Winter 2007-08
Hotel Visitors

Report on Survey Findings

May 2008



CONTENTS
"

Greater \ggUWMHRGEIRY Tourism Marketing
gophila.com

m Background & Methodology

m Demographics & Trip Characteristics
m Marketing Impact

m Visitor Experience

m Gophila.com Hotel Offers

m Key Insights



BACKGROUND
"

m  The winter 2007-08 hotel survey report covers the period from November
15, 2007 to March 30, 2008, which is referred to as the winter 2007-08 hotel
season. During that time, 2,760 hotel reservations made on gophila.com
were consumed, totaling 4,438 room nights and $721,148 in revenue, for an
ADR of $162.49

ADR for Center City hotels, which comprise 95% of gophila.com reservations,
was $159 during this time period
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m The following hotel offers were available during this time:
Individual room nights
Philly Overnight Package
Holidays Hotel promotion (available Nov 21-Jan 9)
Frida Kahlo Hotel Package (dates MS)
Renoir Hotel Package (dates MS)
Philly Like a Local Hotel Package
Philadelphia Freedom Hotel Package

m Hotel rooms sold on gophila.com represent about 2% of 700,000 annual
leisure hotel rooms sold in Center City. Survey findings are specific to
gophila.com hotel visitors, and cannot be assumed to represent all leisure
hotel visitors to Greater Philadelphia.



METHODOLOGY
" J

m GPTMC mailed a survey invitation to all winter hotel visitors who booked
their stay through gophila.com.

m A total of 2,668 invitations were sent out, with 622 completed surveys for a
response rate of 23.3%.

m As an incentive, respondents were offered the chance to win a $300
American Express Gift Cheque.

m The error rate for survey findings is +/- 3.9% at 95% confidence.

m Percentages appearing on bars are rounded, which may lead to bars of
different length with the same label and graphs in which labels do not total
100%.

m  Questions as they appeared in the survey are listed below each graph.

m This is the 8% consecutive season that GPTMC has conducted a survey of
hotel visitors. Each of the previous reports, along with other GPTMC
research, is available for download at gophila.com/research. This report
ICOmeO%reS findings from winter 07-08 and winter 06-07 unless otherwise
abeled.
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Demographics and
Trip Characteristics




HOTEL VISITOR

DEMOGRAPHICS
" J
m Visitors to Greater Philadelphia in winter 2007-08 were slightly

younger than in winter 2006-07, while maintaining an average
annual household income of over $110,000.
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Winter 2007-08

Winter 2006-07

Average Age

43.3 years

45.7 years

Average Household Income

$110,798

$110,495

Gender 60% female 56% female
Race
Caucasian 88% 87%
African-American 6% 6%
Asian-American 3% 3%

Hispanic/Latino

2%

1%

Other

1%

3%




TRIP

CHARACTERISTICS
" A
m Party size increased in winter 07-08 from the previous winter, while length
of stay decline slightly. 61% of winter 2007-08 visitors reported having
previously visited Greater Philadelphia for an overnight stay in the past
three years.
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Winter 2007-08

Winter 2006-07

Party Size 2.57 people 2.35 people
Length of Stay 1.72 nights 1.87 nights
Repeat Visitors (past 3 years) 61% n/a

Location of Hotel Stay

95% downtown

96% downtown

Mode of Arrival

Car 87% 90%
Train 5% 6%
Plane 5% 3%
Other 3% 1%




HOTEL STAY
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m Just over half of survey (52%) of survey respondents booked the Philly
Overnight Package, while individual room nights were actually the most
popular offer booked on gophila.com during the winter 2007-08 season.

Philly Overnight Hotel Package

Individual room night(s)

Holiday Hotel Promotion ($50 off)

Frida Kahlo or Renoir Hotel Package

3%
1%

5l

1%

Philadelphia Freedom Hotel Package 0%

Philly Like A Local Hotel Package

0%

0%

14%

26%

52%
34%

30%
40%

0%

10%

20%

30% 40% 50%

60%

B Suwey
Respondents

m All Bookings

Q: Please tell us which of the following describes the hotel stay you booked most recently on gophila.com:

gophila.com




DEMOGRAPHICS BY
BOOKING TYPE
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m Visitor demographics varied significantly by package booked. For example,
the holidays promotional offer on average drew younger visitors with a high
Intent to return for shorter trips.

Visitor Demographics by Gophila.com Hotel Offer

Philly Overnight Holidays Individual Room
Demographic Package Promotion Nights
Sample 321 86 188
Age 44.3 years 38.5 years 43.1 years
Annual Household Income $114,215 $105,357 $105,767
Repeat Visitors (past 3 years) 65% 64% 55%
Intent to Return (next year) 75% 87% 74%
Length of Stay 1.9 nights 1.5 nights 1.6 nights
Party Size 2.5 people 2.2 people 2.5 people
Total Trip Spending $869 $788 $788
Hotel Spend (per night) $190 $226* $205
DMA
Philadelphia 28% 33% 29%
New York 22% 20% 20%
Washington 6% 8% 8%
Harrisburg 9% 5% 9%
Baltimore 6% 0% 3%
Other 29% 34% 31%

* $50 promotion cost was added on to spending to estimate the rate the hotel received



GEOGRAPHY
- _

Visitors from “other markets” outside of GPTMC'’s traditional targets
comprised nearly 30% off all bookings in winter 07-08, up from just 21% in

winter 06-07. Survey respondents matched very closely geographically with
all bookers on gophila.com during the winter season.

