
GPTMC’S TOURISM INDUSTRY PROFILE 2010:

WORTH THE TRIP

Greater Philadelphia Tourism Marketing Corporation

There are more than enough reasons to make a trip to Greater Philadelphia, 
and GPTMC’s role is to make sure people know what they are.
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Dear PhilLy Fan,
Thanks for yOur help in GetTing 30 milLIon 
visitors to cOmE seE me in 2008! I’M flaTtered. 
Back in the day, people thought they could get theiR PhilLy 
filL in A couple of hours. Then theY learned to make it a nighT, 
anD now they realizE that evEn a whole weEkenD won’t do. 
ThEre’s That much going on! At first, they come for my classic 

attractions (Liberty BelL, Rocky Steps, Pat’s/Geno’s, you knOw the 
drilL), but they return again And agAin to dO The things thaT 
locaLs love - Eat at a BYOB, watch the Phils Slug iT out at 
Citizens Bank Park and ogle my thousands of larger-than-life 
murals. Even in these not-so-rosy economiC times, Things hERE 

are moving forward. I have new hotels opeNing, 

new atTractions on the way and more visitors 

wanting to know what alL the buZz is about. 
30 milLion people can’t be wrong: 
 I’m worTh The trip.

Who We Are
The Greater Philadelphia Tourism Marketing Corporation (GPTMC) boosts the region’s 
economy by encouraging people to visit and sleep over in Greater Philadelphia. We are the 
official tourism marketing organization for Bucks, Chester, Delaware, Montgomery and 
Philadelphia counties. Since 1997, we have reached millions of travelers with consistent, 
positive messages about all the reasons to visit the Philadelphia region. 

P.S. Hey trip plaNners: you have your tickets, 
your Camera and Your PJs. What elsE do 
you NeEd to pacK? Read On…

AlL Aboard!
PHL track 2

PHL TRACK4

PHL TRACK 7
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Culture, Anyone? 
Whether you’re into Paul Cézanne at the Philadelphia Museum of Art or 
up-and-coming bands at Johnny Brenda’s, Philadelphia has more culture brewing 
than ever before. Center City alone boasts 355 arts and culture organizations 
(up 43% since 1996*), and visitors get their art fi x everywhere, from the Kimmel 
Center to Old City’s First Friday gallery crawl—and about 350 places in between. 

Wine and Dine
Philadelphia is a food lover’s kind of town. More than 200 outdoor cafes line 
the city’s sidewalks (up 212% from 2001*), and iron chefs and top chefs alike 
have made Philadelphia the thriving foodopolis it is today. From haute cuisine 
to street food, there’s a meal for every palate and wallet. And with Philly 
Beer Week, regional winery trails and a happening bar scene, visitors have 
discovered that Philadelphia is best enjoyed with a fork and a corkscrew.

Only in Philadelphia
Events and festivals are a big reason people choose to travel. They come for 
the Mummers Parade, Philadelphia Fashion Week, the West Oak Lane Jazz and 
Arts Festival, the always fun(gus) Mushroom Festival or for one of the many 
other experiences that only Philadelphia offers—like celebrating America’s 
birthday in America’s birthplace.

 

Style Central
How in vogue is Philadelphia? Très. Thanks to independent boutiques and the 
larger-than-life King of Prussia Mall, our region’s stylish side has never looked 
better. But it’s not only fashion. Philadelphia is emerging as a destination for 
all things design. With the annual DesignPhiladelphia, 2010’s Philagrafi ka and 
numerous artists’ studios at The Piazza at Schmidts, Philly’s creative side is 
booming—and that suits us just fi ne.  
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Top 10 Reasons 
Visitors Choose To Make The Trip 

Why do visitors fall in love with Philly? 
Is it the city’s style, cultural happenings or restaurants, or is it 
Philadelphia’s sheer authenticity? Survey says: It’s everything. 
It’s that feeling of so much to do. Visitors choose to sleep over to 
experience it all.

 philLy
ExpreSs

*Source: Center City District
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The Tried and True
People will always want to stand where our nation was founded, run up the Art 
Museum steps and engage in the Pat’s vs. Geno’s debate. These experiences 
will never go out of style for visitors—or for residents. But even though these 
celebrated spots have been wowing crowds for years, it doesn’t mean they’re not 
modernizing their visitor experiences. In recent years, the Liberty Bell Center and 
Please Touch Museum® moved to beautiful new buildings in order to do just that.

