


Special Acknowledgements
In February 2008, Jonathan M. Tisch 

announced his departure from the 

board of directors after nearly six years 

as chairman of NYC & Company. He 

had led the City’s tourism efforts since 

May 2002, and the success that NYC 

& Company enjoys today is due in 

enormous part to his stewardship and 

guidance. During his tenure, he helped 

expand NYC & Company into one 

of the world’s largest and most effective 

tourism, marketing and partnership 

organizations. Everyone at NYC & 

Company wishes the very best for 

Mr. Tisch, and the entire City thanks 

him for his years of generous and 

able service.

NYC & Company also wishes to 

thank Tim Zagat for his service as 

interim chairman, and recognize Emily 

K. Rafferty and her election as the 

new chairwoman of NYC & Company. 

We also thank and acknowledge 

Deputy Mayor Dan Doctoroff for 

his guidance, support and leadership. 

And lastly, we welcome and look 

forward to working with Deputy 

Mayor Doctoroff’s successor, 

Deputy Mayor Robert Lieber. 

We are so very grateful to have 

such dedicated and generous people 

willing to serve the City of New York.

NYC & Company

810 Seventh Ave, 3rd fl

New York, NY 10019

+1 212 484 1200 tel

nycvisit.com
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NYC & Company is responsible for 

positioning and promoting NYC as an 

aspirational global brand, targeting  

both consumer and business audiences. 

As the brand steward, we strive for 

unprecedented excellence in all that  

we do for New York City.

We will continue to manage the 

City’s assets with a disciplined approach 

toward the brand, ensuring return on 

investment and a promise of fiscal 

responsibility with the goal of ultimately 

becoming a self-sustaining organization. 

And we will ensure our team reflects  

the unparalleled energy and diversity of 

the City itself.
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The improvements to all four  

publications have made a marked  

and sincere statement that New York  

City not only excels in providing a 

wealth of exciting opportunities and 

choices, but also is easily accessible, 

affordable and flexible as a global 

destination.

Networking Events

In 2007, NYC & Company hosted a 

number of popular member events. 

Highlights include the Annual Meet-

ing on January 18 at the Sheraton 

New York Hotel & Towers and 

Member Appreciation Night at the 

Metropolitan Museum of Art on May 

17. Each was well attended, with 

600–700 guests. Other networking 

events took place throughout the 

year and throughout the City at a 

variety of member locations, includ-

ing Chevys Fresh Mex, the Midtown 

nightclub Providence, Harry’s Water 

Taxi Beach in Long Island City, a sail 

aboard Spirit Cruises, the Hard Rock 

Cafe in Times Square and Terrace 

in the Sky in Harlem. In addition, 

Business Building Seminars for 

restaurants sponsored by Coca-

Cola, Speed Networking Events and 

New Member Orientations provided 

opportunities for members to 

network and learn.

Looking Forward to 2008
Looking forward to 2008, Member-

ship is evolving further. Member 

communications have changed—

activities, tours and shopping. New 

features were also added, including 

information on special-value periods, 

news of NYC & Company’s interna-

tional expansion and more concise, 

readable charts of group-accessible 

facilities citywide.

Official Meeting Planner

This publication is a professional tool 

for meeting, convention and event 

planners, providing essential statistics 

and contact details to help planners 

make the New York City convention 

experience a rewarding one. In 2007, 

the planner was reorganized to clarify 

and expand our coverage of conven-

tion and meeting venues citywide. 

More business-to-business content 

was added to better serve the profes-

sional reader, as were more pages 

about what’s new in New York City in 

areas such as hotel accommodations 

and meeting rooms, restaurants with 

private banquet facilities and cultural 

programs for meeting-delegate 

spouses.

