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| Introduction

The travel sector is an inlegral par of lha New Jersey economy. Visilors generale significant economic
benefits lo households, businesses, and government, This economic activity represenls a crilical driver
of the stale’s fulure. In 2024, the visitor economy supporied 8,3% of all jobs in New Jersey.

By monitoring (he visilar economy, policymakers can inform decisions regarding the funding and
pricrilization of the seclor's development. This is particularly Imporlani for New Jersey as H bullds upon
ils visitor economy.

To quantify the significance of the visitcr economy in New Jersay, Tourism Economics developed a
comprehansive mode! detailing the {ar-reaching impacts arising from visilor spending. The results of
{his study show the scope of the visilor economy it terms of direcl visilor spending, along with total
economic impacls, jobs, and fiscal (tax) impacts in the breader economy.

The study quantifies impacts atlibtted (o the visffor induslry and the broader visitor economy. The
vislter Indusiry counts only visilor consumption — travelers' spending on lodging, food, transportation,
recreation, and shopping, Meanwhile, the visitor economy leoks at a broader range of visifor-refated
expendilures, including government supporl for tourism and capltal investmant,

An IMPLAN input-oulput model was constructed for the stale of New Jersey. The model traces the low
of visitor-refated expendltures through the slate’s economy and thelr effects on employment, wages,
and taxes. IMPLAN also quantifies the indirecl (supplier) and Induced {income} Impacts of tourism,
Teurism Economics then cross-checked these findings with employment and wage dala for each
sector {o ensure lhe findings are within reasonable ranges.

Visktors Included those who stayed overnight or fraveled more than 50 miles to the destination. The
primary source of lhe employment and wage data is tha Regional Economic information System
(REIS), maintained by the Bureau of Economic Analysis. This is more comprehensive than Bureau of
Labor Stalistics (ES202/QCEW) dala because sole-proprietors do nof require unemployment
Insurance and are not counted In the ES202 data.

The analysls draws on the following dala sources:

« MMGY Travel Intelligence: survey data, including spending and visilor profile characteristics for
visitars fo New Jersay

+ Bureau of Economic Analysis and Bureau of Labor Stafislics: employment and wage dala, by
industry

« STR and AlfDNA: lodging perlormance data, including room demand, room rales, occupancy, and
reom revenue, for hotels and short-lerm rentals, respectively

+ New Jarsey Treasury: lodging lax data
« US Census: husiness sales by induslry and seasonal second homes invanlory
+ Division of Gaming Enforcemenl; gaming revenue

+ Tourism Economics: internalionat travel data for Infernational travel to New Jersey based on
aviallen, survey, and credit eard informalion
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| Key Findings

Visitors Drive Economic Impact

In 2024, 123.7 million visitors spenl $50.G billion across New Jersey. Visilor volumes and

spending Increased 2,7% and 3.1%, respectively, over the prior year.

123.7M $50.6B

Visitors to Visitor Spending
New Jersey

&

$80.4B

Tatal Business Sales

Economic Impacts of Visitors to New Jersey

Visitor spending of $50.8 billion in 2024 ganeraled a tolal economle impact of $80.4 biflion

in New Jersey, Including indirect and Induced impacts. This lotal economic impac!
generated $26.0 billion In total labor income, suslained 507,833 total jobs, and generaled

$5.4 billion in stale and local fax revenues in 2024,

&
$26.0B

Total Labor
Income

&

507,833

Total Jobs
Suppoerted

$5.4B

State and |.ocal
Taxes

New Jersey
welcomed 123.7
million visitors

in2024.
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Visitors to New
Jersey spent
$50.6 billion in

2024.

| Visitor Volume and Spending

Visitor Volume

Visitors to New Jersey grew
2.7% year-over-year to 123.7
millfon in 2024, more than three
milliar higher than the pricr year.

New Jersey Visitor Volume
Amounts in millliens

2.9%
18.6% 5%
1.

: o cJ123.7
1162 wax B s B
o -27.2% j .

2019 2020 2021 2022 2023 2024

Source: Tourism Economics

FOOD &
BEVERAGE

LODGING
$13.480

D
Il

RETAIL TRANSPORT
$82:28

Source: Tourlsm Economics

Note; Lodging spending is calculated as
an industiy and includes casino revenue,
short-term rentals, and second homes
spencling. Transport Inclides both air and
local transpotation.

Visitor Industry Spending

Visitors to New Jersey spant $50,6 hillion
across various sectors in 2024,

Food and beverage spending lolaled $14.19
hillion In 2024, representing the fargest share of
visitor spending in New Jersey af 28.1%.

