






Who Visits?

Thirty-six million domestic travelers visit Greater Philadelphia each year, 
and more than 80% of them are leisure travelers—people who choose to come 
here for fun. Of our leisure travelers, 11.35 million chose to spend the night in the 
region in 2009, a 55% increase from 7.3 million in 1997 when GPTMC fi rst began 
promoting the region as a leisure destination. 

Total domestic visitation to Greater Philadelphia fell about 2% in 2009. 
Nationwide, domestic trips dropped 3% because of the state of the economy.

Note: Visitor volume estimates have changed as a result of a new methodology employed by Longwoods International, 
which more accurately captures visitors to Greater Philadelphia. Estimates for prior years have been adjusted to refl ect this 
change and maintain consistent growth rates year over year.

Segment 2009 2008 % Change

Total Domestic Visitation 36.01 36.72 −1.9%

Overnight Leisure 11.35 11.56 −1.8%

Day Leisure 20.50 20.83 −1.6%

Overnight Business 1.80 1.89 −5.0%

Day Business 2.36 2.44 −3.2%

Category Overnight Visitors Day Visitors

Age 44.4 44.8

Household Income $75K+ 52% 48%

College Degree or Higher 71% 62%

Length of Trip (nights) 3.3 N/A

Length of Stay in Greater Philadelphia (nights) 2.5 N/A

Travel Party Size 2.5 2.6

Traveling with Children Under 18 20% 27%

Longwoods International, Tourism Economics

Longwoods International, Tourism Economics

Domestic Visitation to Greater Philadelphia, 2008-2009
(in millions)

Greater Philadelphia Visitor Demographics, 2009

It’s All About Who You Know
Actually, it’s all about who you market to, 
especially in recessionary times. GPTMC 
identifi ed the Philadelphia region’s 
eight most loyal types of visitors—those 
who will travel in a tough economy—and 
we’re focusing our marketing efforts on 
these groups.

1. Returning Visitors: 60% of overnight 
visitors tell us they’ve been here before, 
and these people plan different trips 
than fi rst-timers. (GPTMC surveys)

2. Families Educating Children: In 
January 2010, 80% of households 
with children reported traveling in the 
previous year. (TNS Travel & Transport)

3. Visiting Friends and Relatives (VFR):
Nearly one-third of overnight VFR visitors 
stay in a hotel. (Longwoods International)

4. Affl uent Travelers: For Americans who 
want upscale vacations, Philadelphia’s 
premier arts, dining and cultural scenes 
make it a perfect alternative to a costly 
European trip.

5. GLBT Travelers: Philadelphia now ranks 
as the #11 destination for GLBT travel, after 
not appearing on the top 20 list a decade 
ago. (Community Marketing, Inc.)

6. Festival- and Event-Goers: Festivals 
and special events—Mummers Parade, 
Philadelphia International Flower Show, 
Philly Beer Week, Wawa Welcome America! 
and West Oak Lane Jazz and Arts Festival, to 
name some of the favorites—keep people 
traveling for the things they love to do.

7. Those Planning Weekend Getaways: 
With shorter trips and more weekend 
“staycations” the norm, Saturday was the 
busiest hotel night of the week in 2009 for 
the sixth straight year. (Smith Travel Research)

8. Younger, Tech-Savvy African-American 
Travelers: GPTMC’s new Philly 360°® 
campaign builds on our years of successful 
African-American marketing efforts.Penn’s Landing
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Leisure Business

Total % Change Total % Change

2006 1.49 billion 0.6% 509 million −0.2%

2007 1.51 billion 1.2% 494 million −2.8%

2008 1.50 billion −0.4% 461 million −6.7%

2009 1.47 billion −2.0% 433 million −6.2%

2010* 1.50 billion 1.9% 444 million 2.5%

2011* 1.54 billion 2.7% 460 million 3.7%

2012* 1.58 billion 2.4% 467 million 1.6%

2013* 1.60 billion 1.5% 473 million 1.3%

Domestic Travel Forecast

Research Counts
Check out GPTMC’s research reports, 
hotel stats and visitor surveys—
all downloadable for free—
at visitphilly.com/research. 
Here’s a look at what you’ll fi nd:

• Monthly Hospitality Snapshot: 
GPTMC, the Greater Philadelphia Hotel 
Association and the Philadelphia 
Convention & Visitors Bureau jointly 
sponsor PKF Consulting’s Snapshot, 
which summarizes hotel and attraction 
data for our region and for competitive 
destinations.