Official Visitor Map

This navigational tool is updated twice 

yearly, in January and June. It is distrib-

uted to both consumers and travel 

professionals. In 2007, the map under-

went a major renovation, resulting in 

a product that is far more usable and 

informative. It now clearly defines many 

more popular neighborhoods in all 

five boroughs, and includes major thor-

oughfares to further illustrate the ease 

of accessibility to and around the City.
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going greener and moving online. 

Mailings have been streamlined and 

printed newsletters are sent every 

other month, complemented by 

the mid-month e-newsletter, which 

includes tourism statistics, new 

member information, and updates  

on businesses coming to the City.  

A new web-based customer  

relationship management software 

system will soon allow members 

to update their contact and listings 

information, as well as respond to 

leads online. Publications will be 

produced in-house, providing a one-

stop shop for members interested in 

advertising in our official publications. 

Different categories of membership 

will allow members to decide exactly 

which benefits are of interest to them.
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With 46 million visitors to New York 

City—a projected 5% gain over 2006 

(itself a record year)—2007 was a 

record year for tourism. Leisure travel 

accounts for roughly 75% of the total 

visitation each year, which translates to 

an estimated 35 million visitors in 2007. 

NYC & Company plans to continue 

this upward trend and to maximize the 

volume and economic impact of the 

leisure travel sector.

This continued growth presents 

opportunities for both current and 

emerging markets. NYC & Company 

will maintain an integrated, five 

borough approach to promoting the 

City, which amplifies the City’s brand-

ing, leverages trade relationships for 

enhanced promotion of the destination 

in market, creates cooperative promo-

tions to drive visitation particularly 

during off-peak periods and works in 

tandem with PR efforts by market to 

optimize messaging.

2007 Initiatives
International Expansion

The international market played a 

major role in the successes of 2007. 

While domestic travel grew about  

Tourism 
 Development

3.5% from 2006, international visita-

tion grew nearly 20%. Furthermore, 

due to extended length of stay and 

elevated propensity to shop due to 

the current weakened state of the 

dollar, international markets account 

for roughly 18% of overall visitation 

but more than 50% of spending.

NYC & Company expanded its 

global network, adding 10 new 

international offices for a total of 16 

locations serving 23 countries. This 

included expansion into the Asian 

markets for the first time, with offices 

in Shanghai, China; Tokyo, Japan;  

and Seoul, South Korea.

This international presence, 

combined with the weakened 

American dollar and increased flight 

capacity as well as the overall appeal 

of NYC (aided by the This is New York 

City™ campaign), has made visitation 

from abroad the most dynamic oppor-

tunity for economic impact and ROI.
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Trade Programs

Tourism Development targeted the 

travel trade (tour operators, tour 

wholesalers and retail travel agen-

cies) in a number of ways in 2007, 

and was able to utilize its expanded 

global representation to cultivate 

opportunities, manage relationships 

with the trade, develop consumer 

marketing outreach and keep  

NYC top of mind as a world-class 

destination. Initiatives include:

—Participation in 26 trade shows 

throughout the world and  

the operating of 5 sales missions.

—Product development to create 

new and dynamic packages for 

sale to potential visitors, both 

domestic and international

—Product training to educate the 

travel trade on the multiple aspects 

of NYC and how to best position 

the destination for maximum sales

—Product promotion to stimulate 

sales of NYC packages to both 

wholesale and retail audiences 

—Consumer promotion in conjunc-

tion with travel trade partners and 

related parties, such as airlines,  

to increase awareness and sales 

to the consumer directly

Other Programs

—Domestic tourism development 

targets the Northeast corridor—

the 400-mile-drive radius from 

United Kingdom 1997 1,169 1,460  25%
Germany 1997 420 470 12%
Mexico 1998 198 230 16%
Argentina 1998 68 80 18%
France 2003 305 400 31%
Italy 2004 317 430 36%
Ireland 2006 270 291 8%
Canada 2007 840 880 5%
Scandinavia* 2007 350 400 14%
Japan 2007 275 260 -5%
Spain 2007 256 350 37%
Benelux** 2007 248 300 21% 
South Korea 2007 242 261 8%
Brazil 2007 151 181 20%
China/Hong Kong 2007 145 160 10%
Russia 2007 63 80 27%
Australia 2008 216 230 6%
India 2008 107 128 20%

