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« Visitors made 3,935 reservations on gophila.com between
November 1, 2005 and April 30, 2006, totaling 6,420 room nights.
Hotel revenue came to $932,456.23, at an average of $145.24 per
room night.

« Four packages were offered in Winter 2006: Ben’s Birthday, Philly
Overnight, Body Worlds and Philly Freedom. 2,157 packages were
sold for a total revenue of $551,945. This represents a drop of 71%
from Winter 2005 hotel revenues.

« The average package price was $235.42, an increase of 9.5% from
Winter 2005. The average package covered 1.84 nights.
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GPTMC emailed an invitation to take a survey to all winter hotel visitors who
booked on Gophila.com.

A total of 3,465 invitations were sent out, with 627 completed surveys
received, for a response rate of 18%.

As incentive, respondents were had a chance to win a $300 American
Express Gift Cheque.

The error rate for survey findings is +/- 3.9% at 95% confidence.
Percentages may total more or less than 100% due to rounding.

This is the 5" consumer hotel survey GPTMC has conducted. Reports on
our Summer 04, Winter '05, Summer ‘05 and Dali hotel package surveys
are available at gophila.com/research. This report compares findings from
Winter '05 to Winter ’06. Questions not asked in 2005 are noted.



WINTER 2006
HOTEL VISITOR PROFILE

November — April
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SURVEY RESPONDENT
DEMOGRAPHICS

627 Total Respondents

gophila.com

Average Age: 46 years old

Average Household Income: $107,175

62% Female, 38% Male

88% Caucasian, 6% African-American, 2% Asian-American, 2% Latino, 2% Other
95% stayed in a Downtown hotel

Average party size of 2.38 people
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The Ben Franklin and Body Worlds exhibitions drew a significant
number of visitors to the area in Winter 2006. However, weekend
getaways remain the primary reason to visit.

PURPOSE OF VISIT

40%

|

Weekend getaway

Attending a performance or 11%
event

Visiting friends or family 10%

Ben Franklin Exhibition* 21% .
B Winter 2006

- -
Body Worlds Exhibition O Winter 2005

Business, Meeting or [l 3%
Convention*
Other r 13%
0% 10% 20% 30% 40% 50% 60% 70%

*Not Asked in 2005
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More than half (56%) of overnight visitors in Winter 2006 were
making their first visit to Philadelphia in a year, while 26% had
stayed three or more times.

OVERNIGHT PHILADELPHIA HOTEL
STAYS DURING PREVIOUS YEAR

60% -

56%
50% -
40% -

0 Winter 2005
30% - B Winter 2006
20% - 19%

13% 13%
N 1 1
0°/o T T I
1 2 3 4+

Stays



Greater \@gllWaLARE 1LY Tourism Marketing
gophila.com

Most visitors (76%) booked only one stay on gophila.com during
the previous year. The average visitor booked 1.37 stays.

OVERNIGHT PHILADELPHIA HOTEL STAYS
DURING PREVIOUS YEAR USING GOPHILA.COM

80% 1

70% -

60% H

50% +

40% +

30% +

20% A

10% -

0%

76%

15%

Stays

0 Winter 2005
B Winter 2006
7%
3 4+
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The majority of visitors stayed for 2 nights in Winter 2006, with an
average stay of 1.84 nights at a self-reported average daily rate of
$152.78. This compares favorably with the overall 2005 Center City
ADR of $142.90.

LENGTH OF STAY

65%

70% -

60%

50% -

40% -

30% -

20% -

10% -

1%

0% -
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The average age of visitors increased slightly in Winter 2006 to 45.77, up
from 44.54 in Winter 2005. This change is attributable to Ben’s Birthday
Package consumers, who averaged 47.99 years in age.

VISITOR AGE DISTRIBUTION

50% -
45% -
42%
40% -

35% - 34%
30% -
25% -+
20% 20% O Winter 2005
B Winter 2006

15% -

10% -

5%
5% -

0% ‘ ‘ ‘

18-34 35-49 50-64 65-79 80+ 11
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The majority of visitors arrived in parties of two, with an average
party size of 2.38.

TRAVEL PARTY SIZE

80% -

69%

70% +

60% -

50% +

40% +

30% +

20% +

10% ~
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The average household income for visitors was $107,175, a 13.6%
increase from Winter 2005, with just over 50% of households
earning $100,000 or more.

2005 HOUSEHOLD INCOME

40% -

35%

35% A

30% A

25% A

20% -

15% +

10% -

5% -

0% -
Under $30,000 $30,000 - $50,000 - $100,000 - $150,000 - $200,000 +
$50,000 $99,000 $149,000 $199,000 13
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Consumer trip spending continued its upward trend, increasing
22% from Winter 2005 to $863 due to a significant increase in
established levels of dining and hotel spending.

