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WHY TOURISM MATTERS
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WHY YOU MATTER–CAPE MAY
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TOURISM’S JOB IMPACT ON NEW JERSEY
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2024: TOURISM VISITOR SPENDING BY COUNTY

 Atlantic: $8.2 
 Bergen: $3.5
 Burlington: $1.7
 Camden: $1.0
 Cape May: $8.1
 Cumberland: 

$0.4
 Essex: $4.1
 Gloucester: $.6
 Hudson: $2.9
 Hunterdon: $.3

 Mercer: $1.3
 Middlesex: $2.9
 Monmouth: $3.1 
 Morris: $2.3
 Ocean: $5.8
 Passaic: $0.7
 Salem: $0.2 
 Somerset: $.1.2 
 Sussex: $0.6
 Union: $1.5 
 Warren: $.2

$ BILLIONS

State Total: $45.4 Billion (+21.7%)

5.0%
GROWTH

CAPE MAY:



VISITOR SPENDING COMPARED TO 2019

Cape May spending has gown significantly since 2023, up +5.0%

Visitor Industry Spending (2024)
2024 percent change 

Source: Tourism Economics
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FY ‘24 NEW JERSEY STATE MARKETING

• Generate Awareness.
• Build visitation across all regions, seasons and sectors.
• Reinforce and enhance the reputation of the state as a premier 

travel destination.
• Increase international arrivals with focus on consumer travelers in 

the international markets of Eastern Canada, Ireland, UK, Brazil, 
Germany, Switzerland and Austria using D2C and travel trade 
opportunities.

• Build momentum in 6 key domestic feeder markets promoting NJ 
to both consumer and business travelers; increase our visitor 
share from secondary markets.

• Focus on content integration through all efforts including but not 
limited to paid media, PR, social, website and other owned 
communication channels.

NJTT Goals 
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FY ‘24 NEW JERSEY STATE MARKETING
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FY ‘24 NEW JERSEY STATE MARKETING
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FY ‘24 NEW JERSEY STATE MARKETING

Overall Strategy
• Highlight the diverse and surprising array of 

'Wow' experiences available to visitors in New 
Jersey.

• Utilize innovative, trackable, and effective 
digital marketing strategies to promote the 
State’s vacation destinations; augmenting with 
traditional media and activations in key 
markets building brand awareness

• Prioritize advertising in core markets, then 
expand to secondary and new markets as 
budget permits.

• Use a content driven strategy and optimize 
digital advertising towards longer engaged 
visits vs web visit quantity

• Emphasize and support NJ’s role in America 
250 and FIFA26

P1

culinary, agritourism, 
outdoor, arts & culture, 

lgbtq+
P2

shopping, wellness, 
entertainmentP3

CONTENT 
PRIORITIZATION

events, destinations,
attractions, history
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FY ‘24 NEW JERSEY STATE MARKETING

 Summer 2024 Marketing Campaign: 
Continuation of "Little State, Lotta Wow" campaign, 
launched in Fall 2023.
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FY ‘24 NEW JERSEY STATE MARKETING

 FY ‘24 Fall, Winter & Spring 
Marketing  Campaigns 



13

FY ‘24 NEW JERSEY STATE MARKETING

 FY ‘24 Paid and Organic Social
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FY ‘24 NEW JERSEY STATE MARKETING

 FY ‘24 Paid and Organic Social



15

FY ‘24 NEW JERSEY STATE MARKETING

 2025 Travel Guide
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CAPE MAY VISITOR INSIGHTS
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19

CAPE MAY VISITOR INSIGHTS
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CAPE MAY VISITOR INSIGHTS
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FY ‘24 NEW JERSEY STATE MARKETING
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ECONOMIC OUTLOOK
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ECONOMIC OUTLOOK

Economic growth will slow markedly in 2025
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LEISURE TRAVEL

MMGY’s recent survey reveals weakening environment
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INTERNATIONAL

Effects are already evident
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INTERNATIONAL

Sentiment towards the US has dropped and effects 
are already evident
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DRIVERS AND ROADBLOCKS
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THANK YOU!

FIND US ON SOCIAL MEDIA:

Email me:
michael.styles@sos.nj.gov

/VisitNewJersey /VisitNJ/Visit_NJ
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TOURISM’S JOB IMPACT ON NEW JERSEY

9th LARGEST EMPLOYER 
IN NEW JERSEY 

9TH 
32,051 JOBS 

CAPE MAY COUNTY 

Total direct employment from 
tourism industry amounted to 
334,100 jobs. 

1 in 12 jobs are tourism 
related.
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TOURISM EMPLOYMENT IMPACTS BY COUNTY

Amounts in number of jobs, 2024 percent change, and share of state total

Source: Tourism Economics
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VISITOR TRENDS BY COUNTY

Amounts in millions, 2024 percent change, and share of state total

Source: Tourism Economics
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CAPE MAY VISITOR INSIGHTS

$8.1 BILLION 
in Spending

Source: Economic Impact of Tourism in New Jersey, 2022
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FY ‘24 NEW JERSEY STATE MARKETING

PR Strategic Initiatives:

 Media/Influencer Visits to NJ

 Media Events

 Segmented Story Pitching

 Promotional Partnerships

 National Broadcast 
Opportunities

 Partner Benefits: Media Leads 
and Trend Information

Niche Marketing 
Expertise:

 Food & Wine

 Arts & Culture

 LGBTQ

 Family Travel

 Couples Travel

 History
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