Phanatical Philly
Known for our passionate fans and a particularly phantastic giant green 
mascot, Philadelphia is one of the country’s most vibrant sports towns. How 
does Philly keep us cheering? It’s a winning formula of eight professional 
sports teams, new and iconic arenas (Spectrum, we’ll miss you!) and 
longstanding traditions like the Army-Navy Game and The Penn Relays.

The Great Outdoors
William Penn’s “greene countrie towne” is thriving. Fairmount Park, the 
country’s largest urban park (yes, bigger than Central Park), creates a network of 
green retreats across the city. The 23-mile Schuylkill River Trail connects Center 
City to Valley Forge and gives visitors and residents a chance to enjoy life along 
the water. Hikers, bikers and boaters fi nd even more to love in Philadelphia’s 
scenic countryside.

Get a Room
Mini-shampoo collectors, you’re gonna like it here! Philly’s More Fun When 
You Sleep Over® (pajama man, pink slippers, free hotel parking) was the most 
successful post-9/11 recovery campaign in the country, so we’ve been through 
tough times before. Today, our AAA Five Diamond Award® winners, big crowd-
pleasers, elegant retreats, bed & breakfasts, small boutique hotels, family-friendly 
lodgings and LEED-certifi ed hotels fl uff pillows for all the heads in our beds. 

Keep on Moving
It’s true what they say: Philadelphia is a city of neighborhoods, and a highly 
walkable one at that. But the on-wheels types can get around town even more 
quickly on Segway scooters, purple trolleys, double-decker buses or even aquatic 
automobiles. (Don’t worry, we have plenty of interactive walking tours too!) And 
Philadelphia is accessible by air, train, bus and—since we are within a fi ve-hour 
drive of a quarter of the country’s population—the good ol’ automobile. 

The Real Deal 
Experiencing Philly like a local comes pretty naturally. Why? Well, Philadelphia just 
oozes authenticity. It’s the parks, the trees, the small streets, the owner-operated 
boutiques, the window boxes, the bike racks, the walkability, the friendliness and 
even the “atty-tood.” While wandering its neighborhoods and main streets, visitors 
get the sense that Philadelphia is really a collection of small 
towns in a big city—it’s what makes Philly Philly. 
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Total Visitation 30.32 million

      Domestic Visitation 29.04 million
          Overnight leisure 10.37 million

          Day leisure 12.97 million

          Overnight business 1.85 million

          Day business 3.85 million

      International Visitation 1.28 million
          Overseas 710,000
          Canada and Mexico 573,000

30 million total visitors came to Greater Philadelphia in 2008. 29 million were domestic 
travelers, up from 21.5 million in 1997 when GPTMC began advertising. They came from all 50 states, 
and 72% of them drove here. Vroom vroom.

Visitation to Greater Philadelphia, 2008

Sources: Tourism Economics, Offi ce of Travel and 
Tourism Industries

Domestic Overnight Visitors to Greater Philadelphia by Region, 2008 
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My restauRanTs makE the grade. Fine diNing, brunch, gastropub, BYOB and 
pizZa spots Top tOns of best lists. And everyone’s favorite meat-and-cheEse 

combO, The famous PhiLly cheEsestEAk, made the forbestravelEr.com 
America’s Best StrEet FoOd RecomMendations. 

WhaT to Pack: APpeTite

A+!

Who Makes The Trip? almost
thEre

Why are these people coming to our region? 
80% of them came for fun, fun, fun. Oh, and 
did we mention the fun? 

Back in the old days—1997, that is—only 
6.54 million people chose to spend the night. 
Last year, 10.37 million people slept over. 
That’s 4 million more people. 
Can you say overnight sensation?
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Philly’s always been home 
to great visitor attractions. 
The Liberty Bell, Independence Hall, Valley 
Forge National Historical Park, Longwood 
Gardens, the Philadelphia Zoo, The Franklin 
Institute and the Philadelphia Museum 
of Art are all heavy-hitters in the tourism 
world. But as the region’s arts and 
entertainment scene has expanded over 
the years, we at GPTMC have worked hard 
to change people’s perception of the city 
from a do-it-in-a-few-hours destination 
to a can’t-do-it-in-a-weekend kind of 
town. And it’s working! In 2008, with a 
dozen years of marketing might behind 
us, we welcomed 30 million visitors to our 
great region.

