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METHODOLOGY

GPTMC’s summer 2005 hotel package was available from June 16, 2005 to
Sept. 19, 2005. GPTMC emailed the survey to all summer hotel package
consumers who booked their hotel package on gophila.com.

A total of 1,238 invitations to take the survey were sent out, with 335 completed
surveys received, for a response rate of 27%.

Respondents were offered an incentive of a chance to win one of three $100
American Express Gift Cheques.

The error rate for survey findings is +/-5.5% at 95% confidence. Percentages
may total more or less than 100% due to rounding. Answers with multiple
responses are noted.

This is the fourth consumer hotel survey GPTMC has conducted. Reports on
our Summer ‘04, Winter '04-05, and Dali hotel package surveys are available at
gophila.c%rg/research. This report compares findings from summer '04 to
summer '05.
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BACKGROUND SUMMER HOTEL DATA

While overall hotel occupancy remained constant in the five-county region this
summer (June, July & August), RevPAR (revenue per available room) increased
7.1% in the five-county region and almost 15% in Delaware County due to rises in

hotel rates.

The five-county region ADR (average daily rate) rose from $104 in the summer of
2004 to $111 this summer.

Summer Summer Summer | Summer
2005 2004 2005 2004
Occupancy | Occupancy %0 RevPAR | RevPAR %

(%) (%) Change %) $) Change
Philadelphia County 76.96 77.90 -1.2 99.33 93.15 6.6
Bucks County 78.16 76.69 1.9 72.94 67.30 8.4
Chester County 75.28 75.27 0.0 73.95 69.53 6.4
Delaware County 79.56 75.28 5.7 65.87 57.30 14.9
Montgomery County 72.53 72.45 0.1 73.50 68.04 8.0
Five-County Region 76.17 76.11 0.1 84.76 79.18 7.1

Source: Smith Travel Research
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SURVEY RESPONDENTS

Average Age: 42 years old
Average 2004 household income: $94,493
65% Married, 25% Single, 10% Living with partner

80% Caucasian, 11% African-American, 4 Hispanic, 3% Asian
American

The vast majority of respondents reported staying in a Philadelphia
hotel this summer (95%) and 10% reported a stay in Montgomery
County hotel. Multiple hotel package stays were possible.

The average party size for respondents was 2.52 people. Sixty-one
percent (61%) of respondents came with only one other person.
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PREVIOUS VISITS

Nearly half of respondents (49%) have stayed overnight at a hotel in the
Philadelphia region more than one time in the past year.

OVERNIGHT PHILADELPHIA HOTEL
STAYS DURING PREVIOUS YEAR
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GEOGRAPHIC BREAKOUT

The majority of hotel package consumers came from either the Philadelphia or New York City
designated marketing areas (DMA). Moreover, the geographic breakout of consumers in our
main markets did not change greatly from last summer.

Philadelphia and Its Countryside
gophila.com

*During the winter season, the hotel package appears to be much more of a “local product” with half of
consumers coming from our local market in the winter (as compared to less than a third in the summer).

ONLINE PACKAGE CONSUMERS BY DMA
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HOUSEHOLD INCOME

Average 2004 household income for summer hotel package visitors was
$94K, slightly higher than the average household income from last
summer’s visitors ($90K).

2004 HOUSEHOLD INCOME
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MODE OF ARRIVAL
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The overwhelming majority of visitors arrived via their own car (84%),
confirming the fact that Philadelphia is a drive destination.

MODE OF ARRIVAL
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PACKAGE SPENDING

Average package spending increased 11% from $641 per package in the summer of
2004 to $722 this summer. Major spending increases came from shopping ($134 to
$168) and dining ($217 to $236).

AVERAGE PACKAGE SPENDING

Total = $710 Total - $722

Total = $651 [ Hotel rate

0 Shopping

O Attractions,
events,
performances

B Dining

Summer 2004 Winter 2005 Summer 2005 10
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PACKAGE FEATURES

Hotel package consumers consistently find the greatest package asset to
be the special hotel rate. However, as the package rate rose from last
summer to winter 2005 and summer 2005, slightly fewer consumers identify

the rate as the most attractive package feature.

