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Dear Partner,

This isn't a surprise to you: The web plays a crucial
role in the trip-planning process.

Travelers go online for every part of their vaca-
tion—from the aspirational stage to logistics and
itinerary planning to on-the-go research while
they're there. That's why we focus on our web
platforms, and we have done so for years.

Our main call-to-action and the most powerful
way in which we communicate Philadelphia’s
brand: visitphilly.com. Our advertising, our social
media and the must-read stories we place in the
press promise a certain Philadelphia experience,
and visitphilly.com tells people how and where to
get that experience.

In 2015, visitphilly.com welcomed 12.5 million
visits. Through compelling words, photos and vid-
eos, we get people interested in visiting the Phila-
delphia region and coming to your business.

We know that visitphilly.com is improving people's
impressions of our region—and therefore, of your
business as well. Seventy-five percent of visitphilly.
com readers said that the website improved their
view of Philadelphia. The more often and the bet-
ter people think of Philadelphia, the more they'll
visit and the more they'll do while they're here.

Inspiring people to experience Philadelphia. That's
our goal, and that's what you can expect from
visitphilly.com.

Sincerely,

Se=a

President & CEO

VISIT PHILADELPHIA builds the region’s economy
and image through destination marketing that
increases the number of visitors, the number of
nights they stay and the number of things they do in
the five-county area. These marketing efforts also
enhance the quality of life and sense of hometown
pride for Greater Philadelphia residents.

million domestic visitors to Greater
Philadelphia in 2015—a new record

41
510.7
93,300

billion in economic impact for the
year, or $29.4 million every day

jobs supported
by visitor spending




ADVERTISING

Our call-to-action, visitphilly.com, is prominent on every ad we place.

2016 MEDIA STRATEGIES

AUDIENCE

» Generate awareness quickly with a television buy as the
main medium driving the campaign

» Purchase high-impact outdoor placements that offer
ample creative opportunities and market-wide exposure

» Focus digital media on reaching the right audience in the
right context while employing a cross-device strategy

GEOGRAPHY

» New York/Northern New Jersey DMA
« Philadelphia DMA

MEDIA SELECTIONS

» Online
 Paid Search
» Online display (mobile, tablet, desktop)
» Online video (mobile, tablet, desktop)
» Online e-newsletters (mobile, tablet, desktop)
 Social media advertising

» Qutdoor
e Transit
e Billboards

* Television

 Print

ACITY |

DEFINED BY ITS

IT’S GOOD TO BE ON

THE ‘A’ LIST.

Ranked #3 in “52 Places to Go in 2015”
— The New York Times

Active adventurers choose vacation destinations that give
them plenty to do. Frequent and independent travelers,
they like sightseeing, physical exercise and outdoor
recreation, especially while on vacation.

e Interest targeting: art, culture, history, epicurean
experiences, shopping

« Key demographics: HHI S75K+, college educated

T CITIES
GREAT FoReAT

LEADERS.

__visitphilly.com—

For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com visitphilly.com Advertising Opportunities



COMMUNICATIONS

Good press doesn't just happen. It takes

a dedicated team of media relations
professionals, writers and photographers.
VISIT PHILADELPHIA constantly interacts with
the press—pitching stories, sending photos
and videos, hosting media events and inviting
journalists to experience Philadelphia for
themselves.

The result: powerful, third-party endorsements
from trusted outlets. These stories get people

2015 EARNED MEDIA

8,400

EARNED MEDIA PLACEMENTS

660 MILLION

IMPRESSIONS

thinking about Philadelphia. Some of them
include a link to visitphilly.com, and some
inspire people to find the site as they research

Philadelphia on their own.

)
bflebplmes

#1 on "Best in the U.S.” list
of places to visit in 2016

THE HUFFINGTON POST
Philadelphia one of “12
Destination That Should Be
On Your Radar in 2016

Forbes
“Philadelphia is an art mad city”

s
—\THRILLIST
1~

“Philly is the perfect place to visit”

FodorsTravel

‘A great weekend getaway
for history lovers, foodies,
and families”

$19 MILLION

IN PUBLICITY VALUE

theguardian

“Philadelphia seems to be
having a moment”

bon appétit

“Philadelphia is quickly becom-
ing one of America’s greatest
eating cities”

BLACK

ENTERPRISE
“Philadelphia’s foodie scene
is thriving with a new crop of
restaurants”

NEW.)/ORK,

Philadelphia "has a booming
restaurant scene”

=

me
Philadelphia has “jaw-dropping
eats and world-class art”

TRAVEL+
LEISURE

“Philly has a bit of every-
thing—rich American heritage,
a buzzy restaurant scene,
architectural charm”

SMARTERTRAVEL

“...Philadelphia is the One
U.S. City You Need to Visit
in 2016"

TORONTO STAR
“Why Philadelphia is the
new hot spot”

@. offMetro
Get out of town

“Philadelphia is bursting with
the shiny and new.”

