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Lodging           Food/Bev          Retail Recreation      Trans
$2,359.5 Billion    $1,365.5 Billion $1,216.8 Billion $708.3 Million $390.9 Million

Total = $6,041.0 Billion in direct tourism expenditures

¾4.3% increase over 2014 ($246.9 million)
¾Second in the state in tourism expenditures.
¾Rental Income of $1.98 Billion 
¾ Increase by sector over 2014
ÅLodging  up 3%

ÅFood & Beverage up 6%

ÅRetail up 5%

ÅRecreation up 6%

ÅTransportation up <1%

ÅRental Income 2%



¾ Tourism Employment represents 56.6% of total 
county private employment

ÅDirect Impact 25,884

ÅTotal Impact 36,369

¾ In 2015, the tourism industry directly 
supported 318,330 jobs in New Jersey 
and sustained more than 512,000 jobs 
including indirect jobs. 

¾ Including all impacts, the industry accounts for 
9.9% of total employment or nearly 1 -in-10 jobs in 
New Jersey. 



¾State and Local Tax Receipts
Å$533.8 million
Å2.3% increase ($16,600)
Å$1.46 million per day
Å11.2% of total Share of State

¾Each household in New Jersey would be taxed an 
additional $1,490 per year to replace the tourism 
taxes received by state and local governments. 

¾Leisure tourism represents 90% of tourism 
industry sales in NJ. 

¾Overnight visitors to NJ spent $37.0 billion; 90% 
of the total. 



¾Occupancy Tax Collected in 2015
Å$9,542,625  
Å8.9% increase over 2014
ÅOccupancy Tax for 2016 up

Å(Jan & Feb) is up over 2015.

¾ NJ Visitor volume numbers grew by 2.4 %.
Å95 million visitors to NJ to 2015

Å12.5 million visitors to Cape May County

¾ Summer hotel bed taxes expanded 8% in shore counties. 

¾ Spending was constrained due to the continued decline 
of casino gaming. 

¾ Leisure visitation led overall market growth in the state 
with overnight leisure trips growing 2.6 %.

¾ 2015 saw growth in all visitor purpose sectors but 
overnight business. 



¾ 82% - Visitor Return Rate
¾ 14% - First Time Visitor
¾ 85%- Conversion Rate (Requested and came) 
¾ 27%- Travel as a couple (party of 2)  
¾ 42%- Travel with Family (more than 2)
¾ 19%- Travel w/Extended Family    

¾ 7%  - Travel w/Friends   
¾ 76% - Take more than one vacation a year
¾ 8%  - Day trip
¾ 21% - Stay 2-4 days
¾ 20% - Stay 5-6 days
¾ 26% - Stay 1 week
¾ 23% - Stay longer than a week 

¾ 21% - Spend under $1000
¾ 31% - Spend between $1,000 & $2,000
¾ 19% - Spend between $2000 & $3000 
¾ 23% - Spend more than $3000

Top Markets

New Jersey ð28%

Pennsylvania ð27%

New York ð19%

Canada ð9%

Maryland/DC ð7%

Other ð10%

Age

Under 34 ð6%

35 ð44 ð14%

45 ð54 ð23%

55 ð64 ð35%

65 + - 20%

Travel Season

86% - Summer

29% - Spring

43%  - Fall    

17% - Winter



¾ The Canadian dollar is fluctuating between 78 and 80 cents, today is 
at 79 cents.  It has gone as low as 65 cents in the 90s.

¾ The rate has played a huge factor in the past 48 years in managing the 
marketing efforts in Canada.  

¾ Canadians from the PQ spend $38.8 million and represent 418,800 
overnight stays.

¾ A discount program supported by the business community is being 
advertised though the Departmentõs marketing campaign.

¾ 9% of our visitors  to CMC are from Quebec.

¾ Air Canada flights from Toronto were canceled after the first year.  
Å 42% of air passengers went to Cape May County.

Å Average stay in Cape May County was 9 days (6 day average for AC)

Å Canadians staying in Cape May County spent $1,411 ($1,363 in AC)

¾ We will continue to support our marketing efforts in Canada, knowing 
that this too will pass.

¾ CAA Touring; CAA Facebook ; Rouge FM & NRG Radio, FAMs



¾ BEACH 93.5% 
¾ SHOPPING 83.2% 
¾ RESTAURANTS/DINING 91.8% 
¾ CULTURAL/HISTORIC ATTRACTIONS 45.9% 
¾ BOARDWALK 66.4% 
¾ ECO/NATURE BASED ACTIVITIES 24.8% 
¾ BIRDING 11.3% 
¾ FISHING/BOATING 28.6% 
¾GOLFING 12.4% 
¾WATER SPORTS 27.5% 
¾WINERIES 38.9% 
¾ CAMPING 6.4% 
¾ ZOO 42.1% 
¾ ART EXHIBITS/THEATHER 15.1% 
¾ RELAXATION 65.9% 