• Seasonal Hotel Surveys: For more 
than five years, GPTMC has surveyed 
visitors who make their hotel reservations 
on visitphilly.com to find out what they 
did on their trip, how much they spent 
and whether they intend to return to 
Philadelphia again and why.

• Visitor Demographics: GPTMC uses 
the syndicated Travel USA® survey from 
Longwoods International to determine 
who is visiting the Philadelphia region.

Where Do They Come From?
Greater Philadelphia’s location within a driving distance of several major population centers is a big advantage at a time 
when travelers are looking for value.

Domestic Overnight Visitors to Greater Philadelphia by Region, 2009 
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U.S. Travel Association, Tourism Economics
*Projected

Looking Ahead
Nationally, domestic travel fell in 2009 for the second consecutive year, 
according to the U.S. Travel Association.
• Leisure trips fell 2% to 1.47 billion.
 • Business trips fell 6.2% to 433 million.

For 2010, the U.S. Travel Association projects growth in both the business and 
leisure segments. This growth is expected to continue through 2013, with each 
segment increasing 1% to 4% each year.
 • Leisure trips are expected to return to the peak levels of 2007 by 2011, spurring 
further growth.

• Business trips are expected to remain below 2006 levels even after several 
years of growth.
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Where Do Visitors Stay?

Each year, more and more people choose to make Philadelphia the destination for their vacation, getaway weekend or special event. 
While planning their trips, they have many top-quality accommodations from which to choose—marquee hotels, boutique properties, 
pocketbook-friendly chains, eco-friendly options or bed and breakfasts—in order to make their stays in Philadelphia comfortable and 
enjoyable. Visitors also have hundreds of special packages to consider—many of which GPTMC has developed in partnership with the 
regional hotel community and popular attractions, seasonal events and blockbuster exhibitions.

2009 Hotel Overview
2009 was a diffi cult year for the hospitality industry, with challenging economic conditions contributing to declining occupancy and 
falling hotel rates.
 • Occupancy in Philadelphia held up better than the national average, falling 5% regionally and 3% in Center City compared to
9% nationwide.

• Rates in Philadelphia dropped a bit more than the national average, falling 12% regionally and 11% in Center City compared to 
9% nationwide. Rates in Greater Philadelphia remain well above the national average.

Occupancy Average Daily Rate (ADR) Revenue Per Available Room 
(RevPAR)

2009 2008 % Change 2009 2008 % Change 2009 2008 % Change

National 55% 60% −9% $98 $107 −9% $54 $64 −17%

Five-County Region 63% 66% −5% $119 $134 −11% $74 $88 −15%

Center City 68% 71% −3% $152 $174 −13% $104 $123 −15%

Smith Travel Research, PKF Consulting (Center City)

Philadelphia and National Hotel Performance, 2008-2009

Dear Philadelphia,
What I love most about you is how you’ve taken care of our men and women in uniform. From 
the Army-Navy Game to the discounts at hotels and restaurants for our brave soldiers, you have 
provided smiles and fond memories to many. 
With Love,
Joe Brooks, president and COO, USO of Pennsylvania and Southern New Jersey
XOXO

The Rittenhouse Hotel
Greater Philadelphia Hotel Association Representatives
From left to right: Ed Grose, executive director; Rick Staub, second vice president; Allan Darnel, treasurer; 
Julie Coker, fi rst vice president; A.J. Williams, secretary; Jim Gratton, president
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Segment 2009 2008 % Change

Commercial 887,000 883,000 0.5%

Individual Leisure 735,000 714,000 2.9%

Group Leisure 284,000 283,000 0.4%

Convention Center-Related 303,000 316,000 −4.1%

Group Business: 
Non-Convention Center 348,000 400,000 −13.0%

Total Demand 2,557,000 2,595,000 −1.5%

Supply Demand Occupancy ADR RevPAR

National 2.0% 1.4% −0.7% 2.8% 2.1%

Center City 3.6% 3.5% −0.1% 2.7% 2.6%

PKF Consulting

Source: PKF Consulting

Smith Travel Research, PKF Consulting (Center City)

Center City Philadelphia Hotel Market Mix, 
2008-2009

20-Year Average Annual Hotel Growth, National and Center City Philadelphia

Hotel Market Mix
While the total number of occupied rooms fell 1.5% in Center City in 2009, the leisure segment continued to grow. Individual and 
group leisure travelers combined to fi ll more than one million hotel rooms in 2009, accounting for 40% of total demand. In 2009:
 • Individual leisure travelers filled 735,000 room nights, an increase of 3% from 2008.
• Group leisure, including social events like weddings, family reunions and graduation parties, held steady, filling 284,000 room nights.