£USA TODAY

“The City of Brotherly Love
also has a world-renowned
food scene”

For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com visitphilly.com Advertising Opportunities



SOCIAL MEDIA

What do we do on social media? Improve
impressions, inspire real-life actions and drive
to visitphilly.com.

BY FANS & FOLLOWERS

Las Vegas

Discover Los Angeles
Visit Orlando

San Francisco Travel
Visit Philly

Visit San Diego
NYCGO

Destination DC

Visit Austin, Texas
10. Visit Savannah

11. Choose Chicago
12. Visit Baltimore

13. Boston USA

©® NG A NN R

(Source: Sparkloft)

86%

BY ENGAGEMENT

Discover Los Angeles
Las Vegas

Visit Philly

San Francisco Travel
NYCGO

Visit San Diego

Visit Savannah

Visit Orlando

Visit Austin, Texas
10. Boston USA

11. Choose Chicago
12. Destination DC

13. Visit Baltimore

© NG A WN e

of our fans said that our social media pages increased
their interest in a trip to Philadelphia.

80%

attended an event or attraction they learned about
on our social media channels.

74%

said that being a fan of our social media pages
improved their impression of Philadelphia.

(Source: Visit Philly Social Media Survey, 2014)

{and aWays growing) &%
= . Y e '\
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4.7 MILLION VISITS

to visitphilly.com and uwishunu.com
came from social media in 2015.

(Source: Google Analytics)

For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com visitphilly.com Advertising Opportunities



TOP REASONS TO ADVERTISE YOUR
BUSINESS ON VISITPHILLY.COM

As the region’s official visitor website, visitphilly.com is the premier online trip-planning resource for

more than 10 million users annually.

VISITPHILLY.COM WEB VISITS

VISITPHILLY.COM'S AUDIENCE IS
CONSTANTLY GROWING

12.5 mil

13MIL — +22%

12MIL — 10.3 MIL
11 MIL +40%

10MIL —

9IMIL — 74 MIL
+22%

2012 2013 2014 2015

8MIL = 6.1 MIL
7MIL - +36%
6 MIL —

S5MIL
4MIL —
3MIL
2MIL
i1MIL —

0L

In 2014, visitphilly.com topped 10.3 million visits,
an increase of 40% over 2013. (Source: Google Analytics)

VISITPHILLY.COM AUDIENCE

VISITPHILLY.COM'S AUDIENCE IS YOUNG,
AFFLUENT AND WELL-EDUCATED
AGE 18-44

60%
25% above U.S. Internet average
300/ S$100K+ INCOME
© 30% above US. Internet average

66%

Our audience is well above the U.S. website average
for income, education and the 18-44 age group.
(Source: Quantcast)

HIGHER EDUCATION

10% above US. Internet average

VISITPHILLY.COM MOBILE VISITS

VISITPHILLY.COM NOW BOASTS A FULLY
RESPONSIVE MOBILE WEBSITE DESIGN

6.6 mil

53% of total —

( Ll
4.3 MIL
42% OF TOTAL
2.3 MIL
31% OF TOTAL , —
Weekend
Sweepstakes
Enter to win e Ultinate Rocky
" My b
| Visit Philly Overnight
Hatel Package
—’ /

2013 2014 2015

annual visits

In 2015, mobile traffic to visitphilly.com increased by

2 million visits over 2014. The website's responsive mobile
design delivered more impressions for advertisers, driving
more mobile clicks.

VISITPHILLY.COM SUBSCRIBERS

VISITPHILLY.COM’'S EMAIL DATABASE
CONTAINS 175,000+ ENGAGED SUBSCRIBERS

><

Send your message to a pre-qualified database of
readers with 100% share-of-voice.

