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11 consecutive months of travel spending expanding

US Travel Indicators
July 2023



US air travel is holding
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Airfares remain below long-term prices

Average domestic airfare

Note: Graph is based on Consumer Price Index measure of airfares, set to level of average airfare based on Bureau of Transportation Statistics average 
domestic airfare in 2005. Most recent data point is 2023 Q2
Source: BLS; BTS; Tourism Economics
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• Airfares in June were 21% 
below May 2022 peak.



But we are starting to see signs of weakness



PA travel spending tracking closely to national average

Source: Tourism Economics
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Philadelphia room demand approaching 2019 levels
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2023 YTD +14% 
ahead of 2022



Philadelphia room rates have remained strong
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And room revenue pacing close to 2019  
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Philadelphia airport activity nearly back to 100%
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2023 YTD +15% 
ahead of 2022



WHERE DO WE GO FROM HERE?



Unemployment remains historically low



Yet, consumers are feeling (tempered) unease



The culprit? Inflation

Prices in August were 3.7% 
higher than a year earlier

Core prices were 4.3% 
higher



Inflation has taken a bite out of disposable income

Personal income
Index (January 2020=100)

Note: Disposable personal income, seasonally adjusted. Most recent data point is April 2023.
Source: BEA; Tourism Economics
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Housing market slammed by higher interest rates



And households are taking on some debt
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Saving rate historically low and falling again



Payments of student loans surged, and will eat into excess savings



Tighter credit conditions will take a toll on the economy 

Expect a squeeze on lending 
standards that constrains 
consumer spending.



Manufacturing is on a weak footing 

25
Source: Oxford Economics/Haver Analytics



Likely recession in late 2023

Mitigators

1. There are no glaring 
balance sheet imbalances 

2. Labor market impacts will 
be modest



Household balance sheets remain strong



Labor markets remain tight

Unemployment rate will 
only reach 5.1% in 2024



“Air travel demand is strong and the consumer 

is in good financial shape, particularly the 

premium consumer base that we target.”

Delta 2023Q2 earnings call



What have the last three “normal” recessions looked like?
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Leisure Travel



Post-pandemic. Bounce back to normal?



Consumer spending is not “normal”

US retail sales
$, bns



“Macroeconomic weakness is being offset with 

the countertrend of consumer spending 

continuing to rebalance back to services.”

United Airlines, 2023Q1 earnings call



“The consumer is generally holding 

up well and our forward bookings 

remain solid.”

Marriott 2023Q2 earnings call



Travelers are shrugging off inflation
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Excess savings are buffer

“Travel demand remains 

strong in what appears to 

be a more structural post-

pandemic environment of 

people prioritizing travel 

above most other 

categories of spend."

Expedia, 2023Q1 earnings call



Slippage evident among lower income earners (MMGY)



Business 
Travel



We have leapt ahead to a new way of working

34% of travelers plan to travel as 
they work remotely.

Longwoods International

28%



Most fully remote workers meet with colleagues in person

58% of fully remote workers meet their 
colleagues in person at least quarterly

Do you ever meet with your coworkers in person?
Sample: Workers who were fully remote last week

Note: June 5, 2023 research release. Source: Barrero, Jose Maria, Nicholas Bloom, and Steven J. Davis, 2021. “Why 
working from home will stick,” National Bureau of Economic Research Working Paper 28731. www.wfhresearch.com
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Business travelers expect to take more trips in the next 6 months



“As we look to the back half of the year, we expect 

continued strength driven by recovery in international 

markets, business transient and group demand.”

Hilton, 2023Q2 earnings call



Group

Travel



Group bookings have gained traction in 2023



More than ½ of meeting planners remain optimistic about the future

Omicron

Recession fears



Major markets are back in popular demand



International 
Travel



Outbound recovery is well ahead of inbound

82%

115%

0%

20%

40%

60%

80%

100%

120%

140%

Jan-20 Jan-21 Jan-22 Jan-23

Inbound and Outbound Travel Spending
Millions of dollars, seasonally adjusted

Inbound Outbound



The rightsizing of this will boost the US industry

$47 billion difference between 
2019 and 2023 at current 
performance rates

Implies 38 million room nights

(2.9% of 2023 room demand)
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International inbound is gaining momentum
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““International inbound business from Latin America is pacing 

strong. European travel …continues to build …creating 

opportunity. And perhaps most significantly, …we believe 

inbound travel from Japan, Korea and eventually China will 

yield positive returns for our business."