Center City Hotel Market Mix, 2009
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Long-Term Growth
Despite a diffi cult year in 2009, the Center City hotel market has shown above-average growth over the past two decades.
• Room supply and room demand have grown nearly twice as fast as the national average.
 • Rates have gone up nearly 3% a year—in line with the national average.

Dear Philadelphia,
What I love most about you is that you have something for everyone in the family—great 
shopping (tax free!), sports, excellent food, museums and history. And the best part: We can do 
it all without getting in a car. 
With Love,
Peggy Trott, general manager, Hotel Palomar Philadelphia
XOXO
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What’s the Impact?

The tourists who fi ll our attractions, restaurants, shops and streets are an essential part of the Philadelphia region’s economy. 
Each day, visitor spending generates $22 million in economic impact for the region, supporting local businesses, creating jobs and 
generating tax revenue.

Visitor spending in Greater Philadelphia fell 13% in 2009; nationwide, it dropped 9%. This decline was the result of a combination of 
factors, including the reduced number of travelers, lower prices throughout the industry and more frugal spending habits of travelers.

In 2009, the Greater Philadelphia tourism industry generated:
• $8.2 billion in economic impact
 • $1.2 billion in federal, state and local taxes
 • 83,664 jobs (5% of all jobs in region)
 • $2.6 billion in wages

Tourism Economic Impact by County, 2009

Category Bucks Chester Delaware Montgomery Philadelphia Total

Economic Impact $763 million $797 million $674 million $1.32 billion $4.61 billion $8.16 billion

Taxes Generated $109 million $112 million $93 million $185 million $715 million $1.21 billion

Jobs Supported 11,443 9,038 9,142 17,443 36,598 83,664

Wages Generated $249 million $250 million $227 million $453 million $1.43 billion $2.61 billion

Tourism Economics

Tourism Economics

Morris Arboretum

Dear Philadelphia,
What I love most about you is your spirit of can-do and collaboration—from the Founding Fathers 
to the Phillies to the � ne arts, you’re a city that has always made an impact. Although you’re known 
around the world for a spirit of independence, your secret strength is in the power of partnerships. 
With Love,
Gail Harrity, president and COO, Philadelphia Museum of Art
XOXO

Tourism Benefi ts Regional Residents
Every day, visitor spending in Greater Philadelphia’s restaurants, shops and hotels generates $22 million. But the impact of tourism 
on our regional economy does not end there. When tourists spend here, the money stays here: Area businesses purchase more goods, 
provide more services and, most importantly, hire more employees. More than 83,000 Greater Philadelphia jobs were supported by 

tourist spending in 2009, ranging from frontline staff to executive 
positions. Tourist spending sustains jobs in expected sectors, 
like lodging and transportation, and makes its way to unexpected 
ones, like fi nance, real estate and business services.

In addition, the restaurants, stores and attractions supported 
by visitor dollars are the same places residents love to eat, shop 
and play. No building in Greater Philadelphia has a “Visitors 
Only” sign on it—all of the arts, culture and dining that make 
Philadelphia a vibrant tourist destination make it a great place 
to live as well. Philadelphia residents have been at the center 
of Philadelphia’s rise as a tourism destination over the past 
decade. When locals invite their friends and family to join in the
fun, everybody wins!
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According to the Press

“Visitors to Philadelphia need not limit their interests to Ben 
Franklin and the Liberty Bell. There are a host of outdoor 
adventures as well, from kayaking and biking in the city to a zipline 
tree canopy tour nearby.” – Associated Press, August 3, 2009

“The tranquil natural beauty of the Valley Forge area and 
Montgomery County make them a prime site for all types of 
recreational activities, everything from biking and horseback 
riding to fi shing and golfi ng.” – Richmond Times-Dispatch 
(circulation: 178,823), March 7, 2010

– The Philadelphia Inquirer (circulation: 333,086), October 24, 2009

“South Philly, long a mostly Italian neighborhood, now boasts 
an impressive array of small Asian restaurants, taquerias and 
gastropubs in the Italian Market neighborhood along Ninth Street 
near Washington Avenue. You can easily have a hoagie for lunch, 
sample some imported cheese in the afternoon, grab some pad 
Thai for dinner and tres leches cake for dessert -- and not spend 
more than $20.” – USA Today from Associated Press (circulation: 
1,900,116), February 10, 2009

