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AGENDA

A Philadelphia Background

A GPTMC Background

A Philadelphia Brand

A Challenges

A Opportunities

A Integrated Marketing Approach
Personal Messages
With Love Campaign
Reaching out to the consumer
Engaging the community
Communications
Research

A Economic Impact
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Philadelphia History

Once the 8P 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!
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Location of Philadelphia
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A Look Back at 15 Years
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innovative marketing
sanization With:g

» [ vision for the

. A commitment t0 and expertise
in tourism marketing

. The confidence of the
hospitality industry

« The power t0 strongly and

steadily move the tourism
agenda forward

July 1995.
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Greater Philadelphia Tourism Marketing Corporation

GPTMC is a ndor-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.
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Historical Revenue Sources: FY 19911

Total Revenue: $148 million
Hotel Tax: $57 million
Other Sources: $91 million

Misc,
S7 mil, 5%

Foundations,

S9 mil 6%
DRPA/PIDC,
>11 mil, 8% Hotel Tax,
$57 mil, 39%
City of Phila,

$9 mil, 6%

PA - Grants, PA -

$22 mil, 15% RMP/TPA, $32

mil, 21%

VISIT PHILLY.coM




gecm "'

visitphilly.com GPTMC
Mission & Objectives
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Greater Philadelphia Tourism Marketing Corporation
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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

Eventbased 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
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Personal Messages

PH]LADELPH]A

Get Your History Straight and Your Nightlife Gay®




Regional Partners

VISIT
BUCKS
COUNTY

THE OFFICIAL CONVENTION & VISITORS SITE FOR PHILADELPHIA




Regional Support

Communications

- Visiting Journalist Program, Press Distribution of News
Research

- Economic Impact, Visitor Profiles
Advertising

. Seasonal Destination Advertising Campaigns, Partnership Advertisin
Print Program

Interactive

. Official Visitor Site for the Region, Social Media Promotions
Hotel Initiatives

. Seasonal Hotel Packages



Brand PromisePhiladelphia. Independence.
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Philadelphia Skyline



Once Upon A Nation
at Valley Forge National Historical Park
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Liberty Bell Center



Iltalian Market
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Our Regional Challenges

w Decreased Funding
w Shortened Booking Time

w Low Hotel Room Rates and Fewer Conventions

w Declining Value in Airline Travel
w Friendly Competition

w The Unexpected
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Our Regional Opportunities

A Newly Named, Newly Redesigned,
Mobile-friendly Web site

A A Whole Lot to Do And More on the Way

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

A The Cool Factor
A Consistent Tourism Marketing

A Organizational Credibility

A Promotional Partnerships
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Summer 2011 Advertising & Media
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Reaching Travelers On The Go