MOST ATTRACTIVE
PACKAGE FEATURE

1 Specific Hotel

@ Free Parking

520, 45% 45% [0 Hotel Rate

R A e G

Summer 2004 Winter 2005 Summer 2005
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PACKAGE FEEDBACK

Satisfaction with gophila.com as a booking site continues to be extremely

high.

The package was easy
to book on gophila.com

The package included
a good range of hotels

The package was
bookable during the
requested date

They'd absolutely
return to gophila. com
to book another
package

% WHO AGREE THAT .

26%

98%

T6%

T3%

88%

94%

9T7%

O Summer 2005

E Summer 2004
91%

0% 10%: 20% 309 4090 B0 T S0

209

100%

12



Greater \gglWaIARGLILY Tourism Marketing

iladelphia and Its Countryside
gophila.com

DECISION MAKING

GPTMC’s summer '04 advertising began to emphasize the destination, not
the hotel package. A year later, we see visitors are increasingly choosing
the destination as the reason to visit, as opposed to the package itself.

DECISION MAKING

O | saw the hotel package
offer and | decided to
make an overnight trip to
Philadelphia

B | decided to make a trip
to Philadelphia and then
found the hotel package
that | booked on
gophila.com

Winter 2005 Summer
2005

13
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WHY THEY VISIT?

The majority of package visitors came to Philadelphia for a weekend
getaway (60%) and 15% came to see a special event. Ten percent (10%)
of hotel package visitors came primarily to visit friends and/or family.

PRIMARY PURPOSE OF VISIT

| 60%
Yieelkend getawa
g Y | 70%
Attending a performance, 152,
exhibit, special event, or EI 1 G"’)
sporting event Yo
(1]
Wisiting friends or family E ULEO O Summer 2005
10%
Sightsesing® 7% = Summer 2004
(1]
CollegefUniversity related”™ j 2%
5%
Oith
er 4%,
0% 10% 20% 30% 40% 50%. B0% 7O% BO% 90%% 100 %

*Not asked in 2004 15



PTM(

Greater \ggllWaJARGEILY Tourism Marketing

hiladelphia and Its Countryside
gophila.com

MESSAGE RECOGNITION

Nearly half (48%) of respondents recognized the Philly’s More Fun When
You Sleep Over® advertising message.

*Thirty-four percent (34%) of respondents still recognized the Philly —
You Just Can’t Do It In a Day® message which was not used at all in
this summer’s advertising (but was used last summer).

ADVERTISING MESSAGE RECOGNITION

Fhilly's More Fun When You

Slesp Over

Fhilly - You Just CantDo ltin a

Crary

You Should Hear the Stories

Fhilly is More Fun From A to

s

Malwe Wy Philadelphia Your

Fhiladelphia

MNone of the abowve
Don't recall seeing any ads

Don't recall what the ad said

*Multiple answers accepted
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HOW DID YOU FIND OUT?

This summer more visitors report learning about the package on
gophila.com than by any other means. More than half (54%) report

learning about the package online

in some way.

Forty-five percent (45%) of respondents have gophila.com
bookmarked in their web browser.

LEARNING ABOUT THE PACKAGE

Learnad once on the gophila com site

Television advertisement

Cnline (SearchiSearch Engine or Online Advertisement)
Wyord of mouth

Print Advertisement (Billboard, Magazine, Newspaper)
Radio advertisement

Mewspaper or magazine article™

Other

Don't remember/Don't Know

*Not asked in 2004
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PRESS ARTICLES

Fifty-percent (50%) of respondents report visiting gophila.com after reading
a newspaper or magazine article about Philadelphia.

*AAA publications, Philly Magazine and the Philadelphia Inquirer were
the most cited publications by respondents.

DID A MAGAZINE OR NEWSPAPER
ARTICLE ABOUT PHILADELPHIA . ..

o gennincor TN -
onto gophila.com ?

Help you plan
your trip

39%

Prompt you to visit

Philadelphia 30%

18
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WHAT DID THEY DO?
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The vast majority (89%) of respondents report walking to get around the
city, 46% drove, 29% took a taxi, 22% used SEPTA and 5% rode Phlash.

GETTING AROUND WHILE HERE
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ACTIVITY PARTICIPATION

The percentage of respondents who attended a concert or musical
performance increased slightly from 15% to 18% this summer. Visits to
area colleges and universities also increased from 6% to 9% this summer.

