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Promoting  

Philadelphia 

And The Countrysideϯ 
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AGENDA 
ÅPhiladelphia Background 
ÅGPTMC Background 
ÅPhiladelphia Brand 
ÅChallenges 
ÅOpportunities 
ÅIntegrated Marketing Approach 

Personal Messages  
With Love Campaign 
Reaching out to the consumer  
Engaging the community 
Communications 
Research 

ÅEconomic Impact 



Philadelphia History 
·Once the 2ND Largest City in the British Empire 

· Birthplace of American Revolution, Declaration of Independence  
and the United States Constitution 

· United States Capital Until 1800 

· Home to Statesman, Printer,  
Scientist Ben Franklin 

· Home of the Liberty Bell and Rocky! 

 

 

 



Location of Philadelphia 



GPTMC  

History & Founding 



A Look Back at 15 Years 



Greater Philadelphia Tourism Marketing Corporation 

· GPTMC is a not-for-profit 501(c)3 organization. 

· GPTMC was founded in 1996 by the Commonwealth of Pennsylvania, 
the City of Philadelphia and Pew Charitable Trusts.  

· GPTMC is NOT a membership organization. 

 



Historical Revenue Sources: FY 1997-2011 
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GPTMC  

Mission & Objectives 



Greater Philadelphia Tourism Marketing Corporation 
tǊƻƳƻǘƛƴƎ tƘƛƭŀŘŜƭǇƘƛŀ ŀƴŘ ǘƘŜ /ƻǳƴǘǊȅǎƛŘŜϰ 

DǊŜŀǘŜǊ tƘƛƭŀŘŜƭǇƘƛŀ ¢ƻǳǊƛǎƳ aŀǊƪŜǘƛƴƎ /ƻǊǇƻǊŀǘƛƻƴΩǎ Ƴƛǎǎƛƻƴ ƛǎ ǘƻ ƳŀƪŜ tƘƛƭŀŘŜƭǇƘƛŀ ŀƴŘ ¢ƘŜ 
Countrysideϯ a premier destination through marketing and image building that increases 

ōǳǎƛƴŜǎǎ ŀƴŘ ǇǊƻƳƻǘŜǎ ǘƘŜ ǊŜƎƛƻƴΩǎ ǾƛǘŀƭƛǘȅΦ 



What We Mean By Tourism Marketing 

· Advertising in print, television, radio, 
outdoor and online 

· Brand development 

· Consumer collateral materials 

· Consumer and media relations 

· Cooperative advertising 

· Cultural tourism marketing 

· Event-based marketing 

 

· visitphilly.com, 
visitphilly.com/pressroom and 
uwishunu.com 

· Hotel packaging 

· Image building 

· Partnerships, promotions and marketing 
alliances 

· Stakeholder relations 

· Tourism development 

· Visitor and marketing research 



Personal Messages 

INSERT  



Regional Partners 



Regional Support 

· Communications  

·Visiting Journalist Program, Press Distribution of News 

· Research  

·Economic Impact, Visitor Profiles 

· Advertising   

·Seasonal Destination Advertising Campaigns, Partnership Advertising 
Print Program 

· Interactive  

·Official Visitor Site for the Region, Social Media Promotions 

· Hotel Initiatives  

·Seasonal Hotel Packages 
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Brand Promise: Philadelphia. Independence.  

.ǊŀƴŘ /ƻƳǇƻƴŜƴǘǎΧ 



Philadelphia Skyline 
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Once Upon A Nation  
at Valley Forge National Historical Park 
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Liberty Bell Center 
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Italian Market 
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Our Regional Challenges 

ωDecreased Funding 
 

ωShortened Booking Time 
 

ωLow Hotel Room Rates and Fewer Conventions  
 

ωDeclining Value in Airline Travel 
 

ωFriendly Competition  
 

ωThe Unexpected 

 



Our Regional Opportunities 

 

 

ÅNewly Named, Newly Redesigned,  
Mobile-friendly Web site 

ÅA Whole Lot to Do And More on the Way 

ÅEasy to Get Here, Easy to Get Around,  
Easy on the Wallet  

ÅThe Cool Factor  

ÅConsistent Tourism Marketing 

ÅOrganizational Credibility 

ÅPromotional Partnerships 

 

 

 



Summer 2011 Advertising & Media 
 



Reaching Travelers On The Go  


