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VISIT PHILADELPHIA builds 
Philadelphia’s economy and image 
through destination marketing 

that increases the number of visitors, the 
number of nights they stay and the number 
of things they do.  For the last decade, VISIT 
PHILADELPHIA has made a name for itself as 
a social media pioneer, leading the destination 
marketing industry into new platforms. Today, 
the company’s social media accounts—
known to fans as Visit Philly—total 1.2 million 
followers and counting.  Targeting tools on 
platforms like Facebook make pre-travel 
communication easy, and Visit Philly is a well-
established content distributor because of 
that.  But what happens after visitors arrive? 
We know that they love to tweet, Instagram 
and post to Facebook during their trips—it’s 
a rite of travel.  Our challenge: personify our 
brand—With Love, Philadelphia XOXO®—
using our 15 social media channels and 
infuse our brand into visitors’ posts about 
the destination. With this challenge, we saw 
an opportunity to establish a multifaceted 
approach to engage with visitors on social 
media in real time while they’re here.

Our real-time social media engagement 
strategy aims to build relationships with 
visitors while they’re on the ground. It’s 
an ever-evolving program, with three main 
marketing objectives: 1. Deepen relationships 
and generate goodwill with social media 
fans and followers. We want to encourage 
more social media conversations around our 
call-to-action hashtag, #visitphilly, and we 
want visitors to share the Visit Philly accounts 
and Philadelphia as a destination with their 
friends and families. Even if they don’t have a 
huge number of followers, they can wield big 
influence over their networks. We’re aiming 
for quality engagements, not just quantity.  
2. Highlight Philadelphia attractions and 
get people to visit them. We not only want 
to create a personal connection with our 
followers, we also want them to see more, do 
more and stay longer. We want to not only 
encourage conversation, but inspire action 
as well. We do this every day by distributing 
great Philly-related content and tailoring our 
suggestions specifically to visitors’ interests to 
ensure they get the most out of their trips.   
3. Connect with visitors and locals through 
real-time interactions online and in-person. 
We want to share public, community events, 
and we want to go one step beyond one-on-
one social media conversations—inviting our 
social media fans to meet our team in person 
and become part of the story. The goal here 
is to showcase Philadelphia while fostering 
community among our fans, followers and 
friends.

We achieve our three objectives in three 
ways: 1.#visitphilly Photo Spots: Visitors and 
locals have long loved the inviting, playful 
tone of our With Love, Philadelphia XOXO® 
campaign. To inspire people to share more 
beautiful photos of iconic Philly spots, we 

installed seven photo opp structures—all 
branded with our familiar XOXO logo and call-
to-action hashtag #visitphilly—in key visitor 
locations. Social media and social listening 
are at the core of this campaign: We monitor 
social conversations at these key locations 
to engage one-on-one with visitors and offer 
suggestions of things to see and do in real 
time.  2. Surprise and Delight: To leverage 
the power of word-of-mouth marketing and 
make deeper connections with our fans, 
our surprise-and-delight program rewards 
social media-savvy visitors with tickets to 
local attractions, encouraging them to do 
more while here. On social media, we identify 
people posting about their Philly trips, gauge 
their interest with public conversations and 
follow up with private messages like, “Hi! We’d 
love to send a little something for you while 
you’re here. Interested? Email us: surprise@
visitphilly.com.” We then gather their contact 
information, send off the surprise and wait 
for the delight.  3. Live Video: Live streaming 
has increased in popularity across the 
industry, opening up possibilities for real-
time engagement. In the run-up to the 2016 
Democratic National Convention in July, we 
wanted to leverage the spotlight to showcase 

the DNC as an opportunity to connect with 
people online and in-person. During April, May 
and June, we introduced multiple platforms 
for live streaming: Facebook Live, Periscope, 
Twitter and Snapchat. We showcased 
community events and asked delegates, 
media, visitors and residents to meet us in 
person. This culminated with a Snapchat 
scavenger hunt series, where followers met 
our social media team in person on location 
and starred in our published story.

Overall, our fans grew from 797,358 in 
March 2015 to 1,152,460 in June 2016.  1. 
#visitphilly use on Instagram soared with 
authentic user-generated content: from 
March 2015 through June 2016, #visitphilly 
saw 178,659 Instagram uses. Many visitors 
pose with our #visitphilly Photo Spots, then 
add the hashtag to their social posts while 
here. Surprise and delight has turned fans 
into brand ambassadors. Recipients respond 
with messages like “You guys are the best!” 
and “Can’t wait to come back!”  2. Online 
conversations inspired action. Respondents 
to our 2015 social media survey said: 76% 
attended an event or attraction based on our 
posts, and 87% of out-of-towners reported 
increased interest in visiting because of our 
accounts. 3. Live video views during the 
DNC tripled our monthly average, and on 
top of that, one of our DNC snaps made the 
national Live Story and saw 2,100,634 views. 
The scavenger hunts received coverage in 
publications like The Philadelphia Business 
Journal and feedback like: “I felt engaged in 
this city in a new way…” and “… an amazing 
team of people with great energy. That’s the 
type of representation our city needs. Made 
me want to quit my job at Google and join the 
team.” l
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