Hertz, 2023Q1 earnings call



Center City Philadelphia
Hotel Lodging Forecast

Forecast as of August 2023



Center City Philadelphia Hotel Forecast

*Leap year
Source: STR (history); Tourism Economics (forecast as of August 2023)

Indicator 2022 2023 % Chg 
YOY

% Chg vs 
2019

Occupancy 56.5% 61.2% 8.2% -19.9%

ADR $214.62 $219.74 2.4% 8.9%

RevPAR $121.35 $134.38 10.7% -12.8%

Supply (daily) 13,956 14,135 1.3% 10.8%

Demand 2.9M 3.2M 9.5% -11.3%

Room Revenue $618M $693M 12.2% -3.4%

2024* % Chg YOY % Chg vs 
2019

64.0% 4.6% -16.3%

$231.94 5.6% 14.9%

$148.36 10.4% -3.8%

14,196 0.4% 11.2%

3.3M 5.1% -6.8%

$769M 10.9% 7.1%

Center City Philadelphia Hotel Forecast



Rates remain elevated despite new supply suppressing occupancy

Source: STR (history); Tourism Economics (forecast as of August 2023)
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Demand and revenue expected to increase albeit at a slower rate

Source: STR (history); Tourism Economics (forecast as of August 2023)
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Leisure nearly “back to normal”, business and group still recovering

*Leap year
Source: STR (history); Tourism Economics (forecast as of August 2023)

Indicator 2022 2023 % Chg 
YOY

% Chg vs 
2019

Corporate Transient 852,800 992,500 16.4% -14.2%

Leisure Transient 989,000 1,121,200 13.4% 0.1%

Group 903,900 906,400 0.3% -20.1%

Contract 134,500 134.900 0.3% -7.8%

Total 2.9M 3.2M 9.5% -11.3%

2024* % Chg YOY % Chg vs 
2019

1,077,200 8.5% -6.9%

1,132,300 1.0% 1.1%

961,300 6.1% -15.3%

143,400 6.4% -2.0%

3.3M 5.1% -6.8%

Center City Philadelphia Hotel Forecast



Forecasting a “new normal”

1. Consumers shift spending back to 

services to boost leisure travel

2. Business and group travel continues to 

rebuild toward 2019 volumes

3. International continue to grow in 2024

4. While growth rates may slow down, 

visitation will continue to increase



THANK YOU!THANK YOU!

Erik Evjen

EVP, Tourism Economics

eevjen@tourismeconomics.com
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Citywide Sales Strategy Project

Develop a strategic approach to securing citywide 
conventions, that aligns with our hotel partners and the 
Pennsylvania Convention Center objectives.

• Assessment 

• Three Collaborative Sales Strategy Workshops with 
stakeholders.
 Define success
 Understand the Universe of Events
 Event Scoring

• Consensus on the right business for Philadelphia.



CEMA Corporate Focus Group

 Understand Corporate Event Strategists 
impressions and perceptions for Philadelphia.

 Validate or dispel assumptions and uncover sales & 
marketing opportunities to this audience.

 Gather information on what current pain points planners 
experience and actionable insights on tools they could 
use.

Corporate Event Marketing Assoc.



International Sales Efforts

IMEX Frankfurt PCMA Convening EMEA International Congress &
Convention Association (ICCA)

MICE Markets



PHLCVB Customer Advisory Board

• November 14-15 @ the Philadelphia 
Marriott

• Hosted twice annually

• Focus on Corporate Event Marketers

• 21 new invitations distributed
 12 have accepted
 4 have declined

* Let us know if you are interested in hosting



Business on the Books

Corporate
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PCMA Convening Leaders 2026
Committees 

• Transportation

• Special Events

• Hotel 

• Marketing and PR

• Community Service and Outreach

• Volunteer

• Onsite Activations, Tours and Site Visits

• Administrative

• Education

• Sponsorship

• Welcoming 
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Marcom Update
Marketing | Communications | Content | Partnerships

Joe Heller
SVP, Marcom



2023
Marcom Mission

Inspire travel to Philadelphia that generates room nights 
by attracting large events and tourism from overseas markets

