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A New Experiment



Mission Statement

GPTMC’s mission is to make
Philadelphia and The Countryside® a
premier destination through
marketing and image building that
increases business and promotes the
region’s vitality.



Greater Philadelphia Tourism Marketing Corporation

o GPTMC is a 501(c)3 organization.

e GPTMC was founded in 1996 by the
Commonwealth of Pennsylvania, the City

of Philadelphia and Pew Charitable Trusts.

e GPTMC is NOT a membership
organization.



What We Mean By Tourism Marketing

e Advertising in print, e visitphilly.com,
television, radio, outdoor visitphilly.com/pressroom
and online

and uwishunu.com

e Brand development » Hotel packaging

e Consumer collateral e Image buildin
materials 5 g

e Consumer and media e Partnerships, promotions

relations and marketing alliances
e Cooperative advertising e Stakeholder relations
e Cultural tourism marketing e Tourism development
* Event-based marketing e Visitor and marketing

research



GPTMC Funding Sources — FY 2011

Other Grants/
Revenue 13%

State - Grants

21% Hotel Tax 41%

State -
TPA/RMP 9%

HPT Tax 16%



Tourism’s Impact

In 2010, the Greater Philadelphia tourism industry generated:
« $8.7 Billion in economic impact (524 Million per day)
» 84,807 jobs supported, 5% of all regional jobs

« $1.3 Billion in federal, state and local taxes

(Source: Tourism Economics)



Regional Partners



GPTMC Campaigns



Tourism’s Return on Investment

For every With Love marketing dollar spent,
GPTMC generates:

® $100 in direct visitor spending
® S11 in state and local taxes

® More trips than the national
benchmark

(Source: Longwoods International, Tourism
Economics)



Philly Homegrown



Philly Homegrown Goals

Generate buzz about Greater Philadelphia
as a local food destination

Broaden the market for local food

Amplify the work of the local food
movement

Motivate the general public into action



Why GPTMC Cares About Local Food

e Popularity of local food movement
e Increased interest in food tourism

e A story about a Philadelphia asset that
wasn’t being told



Consumer Survey Findings

e There is a growing market for local food in
the Philadelphia region

* The general public would like to eat more
local food

o 78%
fooc

e The
fooc

said they would like to eat more local
than they currently do

niggest obstacles to eating more local

are awareness and availability



Philadelphia Food Associations



Philadelphia Food Associations



visitphilly.com/food
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Communications Toolbox

Copy, Photos, Videos, Press Materials



Media Partnerships



Philly.com/food Partnership



New Media Engagement



Community Partnerships

e Business Districts like Center City, University City, East
Passyunk, etc

e Food-related Non-profit organizations like the Food
Trust, Fair Food, PA Assoc for Sustainable Agriculture,
Slow Food Philadelphia, PA Horticultural Society

e Markets and Retailers like Reading Terminal, DiBruno
Bros, etc

e Restaurants and Chefs

e Farms and Farmers



Partner Profile: Center City District

e Center City District is a business improvement district
dedicated to keeping Philadelphia safe, clean and fun

e Multi-program Partnership:
e CCD SIPS
e CCD Restaurant Week
e Center City COOKS



Partnership Example — Center City District



WEBSITES
visitphilly.com
uwishunu.com

FACEBOOK
Visit Philly
Philly 360°
Visit Gay Philly
Philly Homegrown

Stay in Touch!

Foodspotting

TWITTER
Visit Philly
uwishunu
Philly 360°
Philly Te Ama

E-NEWSLETTER
Visit Philly
Stakeholder
Philly 360°
GayTripper