How do you get them to make the trip? 
People say, if you build it, they will come. 
In reality, you don’t just have to build it. 
You have to tell them about it and 
sell them on it and then, and only 
then, will they come. GPTMC and our 
marketing partners work together to build 
the region’s brand, image and customer 
loyalty and make it easy for visitors 
to plan and book their trips. It’s that 
winning combination of new attractions, 
new energy and the good work of many 
organizations telling new stories that has 
brought us so far.

The game board graphic inside 
illustrates the road the region 

has traveled to reach this tourism 
milestone. And remember, in the 

game of tourism, it’s not about who 
finishes first. It’s about building 

momentum—steadily and surely.

To see the full Tourism Timeline, 
visit gophila.com/research.

Convention and Group Breakdown

Where Do They Sleep?
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Source: PKF Consulting

Individual Leisure Hotel Room Nights in Center City, 1997-2008

Whether they’re in town for business, for a convention or simply for fun, not everyone wants to 
stay on a pull-out couch.

Each year, more and more people choose to make Philadelphia the destination for their 
vacations, their getaways or their special events. To fully carpe nightem (or even a week of 
nightems), visitors are increasingly choosing to stay at one of our region’s hotels. 

For fi ve years running, Saturday night has been the busiest night of the week 
for Center City hotels. An average of 80% of Center City’s hotel rooms are occupied because 
Saturday night is the perfect time to grab a bite, see a concert or go to a game. Since 1997, the 
number of individual leisure room nights has nearly tripled—from 254,000 to 705,000. 

Transient  
business

34%
889,000

Transient 
business

41%
3,153,000

Convention 
and group

 (business and leisure)

26%
1,999,000

Individual leisure
27%

705,000

Individual leisure
33%

2,538,000

Total Occupied Rooms: 2.59 millionTotal Occupied Rooms: 7.69 million
Center City Hotel Market Mix, 2008Greater Philadelphia Hotel Market Mix, 2008

Source: PKF Consulting Source: PKF Consulting
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Greater Philadelphia 
welcomes 

21.5 million 
domestic visitors. START GPTMC’s first ad 

campaign: This Is My 
Philadelphia

QVC sets up shop 
in West Chester.

Lights of Liberty 
Show

Citizens Bank Park

Ding! Southwest Airlines 
and Frontier Airlines 
bring low-cost flights 

to Philly.

First annual West 
Oak Lane Jazz 

and Arts Festival

Philadelphia is the only 
U.S. city to host Live 8.

370,000 
art lovers in 

Philadelphia for 
Salvador Dalí 

exhibition

National Geographic 
Traveler declares Traveler declares Traveler

Philadelphia the “Next 
Great City.”

Historic 
Philadelphia, Inc. 
debuts storytelling 

benches.

Franklin Square

Region’s 
first slots: 

Philadelphia Park Casino 
and Racetrack and 

Harrah’s Chester Casino 
& Racetrack

King Tut: 
Most popular exhibition 

in state history, attracting 
1.3 million visitors

Ruth and Raymond G. 
Perelman BuildingPhiladelphia 

Premium Outlets

BoltBus and Megabus 
begin low-cost service 

from New York to Philly.
Comcast Center

Wachovia Center

Even with all the great 
things to see and do, 

people view 
Greater Philadelphia as a 
day-trip destination.

After seeing the 
marketing and hearing all 
the buzz, travelers realize 
there’s so much to do in 

Philadelphia and want 
to sleep over.

Greater Philadelphia as a 

First annual West 
Oak Lane Jazz 

and Arts Festival

Philadelphia is the only 
U.S. city to host Live 8.

You successfully 
order a “Whiz 

wit.” Enjoy your 
cheesesteak!

Go to jail—
Eastern State 

Penitentiary, that is!

PhiLly or bust!

You snag a pic of every 
character at Sesame 

Place. One year of sunny 
days coming your way!

WINNER!
$ $$

1997

2005

1998

2006

1999

2007

2008



National Liberty 
Museum

Republican 
National 

Convention

More beds for more 
heads! 4,000 more 

hotel rooms in 
Center City

Independence 
Visitor Center

Kimmel Center for 
the Performing Arts

Philly Overnight®

Hotel Package helps 
the region’s tourism 
industry after 9/11.