28%
Philadelphia DMA 31%
35%

21%
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New York DMA 22%
22%
| Suney
Respondents
Harrisburg DMA 7% P
9% m All Bookings
Winter 2007-08
7% O All Bookings
A 0,
Washington D.C. DMA 8% | Winter 2006-07

Baltimore DMA

31%
Other Markets

0% 10% 20% 30% 40%

Q: Please tell us your home zip code: 10



Marketing Impact




LEARNING ABOUT

GOPHILA.COM
" J
m  When visitors were asked how they first learned about gophila.com, search
engines were once again the top source (42%). Many visitors (37%) also

learned through a variety of advertising tactics (TV, Online, Print, Radio and
Outdoor billboards/banners).
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0,
Online search/Search engine 42%

0,
Advertising Tactics (net) 37%

[V
Television advertisement 14%

0,
Online advertisement 13%

Word of mouth

) i m Winter 2007-08
New spaper or magazine article

Print advertisement: magazine or
new spaper

m Summer 2007

Radio advertisement

QOutdoor billboard or banner

Don't remember/Don’'t know

Other

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

Q: How did you learn first learn about gophila.com? 12



PUBLIC RELATIONS
IMPACT
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" J
m 60% of visitors said that reading and article about Philadelphia caused them

to seek more information about visiting. Articles were slightly less effective
In created interest in visiting than they had been in the summer.

Got you to log on to gophila.com

Helped you plan your trip

m Winter 2007-08

m Summer 2007

Got you interested in visiting Philadelphia

40%
None of the above

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Q: Reading a magazine, newspaper or internet article about Philadelphia... 13



Visitor Experience




PURPOSE OF VISIT
"

m A getaway with a spouse/partner was the top purpose of stay for visitors

(39%), ahead of attending an event and a getaway with friends. Purpose of

visit was asked slightly differently in previous years, with “general getaway”
as the overwhelming top response.
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) 39%
Agetaway with a spouse/partner*

Attend a performance, exhibition or 16%
sporting event

15%
Agetaway with friend(s)* 0

B Winter 2007-08
8%

Visit friends or family

o Winter 2006-07
. . . 6%
Business, meeting or convention
0,
Other* 16%
T T T T
* Not asked in winter 2006-07 0% 10% 20% 30% 40% 50%

Q: What was the primary purpose of your stay in Philadelphia? 15



ACTIVITY
PARTICIPATION
"
m Visitors were split relatively evenly between the most popular activities,
such as concerts, guided neighborhood tours, and festivals/parades.
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) 10%
Concert or musical performance

9%
Guided neighborhood tour

|

. 8%
Festival or parade

m Winter 2007-08

6% . ]
Visiting a college or university > O Winter 2006-07

|

) ) 6%
Professional sporting event

|

5%
Attending a play

|

0% 10% 20%

Q: Did you participate in any of the following activities during your hotel stay? 16



ATT RACT I O N S V I S I T E DGrcater (allPa R IRY Tourism Marketing
" J

gophila.com
m The Liberty Bell and Independence Hall resumed their traditional place as
the most popular attractions among hotel visitors. The Franklin Institute
was most popular in winter 06-07 due to the blockbuster King Tut exhibition.

0,
Liberty Bell 32%

independence Hall — 32%

27%

Reading Terminal Market*

The Franklin Institute 23%

Philadelphia Museum of Art ﬁ 23% @ Winter 2007-08
Penn's Landing _ 20% O Winter 2006-07
Franklin Square _ 17%
Betsy Ross House ﬁ 15%
National Constitution Center —1_3(‘%

Christ Church and Burial Ground* _ 12%

0% 10% 20% 30% 40% 50%

* Not asked in winter 2006-07

Q: On your most recent trip to Philadelphia, which attractions and museums did you visit? 17



ATTRACTIONS VISITED
(Con’t)
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m  Over one quarter (26%) of respondents visited an attraction or museum not

listed, while 18% reported visiting no attraction at all, up slightly from winter
06-07.

The Academy of Natural Sciences

The Kimmel Center

Sports Complex

U.S. Mint

Fairmount Park m Winter 2007-08

Mutter Museum 0O Winter 2006-07

Independence Seaport Museum

Philadelphia Zoo

0,
Other Attraction or Museum 26%

None of the above _ 18%

[
0% 10% 20% 30% 40% 50%

Q: On your most recent trip to Philadelphia, which attractions and museums did you visit? 18



VISITOR SPENDING
"
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Visitor spending declined slightly in Winter 2007-08 to $976 per party travel per 2
nights. This decline was due primarily to a decrease in hotel rate since the past two
surveys, which included many bookers of the more expensive King Tut VIP package.

