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

39 million people

visited Greater Philadelphia in 2013.

WHAT DOES THAT MEAN?

in economic impact
(That's $27.5 million every day.)

full-time jobs

in state and local taxes

WHERE DO THEY COME FROM?
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Longwoods International's Travel USA Survey 2012;
includes all 39 million domestic visitors
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Visitor spending
saved each regional

household $422
IN taxes.

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

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



The Hotel Story

Center City Philadelphia

2013 HOTEL
PERFORMANCE

Annual Room Supply

Annual Room Demand

Occupancy

Average Daily Rate

Total Room Revenue

PFK Consulting

Leisure Hotel Room Nights Sold

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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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
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Branding Campaigns

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

WITH LOVE, PHILADELPHIA XOXO°®

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

y 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

Phillyosophy.

THEMED INITIATIVES

With more than a dozen part-
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Online

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.

VISITPHILLY.COM & UWISHUNU.COM

In 2013, these two sites welcomed more than

combined
visits.

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.

B VISITPHILLY.COM 11.04 mil

B UWISHUNU.COM visits

8.69 mil
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SOCIAL MEDIA

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, \/\/ h
and we continue to refine our properties. e n OW a \/e

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 fa n S a n d fo l lO\/\/e rS

even more invested in Philadelphia.

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




INn 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;
nhosts media in Philadelphia; and meets journalists where they are. The result of all

these efforts: powerful third-party endorsements from trusted outlets.
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Be Part of VISIT PHILADELPHIA

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

Philadelphia’s hospitality industry assembled its ranks
on North Broad Street to put a face on an industry that
generates S10 billion a year in economic impact in

Greater Philadelphia and employs 90,000 people.

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.

ADVERTISING AND MARKETING PARTNERSHIPS

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




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.

OUR PHILOSOPHY

OUR MISSION

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.

John H. Estey, Esquire

2014
Board of Directors

Executive Vice President, Administration,

Hershey Trust Company

The Honorable James F. Kenney
Councilman-at-Large, Philadelphia City Council

Manuel N. Stamatakis, Chair Brent Martin

Founder & CEO, Capital Management Enterprises

Rhonda R. Cohen, Esquire, Vice Chair Jonathan H. Newman

Robert Asher Agnes Ogletree

General Manager, Four Seasons Hotel Philadelphia

CEO & Chairman, Newman Wine and Spirits

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.

CRITICAL DATES IN GREATER PHILADELPHIA'S

TOURISM TIMELINE

Major Destination Milestones Since 1985

raoe 35 Q)
The Tourism Timeline
highlights the major milestones that have made

Greater Philadelphia the premier destination it is.
Download it at visitphilly.com/research.

sco, R. Kennedy, B. Krist, J.S. Ruth and G. Widman for VISIT P ADELPHIA™

William R. Sasso, Esquire
Chairman, Stradley Ronon Stevens & Young, LLP

Greg Stafford
General Manager, The Inn at Penn, A Hilton Hotel

Richard W. Vague
Chairman, The Governor's Woods Foundation

The Honorable Tom Corbett
Governor, Commonwealth of Pennsylvania

The Honorable Michael A. Nutter
Mayor, City of Philadelphia

Co-Chairman, Asher’'s Chocolates

Robert W. Bogle
President & CEO, The Philadelphia Tribune

Craig R. Carnaroli
Executive Vice President, University of Pennsylvania

Nicholas DeBenedictis
Chairman & CEO, Aqua America, Inc.

Senior Vice President of Business Development,
Tiaga & Associates

Marsha R. Perelman
Chair, Board of Trustees, The Franklin Institute

Desiree Peterkin-Bell
Director of Communications & Strategic Partnerships/
City Representative, City of Philadelphia

Fred A. Shabel, Chairman Emeritus
Vice Chairman, Comcast Spectacor

Meryl Levitz
President & CEO, VISIT PHILADELPHIA