For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com ﬁ visitphilly.com Advertising Opportunities



TOP REASONS TO ADVERTISE YOUR
BUSINESS ON VISITPHILLY.COM

VISITOR SPENDING ATTRACTING NEW VISITORS

VISITPHILLY.COM'S HIGHLY QUALIFIED TRAVEL-
ORIENTED AUDIENCE IS READY TO SPEND

The average Center City Philadelphia
hotel guest will spend nearly

1,000

PER VISIT

during a two-night stay

o &2 [5]

VISITPHILLY.COM CONVERTS POTENTIAL
VISITORS INTO ACTUAL VISITORS

74%

of people on visitphilly.com said that
their online visit improved their desire
to visit Philadelphia

TARGETS DRIVING REFERRALS

VISITPHILLY.COM'S AUDIENCE IS IN THE SAME
TOP GEOGRAPHIES THAT YOU WANT TO TARGET

RANK METRO
1 Philadelphia
New York
Washington, DC

Harrisburg-Lancaster-
Lebanon-York

AN DO

Boston
Baltimore
Chicago
Cleveland

O O N O O

Wilkes Barre-Scranton
10  Los Angeles

VISITPHILLY.COM DRIVES QUALIFIED CLICKS
TO PARTNER WEBSITES, SUCH AS HOTELS,
RESTAURANTS AND ATTRACTIONS

visitphilly.com sent

3

MILLION
CLICKS

to partner websites in 2015

T 10l B

For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com visitphilly.com Advertising Opportunities




VISITPHILLY.COM
BANNER ADVERTISING

Connect with this engaged audience with
targeted and guaranteed exposure.
Banner ads allow you to expand your reach,

showcase your business in a robust way and N Egqurﬂg'ﬁted

target your by audience and timeframe.

Eacellez resourees for your trip-planning, yom can use the Fineraries 2 grmeral averview

Sold on an impression-over-timeframe basis, the S
Banner Advertising program offers guaranteed,
flexible and controlled exposure.

rasge f themes, 507 matier

SEARCH HOTELS

PN T |

Advertising channels: Target your campaign to any
mix of the following channels:

» Home Page* e Events 8 Drive -

« Articles & Itineraries » Hotels h'9h|-y qua“ﬁed
« Dining & Nightlife « Shopping traffic to your
« Things to Do * Sports website

Ask about geo-targeting either inside or

outside of Philadelphia DMA. - Formatted
. ¥ rectangle

it b plaru a1 |

IMPRESSIONS RATE | IMPRESSIONS RATE
20,000 $360 | 20,000 $240
50,000 $850 | 50,000 $550
125,000 $2,000 | 125,000 $1,250
250,000 $3,750 | 250,000 $2,250 3X higher than

U.S. Internet
average

(Source: Doubleclick)

Additional impression packages are available in be-
tween the above packages. We can accommodate
any budget and impressions request based upon
inventory availability.

PACKAGE RATES: SAVE $5 ON OUR A LA CARTE CPM

TOTAL FORMATTED BANNER LARGE RECTANGLE PACKAGE POTENTIAL REWARDS
IMPRESSIONS  IMPRESSIONS BANNER IMPRESSIONS  RATE IMPRESSIONS**
50,000 35,000 15,000 $555.00 50,000

150,000 105,000 45,000 $1,515 150,000

300,000 210,000 90,000 $2,730 300,000

500,000 350,000 150,000 $4,050 500,000

1,000,000 /00,000 300,000 $8,100 1,000,000

2,000,000 1,400,000 600,000 $16,200 2,000,000

3,000,000 2,100,000 900,000 $24,300 3,000,000

*REQUIRES MINIMUM 125,000-IMPRESSION CAMPAIGN  **UP TO, NOT GUARANTEED.
For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com ﬁ visitphilly.com Advertising Opportunities




VISITPHILLY.COM
SPONSORED
LISTINGS

Increase visitation to your business
page on visitphilly.com by positioning
yourself as a leader to the most
qualified audience on the site.

Our Sponsored Listings program
allows you to rotate in the premium
listing tier on relevant category pages,
driving more visitors to your door.

Visit Philly, through their
Formatted Banner and Formatted
Rectangle Ads, has driven highly
qualified traffic to The Franklin
Institute’'s website as evidenced
by a ticket conversion rate of 8.47%
to date. In addition, their custom
emails have received a click-through
rate of 5.1%, which is double the
industry standard of 2.5%.