Cruises begin 
to set sail.

New 
international 
terminal at 

Philadelphia 
International Airport

Ride The Ducks 
and Big Bus Tours

National 
Constitution 

Center

Lincoln Financial 
Field

Liberty Bell 
Center

Schuylkill River Park 
Trail connects Center 
City and Valley Forge.Citizens Bank Park

Comcast Center

Please Touch 
Museum® moves 
to new location in 
Fairmount Park.

30 million visitors in 
2008—and growing!

With Love, 
Philadelphia, XOXO

debuts.

McNeil Avian Center 
at the Philadelphia ZooThe African 

American Museum 
in Philadelphia 

unveils Audacious 
Freedom.

The Piazza at Schmidts

Visitors know there’s 
too much to do in 

Greater Philadelphia, so 
they stay longer and come 

more often.

International AirportInternational AirportInternational Airport

Philadelphia, XOXOTM

debuts.

TM

National 
Constitution 

Field

You successfully 
order a “Whiz 

wit.” Enjoy your 
cheesesteak!

Everybody wins!
 And the Philadelphia 

region continues to 
grow…

You pronounce 
“Schuylkill” correctly. 

Get ready for the 
regatta!

2001

2009

2002

2003

2000

2004

at the Philadelphia Zoo



While we’re thrilled to 
have welcomed 30 million 
visitors in 2008, our work 
is far from fi nished. 
Now’s the time to keep the momentum 
going by encouraging more and more 
visitors to come over and over again. Here 
are some of the reasons they’ll be making 
return trips in 2010 and beyond:

 • Cleopatra: The Search for the Last Queen 
of Egypt, The Franklin Institute (2010)

 • Picasso and the Avant-Garde in Paris, 
Philadelphia Museum of Art (2010)

 • Chester Stadium (2010)
 • Philagrafika 2010: The Graphic 

Unconscious (2010)
 • Ancient Rome & America, 

National Constitution Center (2010)
 • Late Renoir, Philadelphia Museum 

of Art (2010)
 • President’s House Commemorative 

Site (2010)
 • Revamped Lights of Liberty Show (2010)
 • Renovated Atwater Kent Museum 

of Philadelphia History (2010)
 • New home for National Museum of 

American Jewish History (2010)
 • Le Méridien Philadelphia (2010)
 • Creatures of Habitat, Philadelphia Zoo 

(2010)
 • Making Scents: The Art and Passion of 

Fragrance, Longwood Gardens (2010)
 • SugarHouse Casino (interim casino, 

2010; permanent building, 2013)
 • Expanded Pennsylvania Convention 

Center (2011)
 • Philadelphia International Festival of 

the Arts (2011)
 • Renovated and expanded Mercer 

Museum (2011)
 • New home for The Barnes Foundation 

(2012)
 • Renovated Franklin Court Museum (2012)
 • The Museum of the American 

Revolution (TBD)

Visit gophila.com/partners 
for a list of all our friends in 
the biz and beyond.

How Do We Get Them Here?How Do We Get Them Here?
There are more than enough reasons to make a trip 
to Greater Philadelphia, and GPTMC’s role is to make 
sure people know what they are.

Tourism marketing is not just the ad you see on TV. It’s the oh-so-
beautiful shot of the skyline you see during an Eagles game, it’s the hotel 
room giveaway contest that has everyone tweeting about Philly and, 
believe it or not, it’s this very report. Read on to see how we use pop 
culture, advertising, communications, the Web and social media tools to 
reach visitors and sell them on the Greater Philadelphia experience.

People’s opinions of a place don’t just 
come from what they read in the travel 
section of a newspaper or watch on 
the evening news. People see the 
many sides of Philly while they’re 
jamming with The Roots on Late Night 
with Jimmy Fallon, watching Matt 
Lauer eat a Tony Luke’s cheesesteak 
on the Today show and cheering on 
the Fightin’ Phils during the World 
Series. Philadelphia stays top of mind 
through the television hit It’s Always 
Sunny in Philadelphia, movies fi lmed 
in our region and friends’ comments 
about the region on Facebook.
For tourism destinations, 
it’s important to be popular. 