“Philadelphia’s evolution from day trip to destination city is 
such that you can spend a long weekend there without visiting 
any 18th-century sites, and not even miss them.”
– The New York Times (circulation: 1,000,665), May 10, 2009

“With its abundance of BYOB restaurants, trailblazing chefs 
and thrilling interiors … Philadelphia rivals Washington when it 
comes to matters of taste.” – The Washington Post (circulation: 
665,383), May 24, 2009

“Philadelphia is another of my favorite art towns. You’ve got the 
institutions along the Benjamin Franklin Parkway, including the 
Philadelphia Museum of Art … And for contemporary art, just 
drive down any street and lay your eyes on the various expanses 
of building walls: Philly has one of the biggest collections 
of urban murals in the country.” – New Jersey’s The Record 
(circulation: 364,827), February 7, 2010

“Find local life and the pursuit of happiness in the indie-
loving Northern Liberties neighborhood. Northern Liberties, 
a Philadelphia neighborhood north of Center City along the 
Delaware River, has been touted as ‘emerging’ for more than a 
decade, but it fi nally seems to have arrived.” 
– National Geographic Traveler (circulation: 727,551), 
September 2009

“By trip’s end, two things are certain: you won’t leave Philly 
hungry, and you’ll have a whole new appreciation for the Cradle 
of Liberty!” – Bust (circulation: 93,500), April/May 2010
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“The City of Brotherly Love boasts a huge crop of emerging 
microbreweries, an upsurge in beer-focused events, and 
a strong brewing tradition dating to before founding beer 
godfather Ben Franklin and the Revolutionary War. But what 
earns Philly its status as one of the country’s best beer cities is 
its abundance of truly world-class micro-pilsners.” 
– Men’s Journal (circulation: 1,866,231), October 2009

“Your kids learn about our nation’s past in school, but 
they’ll be more impressed after visiting Independence 
Hall, birthplace of both the Constitution and Declaration of 
Independence. This historic city helps bring the American 
Revolution to life (gophila.com).” – Parents 
(circulation: 2,208,135), September 2009

“There is a particularly Philadelphian brand of hardy, low-budget, 
do-it-yourself, do-it-for-love creativeness evident in art and art 
spaces across the city. It is a climate that, as new as it sometimes 
feels, has been embodied and nurtured for decades … ” 
– The New York Times (circulation: 927,851), August 28, 2009

“Summer vacation with the kids just got a lot more delicious: 
The City of Brotherly Love has become an urban culinary mecca, 
with good eating as much of a draw as the Liberty Bell, the 
Rocky Balboa statue, and the diverse culture. Yes, there are 
the classic cheesesteaks and soft pretzels, but Philadelphia 
also boasts standout craft beers and a spate of gastropubs and 
restaurants.” – Bon Appétit (circulation: 1,426,992), July 2009

“Every city has its lesser-known treasures like the Mutter, 
and as I found in Philadelphia, it pays to seek them out. You’ll 
not only discover unique sights, but you’ll gain insight into 
the local culture, and maybe even meet some of the area’s 
more colorful fi gures.” – Minneapolis-St. Paul’s Star Tribune 
(circulation: 570,443), June 14, 2009

New York Daily News
“Little wonder so many New Yorkers regard Philadelphia as a home 
away from home. The lively streets, leafy public squares, gourmet 
restaurants and lively arts scene make it (almost) as cool and 
exciting as our own fair city. Factor in its history as the nation’s fi rst 
capital and Philly makes the perfect ultra-accessible getaway.” 
– New York Daily News (circulation: 644,766), June 14, 2009

Woman’s World 
“In every season, Philadelphia will stir your patriotic soul as you 
follow in the footsteps of our founding fathers… But don’t be fooled 
by the stopped-in-time look: Philadelphia buzzes with 21st-century 
energy.” – Woman’s World (circulation: 1,387,414), April 13, 2009

“Philly is a city with history to burn, where it is possible to eat 
just as well as in New York for a fraction of the price; where 
museums overfl ow with fascinating (and relatively un-crowded) 
exhibits; with many of the same shops that crowd the streets 
of Chelsea and SoHo; and where getting around, by foot or by 
cab, is a cinch.” – Toronto’s The Globe & Mail 
(circulation: 143,372), April 25, 2009