Kara Callahan
Director of Marketing & New Business Development
The Franklin Institute

PRODUCT

HOME > THINGS TO BO

SVISITPHILLY

PHILADELPHIA

THINGS TO DO PLAN YOUR TRIP PHILLY NOW

Museums & Attractions

Casinos

Philadelphia
Museums

Parks & Gardens
Zoos & Aquariums
Sacred Places

View All Museums &
Attractions :

SEARCH MUSEUMS &
ATTRACTIONS

Foo—s
. [

LLO
VISITPHILLY ON

[ A8

/,/9"/42"/
7

//, %% %
AR
’///éé

philly. from the inside out

September 27, 2012

1: Win Two Badges
Philadelphia Film
For Access To Al

gs,
And Closing Night Parties
And More

Plus Oktoberfest And
Pumpkin Draughts

13, For An AllDay
Calebration Of Crat Beer,
Local Food And Live Music

Thu Philadelphia Museum Of

SLL\;)UJ('C rdor
Tyo Brand New Works Of

October Is Mural Arts
Month: Celebrate With

Parkway Ti
September 29

September 26, 212

The Pennsylvania Academy
Of The Fine Arts Presents A
Mine Of Beauty.

Landscapes By William
Trast Richards, On View
Starting September 29

The Fra titute To
Hos! m On The
Parkway” In Conjunction

RATE (ANNUAL)

Sponsored Listing

$1,500

Don’t miss
these hot spots

SPONSORED CONTENT

Open Air
Philadelphia

Subhead goes here

ooomn Gk ihend
auetor, nisi em«-mmual
ipsum, nec sagit

wone

National Constitution Center
Tho National Censtitution Center
CREDIT: G. WIDMAN FOR GPTMC

. Open Air
‘museums, artistic venues and Philadelphia
lustnm:a] attractions. There's |}m Liberty Bell, of course — plus amazing art Subhead goes here
da nibh vel
or aliquet.
sollicitudin,

P ia plays home to i 1l

j 3 and much more.

Our Insider’s Guide plots a veritable “what’s what” of Philadelphia’s cultural world, .
with instant access to more than 350 fact-filled Web pages for more than 500 visitor- woRE
ready experiences.

The attractions are scarchable by category, location and special interest, while

introductory pages for each of the main categories provide even more insider insight
— so you'll be ready to hit the streets and take in the City of Brotherly Love.

Book online 2 ) % FINDHOTELS

POWERED BY 'flr;uexocily
Museumes & Attractions A-Z

Academy of Natural Sciences of Drexel University
One of joremost narural hist

‘The Academy of Nauu-al Sciences of Drexel University is celebrating its 200th birthday in 2012. The
year-long bis tion kicks off with the opening of a new exhibit The Academy ar 200:

§  The Narure of Discovery. Visitors can explore the Academy’s grmmd'hluking discoveries of the past
and present while taking a glimpse into the future of Phi ible natural history

VIEW MORE

Adventure Aquarium
The ocean’s secrets revealed ar Camden’s riverfront aguarium

‘The fifth largest aquarium in
& marine and wildlife, including hippos, a hammerhead shark and more.

features nearly of

Aero Memorial
1945 by Paul Manship

‘To commemorate aviators whe died in World War I, sculptor Paul Manship created an open bronze
sphere that suggests the heavens and the arth, with intricate intertwined forms evoking the signs of
the zodiace.

AIA Bookstore & Design Center

A fun, sophisticated store selting architecrure

The AIA Bookstore & ner
gifts, and creative e}
American Institute.

For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com

visitphilly.com Advertising Opportunities




VISITPHILLY.COM PHILADELPHIA
CUSTOM EMAIL PROGRAM

Receive 100% share-of-voice with a dedicated : : o
. . : Giant billboard

email message to our organic email database image for branding

of 175,000+ subscribers. We will work with you s L

to customize a compelling message that will /% ONLY FIVE MORE DAYS

maximize your return and drive clicks to your Celebrate National Parks At

website. Inventory currently is limited to only The 2016 Flower Show

three custom emails per month.

