  CONTACT: Jenea Robinson, jenea@
visitph

illy.com

 • Twitter.com/VisitPhillyPR distributes news from 

  visitphilly.com/pressroom to our friends in the media. 

  CONTACT: Linda Huss, linda@
visitph

illy.com

LINKEDIN

On the VISIT PHILADELPHIA LinkedIn company page, people 

keep up with company news, tourism facts and fi gures, industry 

trends and must-read articles about Philadelphia in the press. 

CONTACT: Linda Huss, linda@
visitph

illy.com
 

INSTAGRAM

What’s better than reading about what’s happening in Philadel-

phia? Seeing what’s happening in Philadelphia. We show o�  the 

region with three accounts on the photo-sharing app Instagram. 

Share your ideas of a visually compelling view of Philadelphia that 

you think we should feature.

• Instagram.com/VisitPhilly posts day-in-the-Philadelphia-

  life photos, along with local photographer submissions and 

  an insider look at city neighborhoods. 

  CONTACT: Caroline Bean, caroli
ne@visitph

illy.com

• Instagram.com/uwishunu captures on-the-scene images 

  of Philadelphia events. 

  CONTACT: Kristina Jenkins, kristin
a@visitph

illy.com
 

• Instagram.com/Philly360 focuses on events and 

  infl uencers from Philadelphia’s creative scene. 

  CONTACT: Sarah Janiszewski, sarah
@visitph

illy.com

PINTEREST

Through various boards, VISIT PHILADELPHIA highlights content 

from visitphilly.com, uwishunu.com and philly360.com along 

specifi c themes, such as Iconic Philadelphia, Shop Philadelphia, 

Philadelphia Sports and Eat & Drink Philly. Send us images or web 

content that you’d like us to consider for one of our boards. 

CONTACT: Caroline Bean, caroli
ne@visitph

illy.com

WEB VIDEOS AND YOUTUBE

VISIT PHILADELPHIA creates, hosts and shares plenty of 

videos—Philly chefs, cool fashions, craft beers and more—on 

youtube.com/VisitPhilly and other video-sharing sites. We can 

work with your organization on a video, or you can request 

that we “favorite” your content from our YouTube channel. 

CONTACT: Aaron Horton, aaron
@visitph

illy.com

Philadelphia Flower Show

Sesame Place

In the world of destination marketing, more collaboration means more visitation.  
Follow our work and get involved in our programs.

In-kind Opportunities: We offer in-kind support to our partners 
through communications, advertising, social media, hotel, web 
and research initiatives.

Find out more about our  
partnership programs at
visitphilly.com/partnerships.

ADVERTISInG AnD MARkETInG PARTnERShIPS



visitphilly.com

oUR PhIloSoPhY

oUR MISSIon

PhIlADElPhIA SURPRISES PEoPlE.

It reveals its multifaceted, captivating personality to them block 
by block, mural by mural, garden by garden, neighborhood by 
neighborhood.

Here, 100-year-old cheese shops happily live a few doors down 
from lauded chef-run restaurants. There’s so much art; it’s inside, 
outside and on the sides of buildings. The corner bar thrives, and 
just about everyone is a craft beer enthusiast. Clothing design, 
building design and park design inspire. Creativity bursts from art 
galleries, modern dance troupes, street performances, story slams, 
concerts and DJ parties.

Philadelphians count on festivals for any and all reasons, bike trails 
for fun and bike lanes for transport and people just being themselves.

VISIT PHILADELPHIA invites people to ... well, visit Philadelphia.

We believe in the power of travel; it shapes a person and expands 
horizons. Philadelphia delivers on our promise of an urban, main 
street, foodie, historic, cultural, cool, eye-opening, independent 
experience. It’s one destination, five counties, countless things to do.

Philadelphia is our job and our passion. Some may call us Philly 
freaks, and we’re ok with/proud of that.

We want you to get to know Philadelphia. Smile at our ads; click 
around our websites; watch our videos; follow us on Facebook, 
Twitter, Instagram and the rest.

But mostly, we want you to visit Philadelphia.

And love it like we do.

VISIT PHILADELPHIA increases the number of visitors, the number 
of nights they stay and the number of things they do. These market-
ing efforts also enhance the quality of life and sense of pride  
for residents.

We build Philadelphia’s brand and image. We give Philadelphia a 
voice through VISIT PHILADELPHIA’s campaigns, media relations, 
advertising, websites and social media. It’s important that people feel 
that they know a destination—that’s what makes them want to visit.

VISIT PHILADELPHIA was founded in 1996 as Greater Philadelphia 
Tourism Marketing Corporation (GPTMC) by the Commonwealth of 
Pennsylvania, the City of Philadelphia and The Pew Charitable Trusts.
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CRITICAL DATES IN GREATER PHILADELPHIA’S

Major Destination Milestones Since 1985

TOURISM TIMELINE

The Tourism Timeline  
highlights the major milestones that have made 
Greater Philadelphia the premier destination it is. 
Download it at visitphilly.com/research.