AVERAGE VISITOR SPENDING

$863
>
O Attractions, events,
performances
O Shopping
O Dining
W Hotel rate

Summer 2004 Winter 2005 Summer 2005 Winter 2006 14
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A majority (63%) of visitors came from outside the Philadelphia
area in Winter 2006, with gains in the New York, Washington D.C.
and Boston DMAs over Winter 2005.
ONLINE HOTEL CONSUMERS* BY DMA
Philadelphia DMA —ss-s%
NYC DMA h 22:3%
HLLY DMA 2-6%
B Winter 2006
Washington DC DMA 6.3%
O Winter 2005
Baltimore DMA 3:1%
Boston DMA B 1-9%
Other 18.5%
0% 1 0‘% 26°A 36°A 4(;% 5(;"/0 60‘%
15

* All Geographic data includes every room and package booked online



Greater \ggUWaIARL:IAY Tourism Marketing
gophila.com

ONLINE HOTEL CONSUMERS BY DMA

Canada
0.4% Other Int'l Other

1% , Domestic

18% Boston DMA
2%,

Philadelphia
DMA
37%

Baltimore
DMA
3%
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6%
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10%
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Philadelphia remains overwhelmingly a drive destination, with
86% of visitors arriving via their own car in Winter 2006. Plane
and train arrivals did increase moderately from Winter 2005.

MODE OF ARRIVAL

0,
Own Car 85%

Plane

Rental Car

B Winter 2006
Train (Amtrak)

O Winter 2005
Regional train (SEPTA)
Bus*
Other

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

, 17
*Not Asked in 2005
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PHILLY’S MORE®.
FUN WHEN YOU

‘‘‘‘‘‘

gophila.com

HOTEL PACKAGES

Gunther von Hagens’

The Anatomical Exhibition of Real Human Bodies

18
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Survey respondents were most likely to have purchased the Ben’s
Birthday package, which was supported by advertising and was available
from mid-December through April. However, individual room nights
made up the largest segment of gophila.com reservations.

TYPE OF PACKAGE

Ben's Birthday package
yp g #2 1%

Philly Overnight package

Individual room nights

20%

36%

[ Survey respondents

T

42%

10 /0

1

Philadelphia Freedom 2%
package 1%

OAIl Winter 2006
reservations

<L .
SN .

25%

19

40% 45%
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Online consumers cited a variety of features as “most attractive”
in the package, with hotel rate continuing to lead the way at 29%.
The breadth of responses suggests that the variety offered by the
package is a major selling point.

MOST ATTRACTIVE
PACKAGE FEATURE

32%

B Other*

M Tickets included in package*

O Specific hotel

HE Free parking

45% O Hotel rate

\_/

Winter 2005 Winter 2006 20

*Not Asked in 2005
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Gophila.com became the predominant source through which online
consumers learned about hotel packages in Winter 2006. Just 8% learned
through a television advertisement, reflecting GPTMC’s shift away from
television advertising for Winter 2006.

LEARNED ABOUT THE PACKAGE
Learned once on the gophila.com site — 59%

17%

Online (Search/Search engine or Online Ad)

8%

Television advertisement

Word of mouth

Other
B Winter 2006

Print advertisement (Billboard, Magazine, Newspaper)
Don't remember/Don't know O Winter 2005

Radio advertisement

Newspaper or magazine article*

0% 10% 20% 30% 40% 50% 60% 70%

, 21
*Not Asked in 2005
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DECIDING TO VISIT

22
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“Philly’s More Fun” was the dominant message in Winter 2006,
recognized by 52% of online consumers. 73% of consumers could
identify an advertising message.

ADVERTISING MESSAGE RECOGNITION
S— -
N——

Make My Philadelphia Your
Philadelphia

Don't recall seeing ads _ 18%

Don't recall what ad said - 9%

0% 10% 20% 30% 40% 50% 60% 23

0%




Greater \@gllWaLARE 1LY Tourism Marketing
gophila.com

Over half (52%) of online consumers said that reading about Philadelphia
influenced their trip, with 21% using a magazine, hewspaper or internet
article as impetus to log onto gophila.com. Respondents could only
choose one option.

READING A MAGAZINE, NEWSPAPER OR
INTERNET ARTICLE ABOUT PHILADELPHIA. ..

Got you to log onto
gophila.com

Helped you plan your
trip

Got you interested in
visiting Philadelphia

13%

None of the Above 48%

0% 10% 20% 30% 40% 50% 60% 24
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Gophila.com scored very highly with Winter 2006 consumers, who
especially liked gophila’s rates and the ability to book a hotel package
and plan a trip on the same site. An overwhelming 92% of online
consumers said they would book again on gophila.com.

% WHO AGREE THAT THEY ...

100% -

90% -

92%
86%
80% A
74%
70% +
60% -
50% A
43%
40% +
30% A
20% +
10% ~
0% -

Would return to gophila.com to Booked a package on gophila.com Booked a package on gophila.com Booked on gophila.com to get VIP
book another Philadelphia hotel because they could plan their trip because of the hotel rate tickets to Ben Franklin or
stay and hotel stay on the same site Bodyworlds exhibitions
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Visitor satisfaction remained extremely high for Winter 2006, with 94% of
visitors reporting that they were either “very satisfied” or “somewhat
satisfied” with their experience in Philadelphia.