Philly’s been ready for its close-up 
for some time now. GPTMC takes 
advantage of Philadelphia being in 
the national spotlight by working 
with professional sports leagues, 
major network and cable TV shows 
such as The Colbert Report and the 
Greater Philadelphia Film Offi ce to 
keep Philadelphia out there and 
looking good. 

The Roots

Stephen Colbert

Today

The Power of Pop Culture

hapPy
lAndiNg!
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It Takes a Village 
The 30 million people 
who experienced Greater 
Philadelphia last year came 
for fun, but they also came for 
business and conventions. 
GPTMC works daily with 
hospitality partners in 
Bucks, Chester, Delaware, 
Montgomery and Philadelphia 
counties, as well as the 
Independence Visitor Center, 
the City of Philadelphia 
and the Commonwealth of 
Pennsylvania, to make the 
region the place 30 million 
people just had to be in 
2008. Philadelphia and The 
Countryside® is a better place 
to live, work and visit because 
of all of them. 



Advertising
Boy, have our marketing efforts grown! In the beginning, our TV commercials 
ran only in the summer,  with the likes of Oprah Winfrey, Bill Cosby and Ken 
Burns giving consumers the scoop on their Greater Philadelphia faves. Then, a 
grown man in pajamas told people Philly’s More Fun When You Sleep Over®. 
Over the years, we’ve turned The Place That Loves You Back® into the place 
that invites you with letters signed With Love, Philadelphia XOXO™. While 
the campaigns have changed, the heart of the message remains the same: 
There’s so much to do here, you have to sleep over, tell your friends and 
come back again! 

In 2008, people viewed our advertising 383 million times (that’s a lot!). 
Each ad—online, on air, on major interstate billboards or in magazines at the 
doctor’s offi ce—gives travelers reasons to visit and sleep over in the region.  

Communications
PR. These two little letters have a big impact on our region. In 2008, 5,000 print, TV and online 
stories showing off our best sides were a result of GPTMC’s communications efforts. 

How do we do it? For starters, we spend countless hours pitching stories to journalists, both near 
and far; we write and distribute hundreds of press releases; and we conduct media events in other 
cities and attend conferences like the Society of American Travel Writers. But the best way to get a 
good Philly story out there is by giving journalists a fi rsthand look at our region. And that’s exactly 
what we do week after week so they can experience Philly for themselves.

We also shoot thousands of pretty pictures and hours of high-def b-roll of the region that are 
featured in Associated Press articles and on national TV, giving us a pretty mighty communications 
toolbox. And all of our assets are available 24/7 on gophila.com/pressroom. 

You’lL seE why When you visit my breathTaking countryside. Baltimore magazine 

declared the Brandywine ValLEy the best day trip, and New Hope made the 
forbestravEler.com America’s PrEtTiest Towns List. I’m blushing.

WhAt To PacK: PIcnic Basket

dear Son-In-LAW,

remain cAlm and

i’vE goT plenty.

puT Your mother-in-law 
up At a hotel.
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Online
So they’ve seen an ad on TV or read a magazine article about Philadelphia. 
Now what? The next stops are gophila.com and uwishunu.com, two sites 
that enable visitors to imagine, create and book their trips. Want to fi nd 
out what’s happening this weekend? Check. Need an itinerary for an 
upcoming vacation? Check. Like suggestions for breakfast, lunch and 
dinner? Check, check and check, please.

gophila.com provides visitors with all the tools (maps, photos, itineraries, 
videos, descriptions, booking capabilities and more) to plan and book 
their trips. Visits to the site approached 6 million in 2008, and when 
people search for Philadelphia on Google, guess what comes up fi rst?
  
Traffi c to uwishunu.com has more than tripled over the past year 
because visitors and residents see it as a great source for fresh and 
compelling ideas about where to eat, drink and be merry. New and 
different attractions and deals are always popping up, providing visitors 
with more reasons to return to the site. uwishunu? nowudo! 

Social Media
Here’s the deal: Social media helps potential visitors click, text, tweet 
and, most importantly, connect to Greater Philadelphia through the 
platform of their choosing. It allows them to hear our stories and share 
theirs. They can read about a store opening on our blog, learn about 
hotel and restaurant deals from our tweets and reminisce about a recent 
festival on Facebook.
  
Back in 2006, blogging was a relatively new sport. These days, it’s common 
to have a blog, along with a Twitter account and a Facebook page. GPTMC 
adopted and embraced the social media world early on with uwishunu.com, 
and our social media properties have grown with the technology. Recently, 
Development Counsellors International named us one of the Tweet Elite, 
the top six destinations in the U.S. using Twitter. 