“Philadelphia was born to be a walking city. Four centuries of 
architecture spread themselves out in a wide swath of blocks 
between two rivers, and because original city planners such as 
William Penn set out to build a ‘green country towne,’ fi ve of the 
major squares are city parks.” – forbestraveler.com 
(unique visitors per month: 395,092) October 5, 2009

New York Newsday
“From hipster havens packed with trendy galleries and 
downtown shopping to distinctive communities that retain 
the city’s classic traditions (Mummers, anyone?), Philadelphia 
has a neighborhood for every taste.” – New York Newsday 
(circulation: 1,703,421), November 12, 2009
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“Instead of fl ying to Las Vegas, hop in the car and explore a nearby 
city. Try Savannah; Portland, Oregon; or, for East Coasters, we love 
Philadelphia!” – Glamour  (circulation: 2,290,452), July 2009

“Plus there’s the Philadelphia Art Museum, the Philadelphia 
Zoo, the oldest in the country, and — oh my, I’ve got to get back 
to Philadelphia soon.” – New Haven Register 
(circulation: 83,064), June 28, 2009

“Still in its infancy, the 2nd Annual Roots Picnic solidifi ed itself 
as a contender for Best Summer Music festival with a lineup 
that was so jam-packed, organizers may want to consider 
spreading out next year’s event over two days instead of one.” 
– vibe.com (unique visitors per month: 320,261), June 8, 2009

Shape 
“We love a city that makes it easy to get outside and exercise. 
In addition to the 300 miles of bike paths in and around 
Philadelphia, you’ll also fi nd running trails, water sports, 
athletic groups, and a hot restaurant scene (so you can fuel up 
before and after).” – Shape (circulation: 1,703,421), June 2009

“A weekend of discovery is only two hours away. Families will fi nd 
a lot to do in Philadelphia. In addition to its great parks and zoo, 
the nation’s fi rst, Philadelphia is full of museums.” 
– New York Resident (circulation: 250,000), May 1, 2009

 “Philadelphia is a powerhouse destination in its own right, buoyed 
by new hotel and restaurant openings and a hot gallery scene.” 
– bing.com/travel (unique visitors per month: 49.3 million), 
December 30, 2009

HOME Miami 
“Philadelphia’s proud design history goes back to when the city’s 
artisans turned out the fi nest silver and formal furniture in the 
colonies, plus its subsequent century as a textile powerhouse. 
Things have not let up.” – HOME Miami (circulation: 110,000), 
October/November 2009

 “Over the last fi ve years, and despite the current economic 
depression, Philadelphia has managed to cultivate its very own 
fashion community, rich in both retail and design.” 
– The Philadelphia Inquirer
(circulation: 361,480), January 20, 2010

“Philadelphia has always been a hotspot for the creative, a place 
where artists, innovators and creative types are born and bloom.” 
– Philadelphia Weekly (circulation: 100,326), February 17-23, 2010

“On every kid’s to-do list: a visit to the city zoo to meet the baby 
orangutan, riding the carousel and spending hours at the city’s 
new Please Touch Museum, and a round of Philly-themed mini-
golf at renovated Franklin Square.” – US Airways Magazine 
(circulation: 340,894), January 1, 2010

Baltimore 
“Though barely a stone’s throw from the metropolitan hub 
of Philadelphia and not far from Baltimore, the Brandywine 
River Valley, which stretches from Chester County, PA, south 
to Wilmington, DE, is a cornucopia of museums and lush 
gardens.” – Baltimore (circulation: 53,151), March 2010

“Philadelphia is a national treasure for the entire family.” 
– Mark Orwoll from Travel + Leisure on CNN Saturday Morning 
(Nielsen Net Rating: 611,227), August 29, 2009
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KYW supports GPTMC in its efforts to 
creatively market Greater Philadelphia as not only 

a vibrant tourist destination, but a special place that 
warmly welcomes you back when you’ve been away.

Just remember, it’s easy to stay in touch with Philadelphia 
through KYW Newsradio, no matter where you are.

1060 AM • KYW1060.com • KYW HD on WYSP HD 2

Stay in the know with 
things to do, what to 

see and where to eat at 
hearPHILLY.com

Become a KYW fan 
on Facebook at 

facebook.com/KYW

Follow KYW on Twitter at 
twitter.com/kywnewsradio

Listen to KYW’s live stream, 
join the KYW1060 Insider 
Club, sign up for breaking 

news alerts and much more 
at KYW1060.com 