Country
Visitation in thousands

Office
Opened 2006 2007(f) % Growth

*Sweden, Finland, Norway, Denmark **Belgium, Netherlands, Luxembourg
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Boston to Washington, DC, and 

Pittsburgh to NYC—plus major 

metropolitan centers nationwide 

that have shown a history of 

strong visitation including Los 

Angeles, San Francisco, Miami 

and Chicago.

—Co-op advertising: in 2007, NYC 

& Company partnered with inter-

national tour operators to create 

consumer and trade marketing 

campaigns in locations such as 

the United Kingdom, Germany, 

Ireland, Spain, Italy, Japan, Korea 

and France, reaching in excess of 

30 million consumers.

Visitor Information Centers (VICs)

NYC & Company maintains a flagship 

Visitor Information Center in Midtown 

(at 810 Seventh Avenue) and four 

Visitor Information Kiosks located in 

key neighborhoods around the City. 

In 2007, more than 1.1 million people 

visited the centers, where multilingual 

counselors provided Official Visitor 

Guides, maps and other information.

The NYC Heritage Tourism 

Center at City Hall Park, sponsored 

by the History Channel, assisted 

468,000 visitors in 2007. The China-

town kiosk, located at the triangle of 

Canal, Baxter and Walker Streets, 

reached record levels in its third 

year of operation. The newest visitor 

kiosk, located inside Federal Hall 

in Lower Manhattan, served nearly 

96,000 visitors in 2007.

Looking Forward to 2008
—The final phase in NYC & Compa-

ny’s international expansion  

includes the opening of our new 

representative offices in Sydney, 

Australia, and Mumbai, India.

—NYC Online Travel Training 

Academy: launched in March 

2008 in the UK and Germany, 

this is an Internet-based, self-

paced education program. 

Upon successful completion of 

the 10-module program, travel 

agents receive accreditation as 

official NYC Specialists. 

—VIC renovations and relocations: 

on the horizon in 2008 is the 

modernization of the main VIC 

at 810 Seventh Avenue and the 

relocation of the Harlem kiosk 

to continue to serve the tens of 

thousands of visitors seeking 

information and advice about  

the neighborhood.
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As a center for media, entertain-

ment, finance and culture, New 

York City is a compelling stage for 

events of all kinds—a stage that 

appeals to diverse industries and 

audiences as it garners worldwide 

attention. 

For convention and trade  

show planners and delegates, 

New York City has a range of 

venues to suit every size and 

style, from landmarks such as Ellis 

Island to large-scale options like 

the Jacob K. Javits Convention 

Center. Moreover, the five 

boroughs are characterized by an 

exceptional energy and diversity. 

From world-class shopping and 

dining, to captivating museums 

and cultural landmarks, there 

are added benefits to planning a 

meeting in New York City. 

At NYC & Company, the 

Convention Sales and Services 

staff is on hand to ensure a 

successful event. Its goal is three- 

fold: to inspire, to make planning 

manageable and cost-efficient 

and, ultimately, to deliver a 

successful meeting experience  

for all involved.

Convention Sales   
and Services

Convention Performance
Over the past decade, the conven-

tion and meetings segment of 

business travel has been an 

important foundation of the City’s 

visitor economy and a hedge against 

fluctuations in both leisure travel and 

transient business travel.

Business travelers to New York 

City, including the nearly 4 million 

delegates to trade shows and 

conventions, account for about 

one-quarter of all visitors annually 

while generating over 30% of the 

visitor spending, adding about $9 

billion in spending annually.