Follow visitphilly on:

GOoD times, 
goOd dEalS.

Get Ready to 
visitphilly.com
In January 2010, gophila.com 
will unveil a new design and 
a new name: visitphilly.com. 
The redesigned site will 
market the region with 
engaging photography and 
built-in interactive slideshow 
and video players. The site 
will be easier to get around 
and incorporate social media 
tools to help visitors access 
the information they want as 
they plan their trips. The new 
design is sleek and fun, and 
it shows off the region like 
never before. 

With the new design comes a 
new name: visitphilly.com. 
Fear not, loyal friends— 
gophila.com, the Web 
address that has served us 
well for 10+ years, will still 
take you to the new site. 
But the new visitphilly.com 
address will greatly improve 
GPTMC’s online marketing, 
delivering a simple, easy-
to-remember message that 
will better position the 
site when people search 
for Philadelphia travel 
information. Simply stated, 
the new name tells visitors 
exactly what we want them 
to do: Visit Philly!

How Do We Get Them Here?
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The history bufFs over at TripAdvisor® called my Independence National HisTorical 

Park one Of the county’s top 10 patriotic atTractions. I understand - the BElL 
brings a tear to my eye toO.

What to Pack: PowDerEd Wig

With Love, Philadelphia XOXO™

How do I love thee? Let me count the ways. With 85 (and counting) 
love letters in circulation, the With Love, Philadelphia XOXO™ campaign 
has been wooing travelers since May 2009. The series of letters, penned 
by the city itself, uses a little Philly “atty-tood” to invite visitors to sleep 
over and have fun while doing it.
 
The campaign has proven to be a smasheroo with visitors and 
residents alike. When we convened focus groups to get some feedback, 
participants told us:

 • Philadelphia’s personality as portrayed in the ad campaign is 
highly positive and described as funny, confident, warm, 
inviting and friendly. 

 • The campaign goes over well with all races and ages thanks to a 
sense of humor that is accessible to all. Consumers value that the 
humor is not mean or poking fun at anything but the city itself.

 • The television commercial was memorable and effective. Participants 
focused on the key message that Philadelphia has so much to do 
that it’s worth staying over, and they were able to recall several of the 
places and activities highlighted in the spot.

Philly 360°™

Philly 360°™ tells new stories to a new generation of African-American 
travelers, with a focus on the people who love Philadelphia and make 
it special. GPTMC has enlisted musicians, producers, visual artists and 
designers as creative ambassadors who promote new Philadelphia 
stories to new audiences in new ways.
 
The campaign shines a spotlight on major, unoffi cial cultural 
happenings, including exhibitions, concerts and fashion and design 
events throughout the year. On gophila.com/philly360, a series of 
personalized videos from our creative ambassadors showcases their 
favorite places to eat, shop and hang.

dear buRBs,

your lawn moWer
caLlEd and gave you 

the weEkenD OfF.

King Britt, Creative Ambassador
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People come back everY year for my big evEnts like BeEr Week, WElcome 

America! and the MuMmers Parade. Check out whaT my fans think: Men’s Health 

caLled me a top five bEer town; Travel + LeisurE said I have some of 
the Best July 4th Fireworks; and Australia’s The SYdney MorniNg Herald 

Told readERs I’m one of thE WoRld’s top 10 places for NeW Year’s.

What to Pack: Party hat

What’s It All Worth?
Investing in tourism marketing delivers. The return on investment 
from tourism marketing is immediate, continuous, signifi cant and 
measurable for our region.

For every media dollar GPTMC spends marketing the region:
 • $185 is generated in economic impact (direct, indirect and induced spending).
 • $13 is generated in local, state and federal taxes.

Source: Econsult

Tourism marketing makes money by bringing in more in taxes than was spent to fund it. So it’s not 
a cost to taxpayers, and it doesn’t compete with priority programs like schools and libraries—it 
helps pay for them.

Economic Impact
Tourism is a vital part of the economy of Greater Philadelphia. Visitors bring new money into the 
region, money that supports local businesses and enables them to spend more and hire more. Each 
day, visitor spending generates more than $25 million in economic impact for the region. 