100% -

90% +

80% -

70% -

60% -

50% -

40% ~

30% +

20% ~

10% ~

0%

OVERALL SATISFACTION

98%

94%

H Winter 2006
O Winter 2005

% Satisfied with experience in Philadelphia

26
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75% of visitors reported that they plan to return to Philadelphia within a
year. The decrease from Winter 2005 was largely attributable to Ben’s
Birthday Package consumers, 35% of whom did not plan to return within
a year.

RETURN VISIT PLANS

25% O Not planning a trip to
Philadelphia in the next year

O Next 6-12 months

O Next 3-6 months

B Next 3 months

27
Winter 2005 Winter 2006
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Winter 2006 visitors were far more active than Winter 2005, with
visitors flocking to the Ben Franklin exhibition, the Body Worlds
exhibition and the neighborhood tours.

ACTIVITY PARTICIPATION
Ben Franklin exhibition* —38%

Independence Visitors Center 31%

Body Worlds at the Franklin Institute* [T 29%

Neighborhood tour — 28%

12%

Concert or musical performance

_ _ B Winter 2006
Professional sporting event

_ 0 Winter 2005
Attending a play

College or university visit

Festivals or parades

15%

None of the above

0% 10% 20% 30% 40% 50% 60% 29
*Not Asked in 2005
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The Body Worlds and Ben Franklin exhibitions led to a significant
increase in visitation at the Franklin Institute and historic attractions from
Winter 2005. The percentage of visitors who saw at least one attraction
increased substantially to 89%.

ATTRACTIONS VISITED

The Franklin Institute — 42%
National Constitution Center — 41%
Independence Hall — 39%
Liberty Bell — 38%
Penn’s Landing — 25%
Philadelphia Museum of Art —ﬁﬁ
00

Academy of Natural Sciences

Philadelphia Zoo

Independence Seaport Museum
B Winter 2006
Rodin Museum

Please Touch Museum O Winter 2005
Pennsylvania Academy of Fine Arts
Eastern State Penitentiary

Longwood Gardens

African American Museum

30
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ATTRACTIONS VISITED (II)

Kimmel Center*
Fairmount Park*
Mutter Museum*
Ride the Ducks™
Valley Forge Historic National Park*

Peddler's Village*

University of Pennsylvania Museum of
Archaeology and Anthropology*

B Winter 2006

Morris Arboretum*
James A. Michener Art Museum* D Winter 2005
Brandywine River Museum
Adventure Aquarium

Lights of Liberty

The Barnes Foundation
11% |

None of the above

0% 5% 10% 15% 20% 25% 30% 35%01

*Not Asked in 2005
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Historical attractions and Philadelphia’s message of “so much to do” top
the reasons to visit Philadelphia offered by our visitors. Among visitors
who did not purchase a Ben’s birthday package, more (27%) cited “so
much to do” than history (26%).
IF YOU COULD OFFER PEOPLE ONE REASON TO VISIT
PHILADELPHIA AND THE COUNTRYSIDE™, WHAT WOULD IT BE?
History 35%
"So Much to Do"
Culture
Restaurants/Nightlife
Acessability/Walkability
Beauty/Cleanliness
Fun
Value
Shopping
Other
0“’/0 5;/0 1 (;% 1 é% 20‘% 25% 3(;% 35% 46% 32
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Fine dining and Philly favorites continued to stand out in a strong
dining market among visitors, as overall dining expenses
increased 26% to $299 per travel party from Winter 2005.

DINING EXPERIENCES

Fine dining 47%

Philly favorites — 39%
Hotel restaurant — 33%
Bistro dining _ 32%

27%

Ethnic dining

Family-friendlyrestaurant h 21%
°O

BYOB dining

14% B Winter 2006

Diner*
O Winter 2005

Fast food*

Qutdoor café*

None of the above*

0% 10% 20% 30% 40% 50% 60%
*Not Asked in 2005
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Center City and the Reading Terminal Market continued to be the favorite
locations for shoppers in Winter 2006, with overall shopping declining 4%
to $153 as significantly more consumers visited attractions.

SHOPPING AREAS VISITED

Center City — 35% |
Reading Terminal Market — 35%
South Street m
Rittenhouse Square Area — 16% |
The Gallery at Market East —_13%_‘
The Bourse _ 12%
Italian Market —_LQ_%_‘
o 0,
Liberty Place __B_[n—‘
. . O,
King of Prussia Mall _—5-[“—‘

Franklin Mills Mall*

Pine Street (Antique Row)*

H Winter 2006
Jeweler's Row*
O Winter 2005

Manayunk*
Peddler's Village*

New Hope*

Other*

26%

None of the above

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
34
*Not Asked in 2005
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Visitors continued to view Philadelphia as a walking city in
overwhelming nhumbers in Winter 2006. The Phlash also returned
and served nearly as many visitors as SEPTA.

GETTING AROUND WHILE HERE

. 84%
Walking

34%

Driving
Taxi cabs 32%
11% .
SEPTA (public transportation) ° H Winter 2006
O Winter 2005
9%
Phlash*
1%
Other
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
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