Again in 2007, demand for 

NYC as a host city far exceeded 

the capacity, yet NYC & Company 

raised the booking ratio by more 

than 10% from 2006. Even 

with limited availability, NYC & 

Company’s sales activity produced 

impressive results in 2007, starting 

with the 445 groups that held 

events in New York City that year, 

bringing in almost 2.5 million 

attendees (a little over 60% of all the 

trade show and meeting activity in 

New York City). 
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In spite of constraints, the future 

looks positive for the industry.

—Future group bookings: 329 

meetings and events were 

booked in 2007, representing 

272,379 room nights and 

over $196 million in economic 

impact. 

At the same time, the City had to 

turn away business as availability of 

space and dates did not match the 

organizers’ needs. 

—Lost business represented 396 

group bookings, 1.39 million 

room nights and nearly $1 billion  

in direct spending. 

Notable Meetings

Seven meetings in 2007 brought in 

groups of 5,000 attendees or more.

 

Looking to the future, several 

high-profile meetings were 

booked in 2007. These include the 

American Bar Association 2017 

(54,000 room nights), Advertising 

Week (25,000 room nights),  

Audio Engineering Society 2009 

(10,550 room nights), Chemical 

Process Industries Exposition 2009  

(7,350 room nights) and Pri-Med  

by M|C Communications 2009 

(6,100 room nights). 

Convention Center Development

NYC & Company worked closely 

with the industry and the City during 

2007 to expand the opportunities to 

bring new and additional conven-

tions and trade shows to New York 

City in the future. Two key projects 

in 2007 were:  

—NYC & Company worked 

closely with the staff at the NYC 

Economic Development Corpo-

ration (EDC) on the City’s plan 

to redevelop Piers 92/94 into a 

Class “A” convention facility. Two 

major developers, responding to 

the request for proposal (RFP), 

submitted spectacular designs 

for transforming the facility into 

a much-needed, mid-sized 

convention facility that would 

also complement and enhance 

the piers along the Hudson River. 

The newly designed building will 

provide over 300,000 square 

feet of exhibit space and meeting 

rooms. With the ground breaking 

proposed for Q4 2009, the facility 

may be completed by 2012. 

—New York City is closely identi-

fied with the fashion and design  

industries. NYC & Company,  

again working with the 

NYCEDC, has been active in 

sizing and defining the scope 

and potential of this important 

economic sector and identify-

ing the financial significance the 

showrooms, trade shows and 

employment have on the local 

economy. Looking to the future, 

 
BookExpo America      30,000
Audio Engineering Society     28,000 
American Stamp Dealers Association    12,000 
National Council of Teachers of English     7,000 
Business Professionals of America     6,000 
International Council of Shopping Centers     6,000 
American Sociological Association              5,000 

Number 
of AttendeesMeeting Name
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NYC & Company is leveraging 

its strengths to promote the City 

as a primary fashion destination 

on the world scene. 

Convention Sales Promotion

To promote New York City as the 

preferred destination for large and 

smaller conventions, trade shows 

and group meetings, the NYC & 

Company team worked with the 

City’s venues and suppliers to 

maximize opportunities. The sales 

team, based in New York City and 

deployed in key regional and target 

markets, marketed the City as  

a meeting destination to corporate 

groups, trade association meeting 

planners, trade and consumer show 

organizations and incentive travel 

groups. 

One of the highlights of 2007 

was the launch of the new NYC trade 

show booth, backed up by a new 

business-to-business ad campaign. 

In addition, there were two success-

ful Signature Collection sales trips 

in 2007 to highlight New York City’s 

singular position in the luxury travel 

and incentive marketplace.

Convention Services

Convention Services assists confer-

ence organizers in accessing and 

integrating the full scope of NYC & 

Company’s marketing and support 

opportunities. In 2007, the Conven-

tion Services team helped make 

meetings booked in New York City 

some of the best attended and most 

successful to date. Convention 

Services directed organizers and 

planners to housing support, out-of-

home visibility and on-site welcome 

staffing, as well as to promotional 

support and programs to increase 

attendance by leveraging the broad 

array of business and visitor services 

provided by NYC & Company 

member companies.