In 2008, the Greater Philadelphia tourism industry generated:
 • $9.3 billion in economic impact
 • 87,384 jobs (5% of all jobs in the region)
 • $1.35 billion in federal, state and local taxes

Source: Tourism Economics
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No GPS neEdeD. I’m a top 10 walking city, aCcording to Prevention 
magAzine. My CentEr city grid layout is super eaSy to navigAte, and cabs, subways 
and trains take people to my neighborhOods and neArbY subUrbs.

What to Pack: sneakers

What’s It Worth To Residents?

Benefi ts for Locals
Nothing in Greater Philadelphia has a “Visitors Only” sign on it. The things that make our region 
a great travel destination are the same things that make it a great place to live, work and play. 
It seems visitors and residents aren’t so different after all. Remember those “Top 10 Reasons 
Visitors Choose To Make The Trip” on pages 4-5?  They’re the same reasons people love living 
in our region. And tourism dollars support it all. The money that visitors spend supports the 
restaurants where residents love to eat, the stores where they love to shop, the museums they 
love to frequent and the events and performances they love to attend.  

Trip Spending for Center City Hotel Visitors

Source: GPTMC surveys of gophila.com hotel bookers, 2006-2009
Sample size = 2,849
Visitor spending is calculated per party per two-night visit.

Hotel
40%
$387

Shopping 
15%
$146

Other
(attractions, 

transportation, etc.)
17%
$159

Dining
28%
$266

Where do visitors 
spend money? 
Everywhere.

The impact of visitor spending 
extends far beyond the 
region’s hotels. Downtown 
hotel visitors actually spend 
more money outside of the 
hotel than they do in it—at 
restaurants, at shops and 
even on those little Liberty 
Bell snow globes. The money 
visitors spend here stays here, 
and locals reap the benefi ts.

bank 
on it!

Photos by J. Holder, M. Kennedy, R. Kennedy, D. King, K. Rankin, M. Roldan, D. Savini, J. Smith and G. Widman for GPTMC; also courtesy 
of Citizens Bank Park, The Franklin Institute, Hyatt Regency Philadelphia at Penn’s Landing, NBC News, Pizzeria Stella and Sesame Place; 
Canopic Coffi nette of Tutankhamun

Average Total Spending: $958
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There are more than enough reasons to make a trip to Greater Philadelphia, 
and GPTMC’s role is to make sure people know what they are.

“GPTMC’s innovative campaigns have helped put 
Philadelphia on the map, positioning it as a fun, hip, 
urban destination that happens to have a lot of history.”

Mayor Michael A. Nutter

“It is crucial to our economic health that we invite 
tourists to enjoy the Philadelphia region, and GPTMC 
does just that.” 

Governor Edward G. Rendell

GPTMC BOARD OF DIRECTORS

Manuel N. Stamatakis
Chairman

Founder and CEO
Capital Management Enterprises

Rhonda R. Cohen, Esquire
Vice Chairwoman

Robert Asher
Co-Chairman

Asher’s Chocolates

David G. Benton
Vice President and General Manager

The Rittenhouse Hotel and 
Condominium Residences

Robert W. Bogle
President and CEO

The Philadelphia Tribune

Julie Coker 
General Manager

Hyatt Regency Philadelphia at
Penn’s Landing 

Nicholas DeBenedictis
Chairman and CEO
Aqua America, Inc.

Honorable Nelson A. Diaz
Of Counsel

Cozen O’Connor

John H. Estey, Esquire
Partner

Ballard Spahr LLP

Melanie Johnson 
City Representative
City of Philadelphia

James F. Kenney 
Councilman-at-Large

City of Philadelphia

Jonathan H. Newman
Chairman and CEO

Newman Wine and Spirits

Honorable Michael A. Nutter
Mayor

City of Philadelphia

Agnes Ogletree
COO

Transitional Work Corporation

Marsha R. Perelman
President

Woodforde Energy, Inc.

Honorable Edward G. Rendell
Governor

Commonwealth of Pennsylvania

Fred Shabel, Chairman Emeritus
Vice Chairman

Comcast-Spectacor

Meryl Levitz
President and CEO

GPTMC

DeAr GREat Big World,

COme vIsiT again soon!

Greater Philadelphia 
Tourism Marketing Corporation

30 S. 17th Street, Suite 1710 
Philadelphia, PA 19103 • (215) 599-0776