Attending a concert of
musical performance

Sesing a professional
sporting event

Taking a neighborhood tour

wWisiting a college or university

Festivals or parades

Attending a play

Mone of the above

ACTIVITY PARTICIPATION
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HISTORICAL SITES

Visitation to historic sites in and around Independence National Historic
Park remained consistent from last summer and remained a top attraction
for hotel package consumers.

HISTORICAL SITES VISITED
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ATTRACTIONS

Attractions around the Benjamin Franklin Parkway saw increases in
visitation this summer from package consumers. Penn’s Landing and the
Independence Visitor Center remained top spots to visit this summer.

Fenn's Landing

Independence “isitar Center

FPhiladelphia Museurm of At

The Franklin Institute
Academy of Matural Sciences
Fairmount Park

Rodin Museum

Philadelphia Zoo

Flease Touch Museum

Adventure Aquariam

Independence Seaport Museurmn
Eastern State Penitentiary

Light= of Liberty

Fennsylvania Acadermy of Fine Arts
Sesame Place

Mone of the above

ATTRACTIONS VISITED
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FOOD FOR THOUGHT

While visitors continue to enjoy some of the older Philadelphia favorites
(cheesesteaks, hoagies, etc.) they are increasingly savoring our fine dining

establishments.

DINING EXPERIENCES

Philly Fawvorites (cheesesteaks, hoagies, soft pretzels,
water ice, etc.)

Fine Dining

Ethnic Dining

Bistro Dining

Hotel Restaurant

Family-friendly Restaurant

Cutdoor Cafe

BEYOB Dining
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SHOP. DON'T STOP

More consumers reported visiting the Reading Terminal Market and
shopping in the Rittenhouse Square area this summer. Visitation to the
King of Prussia Mall by visitors also increased this summer to 13%.

SHOPPING AREAS VISITED

Center City —”fﬂm
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OUTDOOR ACTIVITIES

For the first time, GPTMC asked visitors about their outdoor activities

Walking is by far the most popular activity. (from a closed list)

OUTDOOR ACTIVITIES

Yiallking

Cutdoor concertfmovie
Outdoor art

Swimming
Jogging/Rollerblading
Ficnicking

Mature sightseeing
Observed an outdoor event (boat/bike race/marathon)
Hiling

Golf

Biking

MNone of the above
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GUIDED TOURS

The majority of respondents did not participate in a guided tour of
Philadelphia. This supports findings from GPTMC’s summer focus group
where visitors described wandering on their own. Among the tours most
cited were The Big Bus, Ride the Ducks, and Horse Drawn Carriage Tour.

GUIDED TOURS

Big Bus "Double-Decker" Tour _:I 8%
Ride the Ducks _:I T%
Horse Drawn Carriage Tour _:I 5%
Fhiladelphia Trolley Works Tour _:I 3%
The Constitutional Wwalking Tour of Philadelphia =2%
Ghost Walk 7] 1%
RiverLink Harbor Tours _:I 1%
Chinatown Tour _:I 1%
SuperDucks _:I 1%
Ben 300 YWalking Tour i 0%
Herrs Factary Tour i 0%
Mural Arts Tour i 0%
Poor Richard's Walking Tour lo%
Audio Walk and Tour i 0%
| Glide Tours [(Sedway) i 0%
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NEXT VISIT
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WHEN WILL I SEE YOU AGAIN?

Overall, 78% of respondents plan on returning to Philadelphia within the
next year, with more than a quarter (26%) planning to return in the next
three months.

RETURN VISITATION PLANNING

[0 Not planning a trip to
Philadelphia in the next
year

1 Next 6-12 months

O Next 3-6 months

E Next 3 months

Summer 2004 Winter 2005 Summer 2005 29
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NEXT VISIT PREFERENCE
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More than three quarters (77%) of consumers would prefer staying on a
two-night package with parking during their next visit. Respondents from
this summer were more inclined than respondents from the winter to prefer
a one-night package with parking (14% to 10%,), just in time for the Ben
package.

OVERNIGHT STAY
PREFERENCE FOR NEXT VISIT

O A one-night stay that costs
less, but does not include
parking

1 A two-night hotel package
that costs less, but does not
include parking

O A one-night stay with a good
rate which includes parking

B A two-night hotel package
rate which includes parking

Summer 2004 Winter 2005 Summer 2005
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