Looking Forward to 2008
Since 2005, New York City’s hotel 

community has enjoyed consistent 

high occupancies and significant 

escalation in room rates. The leisure 

transient market, including visi-

tors from overseas, continues to 

play a dominant role in booking 

policies. However, evidence of an 

economic slowdown in 2008 and the 

weaker US dollar are leading NYC 

& Company to prepare aggressive 

and targeted marketing strategies to 

business and group travel.

In 2008, the Convention Sales 

and Services department will 

expand to respond to specific 

market segments and maximize the 

opportunities that exist in New York 

City in order to focus on industry 

demographics, take advantage of 

the ability to book meetings in large 

hotels, target the thriving corporate 

meetings and incentive markets or 

bring on new in-market and region-

ally based sales representatives.
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NYC & Company’s Communications 

department helps craft key messag-

ing and strategy that informs the 

public perception of NYC & Company 

and New York City worldwide. 

Communications works across all 

business units and collaborates 

closely with the Office of the Mayor, 

City Council and City agencies to 

develop new programs, support 

existing ones and engage members 

and other external stakeholders.  

With limited marketing and 

advertising dollars, the Communi-

cations department helps generate 

coverage by news outlets world-

wide to tell the story of both New 

York City and NYC & Company.

Through proactive outreach to 

consumer, travel-trade and industry 

media, NYC & Company creates and 

builds a positive image of New York 

City worldwide—and translates that 

positive perception into increased 

tourism and economic benefit for 

the City.

In addition, the department 

leverages the powerful medium of 

popular culture to amplify the New 

York City brand.  

Communications

2007 Transition and 
Reorganization
Following the combination of NYC & 

Company, NYC Marketing and NYC 

Big Events, the Communications 

department helped the new NYC & 

Company ensure a smooth transition 

for its members and many stakehold-

ers. This was done through a coordi-

nated effort of increased interactions 

with stakeholders, global press 

conferences, greater media cover-

age, speeches to local organizations 

and other corporate communications 

initiatives.

The new NYC & Company is 

now the world’s leading municipal 

marketing, tourism and partnership 

organization. In the last year, the 

Communications department also 

grew from two full-time profes-

sionals to a team of seven, and the 

department now comprises three 

divisions: Communications, Travel 

and Tourism Public Relations and 

Government Affairs.

Communications  

Working with the organization’s 

multiple departments (including 

Marketing, Tourism Develop-
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ment and Convention Sales), the 

Communications division generated 

significant earned media reach for 

NYC & Company and its programs. 

Communications developed stories 

and handled media inquiries that 

amplified NYC & Company initiatives 

in the US and around the world, 

drawing visitors to the five boroughs. 

The Communications division 

created targeted press strategies 

and used global media relations to 

amplify company-wide programs 

including the launch of the City’s 

tourist appreciation campaign, Just 

Ask The Locals™, via a joint press 

conference at the American Airlines 

Terminal at JFK; unveiling the City’s 

first-ever multimedia global commu-

nications campaign, This is New York 

City™, through a press event at the 

NASDAQ Center; and coordinating 

and promoting a weeklong roster of 

events as part of Spider-Man Week 

in NYC in partnership with Sony 

Pictures.

Communications also generated 

continued press across print, broad-

cast and online platforms for the 

organization’s mainstay programs, 

including NYC Restaurant Week™ 

and Signature Collection’s Third 

Night™ promotion; and helped launch 

new initiatives including NYC Sunday 

Stays™, Harlem for the Holidays™ and 

NYC Open: Book.™

Communications helped foster 

and develop media partnerships with 

WNBC and WADO 1280 AM. Work-

ing in close partnership with WNBC’s 

News 4 You with Perri Peltz, the 

division developed and promoted the 

weekly on-air “NYC Visit” segment. 