THINGSTODO  PLAN YOUR TRIP

Don't miss the chance to see the best of America in one place at this year’s

Flower Show. i ive large-scale gardens, land and floral
creations inspired by the wonder of National Parks like Acadia, Cape Cod,
Shenandoah, Yellowstone and Yosemite. "Explore America" right here in

» Dedicated email about your business to our fadelphin s once i fetime expriene, i s
audience

GET YOUR TICKETS ONLINE AND SAVE $4.

¢ 1007% share-of-voice

Fun For Family
Families can enjoy special activities geared
toward little ones on March 13. The Railway
Garden, powered by Amtrak with Bachman
Trains, gets a special visitor when Thomas

« Compelling customized message that will
maximize your return

the Tank Engine stops by. Plus, reserve

your spot for the Teddy Bear Tea — a
special treat for kids and their plush

e Limited inventory

sidekicks.

* 175,000+ strong organic subscriber list that
visitphilly.com built over many years

Fun For Foodies
Fuel up for adventure at every turn! Make a
pit stop and create your own snack mix at
‘the Trail Mix Bar; stop by the Smokey
Mountain Café for a free-range bison
sloppy joe; grab a bite at the PHS Pop Up
Beer Garden at Base Camp in the Grand
Hall and munch on all-American fare; and
sip on free tastings daily at the Fine Wine &
Good Spirits shop.

Multiple call-to-action
buttons to drive clicks

Fun For Fido
Leash up your four-legged sidekick for Fido
Friday on March 11! The hounds will
descend starting at 6 p.m. with a Yappy
Hour in Base Camp before hitting the
Flower Show trail system until g p.m. Prior
to the pooch parade through the Grand
Hall, shake paws with Bark Ranger “Ken”
Franklin at the Find Your Park Pavilion.

Our Visit Philly ad package—a combination L
of e-blasts and web ads—directly resulted in
over $280,000 of ticket sales for the 2015

PHS Philadelphia Flower Show. These ads and Bui'pl?i‘i:iltclat(;f(genrl:ine
e-blasts provided an impressive ROl and targeted And Save $4!

Online Cost Savings:
Adults: Box Office: $34; Online: $30
Children: Box Office: $17; Online: $15
Students: Box Office: $22; Online: $20

the right demo for this annual event.

Jennifer Ginsberg
Marketing Manager
Pennsylvania Horticultural Society W

PRODUCT RATE (PER EMAIL)

Custom Email $7,500

For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com ]_O visitphilly.com Advertising Opportunities




VISITPHILLY.COM —
MONTHLY EMAIL e

Capture an already engaged audience. Fans
of Philadelphia receive an email each month
detailing hot happenings and customizable T
subjects, such as dining and nightlife or family- Pope's Visit To Philadelphia s
friendly activities.

¥
- "= POPE FRANCIS VISIT:

HIGHLIGHTS,

CONTENT

Database: 1/5,000+

Palette to Palate Package

Take advantage of integrated advertising
opportunities designed to fit your specific goals
and your budget.

One-Of-A-Kind Historic
Experience

FEATURED EVENTS

First Wednesdays at the
Please Touch Museum

e
ot = 4 ¥ 2015 FringeArts
Featured e [ ]
partner ; - Sa ———

Made in America Autumn's Colors at
Music Festival Lol Gardens

Complete Guide To Labor Day Weekend In
—
:
Kennett Square Baltir venue
Mushroom Festival Dallar Stroll

Featured el | T TR

Fope Visit & World Lyle, Lyle Crocodile And
content and e =t

' g of Families at the NMATH
bi-monthly
email

Operz on the Mall The Art of the Brick at
‘The Franklin Institute

| s |
Philly Overnight Package
Grive ko Py anc Sonesia vl valedyour ca 52 you can iy i
‘s, Walk o e Prilaceghia Museum of Ar, The Fraciin laidsin and
‘mary ther icoctins.

