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VISITOR SPENDING (Billions)
Ranked 4th among 49 Destination Marketing Areas in PA

Leading economic growth for the region through
destination marketing and tourism development

SPENDING by CATEGORY 
in the Hershey Harrisburg Region (Millions)

EMPLOYMENT 
in the Hershey Harrisburg Region

TAX REVENUE from TOURISM 
in the Hershey Harrisburg Region

VISITOR SPENDING - 5-YEAR TREND 
for the Hershey Harrisburg Region (Billions)

DOMESTIC SPENDING TRENDS BY TRIP TYPE
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SOURCE: 2014 Economic Impact of Tourism in Pennsylvania Report issued May 2016 by Tourism Economics (An Oxford Economics Company)

TRANSPORTATION RECREATION FOOD & BEVERAGE RETAILLODGING
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CRUNCH THE NUMBERS FOR TOURISM

© Hershey Entertainment & Resorts Company
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MARKET SEGMENTS

ABOUT the HERSHEY HARRISBURG REGIONAL VISITORS BUREAU

1. CANADA
2. CHINA
3. PUERTO RICO
4. UNITED KINGDOM
5. MEXICO

SOURCE: Young Strategies 2009 Lodging Survey

CONFERENCE/
MEETING/GROUP

LEISURE

CORPORATE

DAY 
TRIP/

OTHER

IN THE HERSHEY HARRISBURG REGION

TOP LEISURE FEEDER MARKETS

SOURCE: Young Strategies 2009 Lodging Survey

TOURISM by the NUMBERS

SOURCE: STR® Dec 2015

Hotels in Region

Hotel Rooms in Region

Room-Nights Sold Annually

81

8,276

1.88 Million

Overnight Guests Annually

Visitors Annually (Overnight & Daily)

Ratio of Visitors to Residents

5.66 Million

10 Million

20:1

INTERNATIONAL VISITOR SPENDING
TO FOR HERSHEY HARRISBURG REGIONAL VISITORS BUREAUP 5 FOR 2015

SOURCE: Visa Vue®

VISITORS ECONOMIC IMPACT 

TOP 20 CLIENT EVENTS for 2016

SOURCE: The Hershey Harrisburg Regional Visitors Bureau
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375,000 $142 MILLION

41%

31%

22%

6%

HHRVB is the accredited non-pro�t partnership-based Destination Marketing Organization serving Dauphin 
& Perry Counties in Pennsylvania. HHRVB is responsible for developing and executing comprehensive sales, 
marketing and communications programs to attract visitors within the leisure, business, group, sports, and 
events market segments. For more information, go to VisitHersheyHarrisburg.org or call 877-727-8573.
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HHRVB leads economic 
growth for this region through 
destination marketing and 
tourism development.
VisitHersheyHarrisburg.org

         hrough a series of editorials 
         in TheBurg this year, the 
         Hershey Harrisburg Regional 
Visitors Bureau (HHRVB) hoped 
to enlighten readers on a variety 
of important topics related to our 
region’s tourism industry.

Topics have explored how tourism 
supports our quality of life; how 
investing in the sports & events 
segment is good business, what 
the many direct economic impacts 
are from local tourism, and how 
the bureau’s sales efforts benefit 
our tourism partners and local 
stakeholders.  

In our final installment for 2016 
we want to explore how the 
HHRVB delivers on its mission 
as the Destination Marketing 
Organization (DMO) to lead 
economic growth for the region 
through tourism development.
The role of a regional DMO can be 
tricky in a competitive environment.

“To have a significant impact on 
the local economy, a DMO must 
promote the growth of tourism 
throughout the region while 
also remaining impartial to the 
vast community of competitive 
businesses it serves,” said Mary 
Smith, President & CEO for 
HHRVB. “That means we must 
actively procure and aggressively 
pursue a wide variety of sales and 
marketing opportunities that will 
grow our economy through 
tourism, while being careful not 
to impede or negatively influence 
local competition.”

The challenge for a visitors bureaus 
is often how to produce the greatest 
potential for overall ROI to the 

local economy, while not providing 
redundant services or undermining 
the efforts of its partners competing 
for similar business. 

HHRVB has been effective at 
growing tourism, says Smith, 
because the bureau essentially 
functions for its Partners like a 
conductor serves an orchestra. 
Smith explains it as imagining an 
orchestra pit as the region and each 
musician with their instruments 
represents the diversity of 
stakeholders and businesses related 
to our tourism industry. While each 
member of the ensemble possesses 
a mastery of their own instrument, 
the role of the conductor is essential 
to pulling all the pieces together as 
a symphony. 

Similarly, tourism officials believe 
their greatest influence on tourism 
development comes from the 
bureau’s collaborative initiatives 
among its Partners.

“We are most effective in our 
mission when our cooperative 
programs reach beyond the scope 
of what any individual business 
could accomplish alone and our 
results far exceed what any partner 
could manage singly,” says Smith.

Tourism is a competitive industry 
like any other, explains Smith. 
Therefore, most of the regional 
hotels, restaurants, and attractions 
are unable to pursue large pieces 
of business beyond their own  

             capacity. The nature of  
      competition in business simply  
   prohibits collaboration among 
those vying for the same business.

“We have shown the greatest 
economic impact for a region 
comes from hosting large-scale 
meetings and events requiring 
multiple hotels and venues,” said 
Smith. “An established destination 
without a designated DMO to 
orchestrate such bids, regardless 
of capacity, is immediately at a 
disadvantage for growth.”

With HHRVB in place, local tourism 
partners remain free to compete 
for individual opportunities while 
the regional economy benefits 
exponentially from the additional 
revenue that is generated from 
cooperative sales and promotional 
efforts conducted by HHRVB on 
behalf of the region.

Smith emphasized the bureau 
functions as a regional collaborator 
well beyond sales, with a menu of 
cooperative programs in marketing 
assistance, public relations 
and earned media, destination 
marketing and promotions, 
cooperative advertising, 
professional development, and 
most recently new international 
inbound marketing.

To learn more about how HHRVB 
functions to serve our community, 
or if you’d like to become a Partner 
of the bureau, please contact us at 
Info@HersheyHarrisburg.org or 
call (717)231.7788.

The Art of Conducting Tourism Development
Destination Marketing Organization functions to facilitate collaboration among competitors.
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