From February through October, the 

segment reached viewers across 

the tristate area—and nationally—

through the WNBC HD channel. 

This resulted in increased traffic and 

revenue for featured businesses and 

created a more favorable image of 

New York City.

The division also paved the way 

for an on-air radio partnership, Pasa-

porte WADO, Thursdays at 10am 

on WADO 1280 AM. A weekly on-air 

radio segment hosted by New York 

City personality Willie Colón on the 

City’s only Spanish-language news 

station, it features free and low-cost 

events and attractions appealing to 

a variety of interests and age groups 

throughout the greater tristate area 

and reached a million listeners.

Travel and Tourism  

Public Relations

The Travel and Tourism division 

worked closely with NYC & 

Company’s network of international 

offices to increase the City’s global 

exposure. Working with the travel 

trade and consumer-travel media, 

the group continued to position 

New York City as a premier visitor 

destination for leisure and business 

travelers, both domestically 

and internationally. The division 

handled media requests, fostered 

relationships with NYC & Company 

members to coordinate mutual press 
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opportunities, hosted hundreds of 

international journalists, and placed 

stories about New York City and the 

five boroughs as a travel destination 

in major domestic and international 

news outlets.

The Travel and Tourism division 

also coordinated publicity for trade 

shows and conventions held in New 

York City, developing accompany-

ing stories in trade publications. In 

addition, the division executed press 

plans to announce global expansion 

efforts and international office open-

ings at a news conference in Berlin, 

Germany, during ITB, the world’s 

largest travel trade show. The group 

also met with journalists during 

International Pow Wow in Anaheim, 

California, and during World Travel 

Market in London, England, generat-

ing significant international media 

exposure for the five boroughs. 

Government Affairs

Responding to a growing need, 

the Communications department 

expanded its government affairs role, 

working closely with the Office of the 

Mayor, City Council, City agencies and 

stakeholders to generate relevant 

press plans for marketing-related 

initiatives. Government Affairs culti-

vated media coalitions and political 

relationships to address key issues 

including visitor visa entry at New York 

City airports and the FAA’s proposed 

flight caps. The group also monitored 

the advertising landscape to manage 

the City’s brand and identity.

2007 Highlights  
Working with City agencies and 

external partners, the Communica-

tions department leveraged its key 

relationships with the local, national 

and international media to develop 

individual news stories about NYC 

& Company programs, partner-

ships and initiatives. In addition, the 

department worked closely with 

international offices to develop (non-

event) news stories across a variety 

of topics that highlighted tourism 

trends and other developments 

across the City.  

NYC & Company’s Communica-

tions department hosted press trips 

from nearly every country in which 

NYC & Company has an office. 

These trips gave NYC & Company an 

opportunity to showcase the authen-

tic flavor of the City’s five boroughs 

to consumer and trade journalists, 

generating significant news coverage 

and publicity for New York City as 

well as NYC & Company members 

and nonmembers. The department 

hosted 127 international journalists 

during the course of 13 group press 

trips.

Print coverage was generated in 

countless media outlets. Highlights 

included the International Herald 

Tribune, The New York Times, The 

Wall Street Journal, USA Today, 

The Irish Times, Daily Telegraph, 

Bloomberg News, the Associated 

Press, the Press Association, Xinhua 

News Agency, Travel Weekly, Marie 

Claire, Condé Nast Traveler Spain, 
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CREA Traveller Japan and many 

more. 

On television, NYC & Company 

helped shape and/or place segments 

on news programs. Some examples 

of coverage secured in 2007 include 

ABC World News, MSNBC, the 

Today show, CNN and six months 

of original programming on WNBC. 

International TV coverage was also 

robust, with placements on networks 

such as Antena 3 Spain, RTE Ireland, 

the BBC, TV Tokyo and TV Record 

Brazil, among others. 