$1,200 -

$1,000 -

$800 -

$600 -

$400 -

$200 +

$0 -

$997 $1,009
$949 $976
$895 5151 5180
5149 BL77)
5156
$722 $164 $151]
$678 $710 $167] 5157]
5122 5134 $142
$130
$278 5266
$160 5168 5263
5148 $327 5264
$237
$404 $413
5307|5332 P
$191
Summer Winter Summer Winter Summer Winter Summer Winter
2004 2004-05 2005 2005-06 2006 2006-07 2007 2007-08

O Other
Spending

O Shopping
Spending

@ Dining
Spending

B Hotel Spending

Spending is
calculated per
party per two
night visit

Q: Please estimate for your party the total you spent during this trip in Philadelphia on... 19



DINING EXPERIENCE
"

m  The majority of visitors (59%) reported that dining experiences were an

important part of their trip, but just 11% cited them as their main reason for
visiting Philadelphia.
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. . Main reason for visiting
Didn't concentrate on dining and Philadelphia, 11%

food during trip, 31%

Important part of our trip, but not the
main reason, 59%

Q: Please choose the statement that best describes your dining experiences during your stay: 20



INTENT TO RETURN
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Intent to return to Philadelphia within the next year is up slightly from winter
06-07, with 77% of visitors planning another trip within the next year, and
27% within the next three months.

100% -

80% -

m Not planning a trip to
Philadelphia in the
next year

m Next 6-12 months
60%

0O Next 3-6 months

40% -
B Next 3 months

20% -

0% -

Winter 2007-08 Winter 2006-07

Q: Are you planning a trip to Philadelphia in the coming year? 21



REASON TO VISIT
"

m  When asked what reason they would give others to visit Greater

Philadelphia, visitors continue to overwhelmingly choose “so much to do”
(44%) over specific attributes like history, museums or restaurants.

44%
Because there's 5o much to do — b
19%
For the history _ 6
10%
For the museums and culture

9% B Winter 2007-08

For the restaurants and nightlife
@ Winter 2006-07

. 7%
Because it's so fun
Because it's easy to get here and get 6%
around
4%
Other

0% 10% 20% 30% 40% 50%
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Q: If you could offer people you meet one reason they should visit Greater Philadelphia, what would that
reason be? 22



Gophila.com
Hotel Offers




BOOKING ROOMS ON
GOPHILA.COM
"
m  Among visitors booking individual room nights on gophila.com, price was

the reason most frequently cited (39%), just ahead of ease and
convenience (38%), which was the top choice in winter 06-07.

39%
Price

38%
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Ease and convenience

m Winter 2007-08

0O Winter 2006-07

18%

Specific Hotel/specific dates available

6%
Other

0% 10% 20% 30% 40% 50%

Q: Why did you choose to book on gophila.com? 24



HOLIDAYS HOTEL

PROMOTION

"
m  The majority (58%) of visitors who booked the Holidays promotional offer

said they would have come to Philadelphia even without the discount- just
19% said they definitely would not have come without it.

No, I w ould have come anyw ay

Maybe, 'mnot sure if |w ould have come
w ithout it

Yes, |would not have come w ithout it
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19%

23%

58%

0% 10% 20%

60%

70%

Q: Was the Holiday Promotion with the $50 gift your main reason for coming to Philadelphia? 25



PHILLY OVERNIGHT
PACKAGE VALUE
" A
m  The Philly Overnight package was rated as a “terrific” or “good” value by
80% of visitors who booked it, with just 5% calling it “expensive.”
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Expensive for what you got, 5%

So-so value, 15% Terrific value, 29%

Good value, 51%

Q: Would you say the Philly Overnight package was a... 26



MID WEEK STAY
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m  When asked what kind of offer would inspire a mid-week hotel visit,
respondents most frequently chose a good value or rate (40%). 31% of
respondents said they were not likely to come mid-week at all.

Good hotel value or rate

Not likely to come at all

Special show or performance

Great dining experience

Other

2%

|

9%

17%

31%

40%

0%

10%

40% 50%

Q: Which of the following offers would lead you to book a mid-week hotel stay? 27



HOTEL PACKAGE
AMENITIES

Greater \ggUWMHRGEIRY Tourism Marketing

gophila.com

m  When asked about potential hotel package offers, respondents chose free
parking as the top added value item (39%), ahead of a gift card and a gas
card.

Free parking 39%

$50 Gift card 25%

$50 Gas card 21%

Free breakfast for two 11%

Other 4%

g]

10% 20% 30% 40% 50%

Q: Which of the following would you prefer? 28



KEY INSIGHTS
"

m More visitors are coming to Philadelphia from outside of
our traditional drive markets
29% in Winter 2007-08, 21% in Winter 2006-07

m Hotel visitors came for a general getaway this winter

rather than for a specific event
39% for getaway with spouse/partner, 15% for getaway with friends
55% chose “none of the above” for activities

m Value added packaging is important for selling rooms,
but the destination is as important as the discount

Free parking is preferred over $50 gift card or gas card

58% of Holidays promotion bookers “would have come anyway” without
the discounted offer
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