Featured

deals P

| sromcrnivea |
30% OFf Tickets To FringeArts.
o g Fouhval s Sestamon 31018 b
danca.

ioratie s,
3 o I voraes a cves Paly. Lisa discoued code
visaghity for 1

PRODUCT RATE (PER MONTH)

Featured Content $1,950 per unit

Featured Partner $600 per unit

25+ Brand-New And Coming-S00n Restaurants In Phiadeiphia »

Outdoor Summer Mosie Scrasnings Contining Throush Auguat
And Septamber »

Featured Deals $300 per unit

41 Soarieg New Light Towars Debuling Aling North Braad Street
et Mo 3

U8 Gansus Survay: New Yorkers Mava To Priiadeiphia Moro
Tran Any Othar Big Gy In Tha U S. »

Registar To Score Frea Tickets To Opera 01 Tha Mall »

Retail Booe: Target To Open Two Now Urban-Scaled Stores in
Canler City I 2018

NEW! Visitphilly.com Mid-Month Email

Fans of Philadelphia now receive an additional
email each month with shorter content focused
on events. This new opportunity is limited to just 3

The ToHost

Now Opan: B4 And Marityr's In Midiown Vitage »

Opaning Alert Vegan Latin Bar And Resauran: Bar Bomson »

‘Comtest Alart: Erioe To Win Twe VIP Ticats To Culinary Bash
Feastial »

‘The Top 50 Biggest, Must-See Attractions In
Philadelphia

Featured Content unit advertisers each month and [een]

deploys between visitphilly.com monthly emails.

PRODUCT RATE (PER MONTH)

Mid-Monthly Email $2,500 per unit

For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com visitphilly.com Advertising Opportunities



VISITPHILLY.COM
LEAD GENERATION PROGRAM

Gain exposure in front of our most qualified
audience and grow your opt-in database with our
Lead Generation program. When visitors sign up
for our monthly email, they can request to receive
information about your business. You will obtain
leads in a weekly email.

#VISITPHILLY

PHILADELPHIA

THINGS TO DO PLAN YOUR TRIP PHILLY NOW

Aenean sollicitudin, lorem quis bibendum auctor, nisi elit consequat ipsum, nec sagittis sem nibh id elit.
Duis sed odio sit amet nibh vulputate cursus a sit amet mauris. Morbi accumsan ipsum velit.

PERCY STREET BARBECUE

Proin gravida nibh vel velit auctor aliquet, Aenean sollicitudin, lorem quis
bibendum auctor, nisi elit consequat ipsum, nec sagittis sem nibh id elit.
Duis sed odio sit amet nibh vulpulate cursus a sit. Proin gravida nibh vel
velil auctor aliquet.

0]

FRANKFORD HALL

Proin gravida nibh vel velil auctor aliquet. Aenean sollicitudin, lorem quis
bibendum auctor, nisi elit consequat ipsum, nee sagittis sem nibh id elit.
Duis sed odio sit amet nibh vulputate cursus a sit. Proin gravida nibh vel
velil auctor aliquet.

@]

XFINITY LIVE! PHILADELPHIA

Proin gravida nibh vel velit auctor aliquet. Aenean sollicitudin, lorem quis
bibendum auctor, nisi elit consequat ipsum, nee sagittis sem nibh id elit.
Duis sed odio sit amet nibh vulputate cursus a sit. Proin gravida nibh vel
velit auetor aliquet.

THE SHERATON SOCIETY HILL

Proin gravida nibh vel velit auctor aliquet. Aenean sollicitudin, lorem quis
bibendum auctor, nisi elit consequat ipsum, nec sagittis sem nibh id elit,
Duis sed odio sit amet nibh vulputate cursus a sit. Proin gravida nibh vel
velit auctor aliquet.

CROWNEPLAZA

Proin gravida nibh vel velil auctor aliquet. Aenean sollicitudin, lorem quis
bibendum auctor, nisi elit consequat ipsum, nee sagittis sem nibh id elit.
Duis sed odio sit amet nibh vulpulate cursus a sit. Proin gravida nibh vel
velit auetor aliquet.

NORTHBOWL

Proin gravida nibh vel velit auctor aliquet. Aenean sollicitudin, lorem quis
bibendum auctor, nisi elit consequat ipsum, nec sagittis sem nibh id elit.
Duis sed odio sit amet nibh vulpulate cursus a sit. Proin gravida nibh vel
velit auctor aliquet.

PRODUCT RATE Site and template design subject

to change; screenshots above are
Up to 2,500 leads $5 per lead for demonstration purposes only.

2,500+ leads $3 per lead

Photos by B. Krist and J. Fusco for VISIT PHILADELPHIA®

For more information: Abby Siegel-Greenberg : (610) 291-3424 : abby.siegel-greenberg@milespartnership.com I visitphilly.com Advertising Opportunities