Together, these efforts resulted 

in significant media coverage both 

internationally and domestically: print 

circulation in the second half of 2007 

alone generated between 1.1 and 2.5 

million domestic print impressions 

per month for a total of approximately 

10.3 million impressions.
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Since its unification into one 

organization nearly two years ago, 

NYC & Company has combined the 

full scope of destination marketing 

opportunities for New York City. 

The organization has employed 

innovative and forward-thinking 

solutions against a five borough 

initiative aimed at both residents and 

visitors that includes advertising, 

creative services, content 

management, membership, tourism, 

strategic partnerships, public 

relations and events. 

Three key communications 

objectives have been an ongoing 

focus of the marketing strategy. 

These messages are underscored 

in every piece of communication put 

out by NYC & Company:

Inspiration

NYC & Company conveys, 

demonstrates and reiterates the 

message that no destination in the 

world compares to New York City. 

Urgency

New York City should be not only a 

must-see destination, but a must-

see-now one. NYC & Company 

Marketing  
Programs

leverages up-to-the-minute messaging 

capabilities to move New York City to 

the top of the list.

Manageability

NYC & Company has created tools 

and materials that make planning 

a vacation to New York City simple 

and straightforward. Actively helping 

people tailor and book their trips 

can ensure that they follow through 

on plans and have the best possible 

experience during their stay.

The following pages highlight 

some of the programs implemented 

in 2007 that helped New York City 

achieve a record number of visitors 

last year.

Official NYC Identity 
As part of its mission, NYC & Company 

was charged with developing an 

official logo for the City of New 

York’s programs and services to help 

people identify official City divisions 

and agencies. The new logo, a bold 

and modern typographic treatment 

of “NYC,” provides a consistent and 

instantly recognizable mark to both 

residents and visitors. It is a practical 
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and strategic tool that will help 

people better understand and 

utilize City services while reinforcing 

the New York City brand. In the 

upcoming year, the new logo will 

continue to be gradually integrated 

across more City and government 

services.

This is New York City™ 
Global Brand Campaign 

On October 10, 2007, NYC & 

Company launched its first-ever 

global advertising campaign, This is 

New York City.™ 

The campaign is a vital part of 

the plan to achieve the mayor’s goal 

of attracting 50 million visitors to 

New York City annually by 2015.

Stepping up to the challenge 

of communicating New York City’s 

unlimited array of offerings—hotels, 

cultural attractions, entertainment, 

fashion, dining and shopping, to 

name just a few—the campaign 

has been an indisputable success, 

leaving viewers inspired and with  

a refreshed sense that there is  

no place anywhere else quite like 

New York City.

The campaign, created in 

partnership with Bartle Bogle 

Hegarty advertising agency, 

encompasses a multi-platform, 

multilingual media plan across 

four continents, and includes TV, 

radio, print, online, out-of-home 

advertising and NYC taxi videos. 

The campaign is supported by a 

$30 million budget ($4.75 million 

in cash and $25.5 million in City-

bartered media assets).

The campaign is focused on the 

following international and domestic 

markets: the United Kingdom, 

Ireland and Spain along with Boston, 

Philadelphia and Miami, with some 

campaign elements running in Italy, 

France, Germany and Brazil.

The 2007 Brand Tracker results 

of the This is New York City™ 

campaign:

—Made people think New York 

City is “genuinely better than all/

most other destinations”

—Made people feel more likely to 

visit New York City

The 2007 Digital Metrics results:

—Increase in traffic to nycvisit.com 

in October/November 2007  

of 35%

Just Ask The Locals™ 
Campaign in New York City
While the This is New York City™ 

campaign reaches people around 

the world and invites them to visit 

the City, NYC & Company continues 

to speak to visitors once they 

arrive with Just Ask The Locals™, 

a campaign designed to welcome 

visitors to New York City and thank 

them for choosing it as their travel 

destination. 

Sharing helpful hints and  
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