Focus Marketing the destination for events Build attendance for
secured events International tourism

Audiences
Promoting Philadelphia: 

Event marketers
& key decision makers  

Secured events: 
Potential attendees coming from 

event’s core markets

UK, Germany, France, 
India, China, Australia, 

Netherlands, Italy, Canada

Sub Audiences
B2B/B2P: Association, Corporate, 

SMERF, Tradeshow / Stages of RFP / 
Meeting planner associations

B2B2C: Work with
event organizers to reach

potential attendees 
Social B to C: Direct to attendee

B2B2C: Tour operators, 
tradeshows, media, 

education, consumers

Achieved by Securing future meetings, 
conventions & sporting events

Inspire attendance 
for 2023 events

Attracting visitors from 
key overseas markets

Engagement Areas

Business media publications, 
LinkedIn, paid digital placements, 

non-traditional outlets, 
tradeshows, sites & fams

Facebook, Instagram, Reels, 
short form video for 

paid placements

Co-op & paid media 
campaigns, PR, social, 

fam tours

Objectives

Flood storylines with good news 
from our city and our partners that 

make event marketers want to have 
Philadelphia on their priority list

Detail the attendee experience 
and the people behind the 

events so people will want to 
come to the event here

Drive consumer demand for 
booking vacations to 

Philadelphia based upon 
inspiring imagery and stories 

Value Prop
No other destination is more welcoming, hard working or surprising following your visit.

Come for Philadelphia, Stay for Philly. 



Marketing Campaign
Come for Philadelphia. Stay for Philly. 

1. FY23 Advertising Plan – total advertising investment of $1M

• $800,000 Print, content marketing and digital
(banner ads, emails and video)

• $200,000 Digital search & programmatic 
advertising

2. Increase in advertising investment – B2B/B2P

• Engage event marketers in their everyday lives – not 
just trade media platforms. 

• Target event planners & key decision makers. 

• Engage agencies for support to focus paid and social 
efforts.













OTT Campaign Results
Connected TV Streaming

• Completed views: 217k

• Completion rate: 98.5%

• Video served to the Connect Meetings 

database of engaged event and meeting 

planners



Targeted Email Campaign Results
Northstar Meetings Group

• Target markets:

New York, Chicago, Atlanta 

& Washington, DC

• Average distribution: 19k

• Average opens: 7,562

• Total clicks: 355



Tradeshow Marketing
Positioning Philadelphia as a first-tier city 

Major Shows
• PCMA Convening Leaders 2023/2024

• IPW 2023

• IMEX America 2023

• IMEX Frankfurt 2024

• ASAE 2024











Content & Social Media







Communications
Meetings/Conventions & International

Opportunities to tell your story 
• FAM tours

• International journalist
• Meetings trade reporters 

• Michelin Green Guide 

• Continually pitching media







Total media impressions (YTD): 3.7M

Total AVE (YTD): $3.4M





Forward Momentum

Key initiatives:
 Simpleview enhancements 
 Retooled DiscoverPHL.com 
 Come for Philadelphia. Stay for Philly. evolution 
 Digital Edge media placements

Recent hires: 
 Media Relations Manager to host fams & boost earned media
 CRM & Research Analyst to provide clean, fast & actionable data 
 Digital designer to make Philly look cool!



2023 ANNUAL
LUNCHEON

WEDNESDAY, NOV. 22

PHILA. MUSEUM OF ART

Tickets Available 
This Week
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Trade Shows and Industry Conferences
Q4 2023 – Q1 2024

• Destination Celebration – Columbus / Indianapolis / 
Milwaukee

• IMEX America – Las Vegas 

• Nursing Organization Alliance - Providence 

• Holiday Showcase – Chicago 

• ConferenceDirect Forum - Austin

• IAEE Expo! Expo! – Dallas

• NCBMP – Atlanta

• PCMA Convening Leaders – San Diego

• RCMA Emerge – San Antonio

• Meetings Industry Council – Denver

• PCMA Business Events Industry Week – National Harbor

 Partnership Opportunities 
See Nik for more details



Cvent Partnership

• Competitive Ads.

• Google Video 
Retargeting 
Campaign

• Destination Guide 
Placements



CRM Update

• Migrating platform from iDSS to Simpleview

• The changeover will take place after January 1, 2024

• Online self-paced training will be available