Lodging spending, including casino revenue,
shorf-lerm rentals, and the value of second
homes, neared $13,45 billion, 26.6% of the lotal.
Retall spending fallled $8.62 billlon or 17.0% of
visitor spending.

Spending on Iransportation and recreation
conlribuied 16.3% and 12.0% of visiior spending,

respectively.

New Jersey Visitor Industry Spending
Amounts in $ billlons

g% 3%

21.7%
27.% SR
3E.8% -

209 2020 2021 2022 2023 2024

Solrce: Tourism Economics

t The visitor industry counts only wisitor consumption,
which excludes capital investment and generat
government support of taurism. This definition is
cansistent ywith economic accounts.




New Jersey Spending, by Segment {2024)

- - [ 4
Visitor Volume & Spending Trends Amounts In $ billons and % shores
Prargiese
Leisure $46.4%  Day 8691  Domestlc $47.53
New Jersey visitor volumes Increased 2.7% yaar-over-year to 123.7 million in 2024, Business $4.14  Overnight 84364 International  $3.02
suppored by solid growth in day visliors, as overnight visitor volumes wera fial, Tolal 950.585  Total $50.55  Tolal $50.65 !
Share i
Visitor spending I New Jersey increased 3.1% In 2024 {o top $50 billion for the first time. By Lelsure 91.8% Day 137% Domestic 94.0%
Business 82%  Overnight 86.3%  Internalional 6.0% H

spending category, food and beverage grew fasles! at 5.2% year-ovar-year lo $14.2 billion.

Ratail spending achleved modest growth of 3.0%, rising to approximately $8.8 hillion.

N ’ . New Jersey Visitor Volume and Spending, by Market
Transperiation, including bolh alr and lransportation within (he destination, grew 0.2% as Amounts In millions of visitors, $ milions, and § ﬁmq_uman:

declining gas prices offset the boosl from growing air fravel demand. Meanwhile, recreatlon

spending Increased 2.8% lo over $6 billion for the first time, N

Tolal visltors 116.15 B4.56 86,63 114,58 12046 123,70
Lodging spending growth of 2.7% was led by a modest ixcrease i accommodation sales, Domeslic 114.63 84.21 96,14 113.23 118.56 121.55
although castno revenue dedlined in 2024, International 1.62 0.34 0.50 1.35 1.96 2.15 y
Total visltor spanding $46,442  $20,351 337,334 $45376  $49,051  $50,553 _
Darmeslic $44005 328872 $36501  $43690  $46401  $47,530 (e~
International $2,437 $479 $833 81676  $2860  §3023
New Jersey Visitor Industry Spending
Amountsin $ miflions and 2024 percent change Per visitor spending 4400 $347 $3B6 £396 $407 $409
Romestic $384 $343 $380 $386 $392 4391
International 91,603 $1,301 $1,675 $1,239 §1,342 51,403
i ) ? S
Total visitor spending  $4644  $20.35  $37.20  $4538  $49,05  $50.55 314% New Jersey Visitor Volume and Spending, by Stay
Food & beverages $12.28 5827  $1019  $1227  $1349  §14.19 5.2% Amounts in millions of visitors, $ millions, and § per person
Lodging* $12.44 $767  $1045 $1229  $1308  $i345 2.7%
Retail $8.29 4533 $6.53 §7.81 $8.37 $8.62 3.0%
Transportation* $785  S4s%  $597  §761  $820  $822  02% Total visltars 1645 8456 96.63 12048 123.70
Recreatlon | 5058 $3.39 $4.15 $5.39 $590 §6.07 2.9% Day 6146 16.13 51.56 62.42 67.07 62.98
Overnight 54.69 38.43 45.07 §2.16 5339 53.72
Suurce: Taurlsm Economics Total visitor spending $46,442  $20,361  $37,334  $45376  $49,051  $50,553
* Lodging includes second home, short-term rentals, and casino spending Day S4.487 $3542 $4.175 $5.697 $6,372 $6915
** Transportation inctudes both ground and alr transportation Overnight §41,955 325800  $33159  $30,679 842,679 $43,638
Per visitor spending $400 $347 $386 $396 §407 $400
Day $73 §77 461 $91 §95 $99
Cvemight §767 $672 $736 §761 §799 4812

' Source: Tourism Economics
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| Visitor Economy Trends . Visitor Economy Spending

The broader range of tourism-related expenditures

The visilor economy looks al a broader range of visitor-relaled expenditures. These include g of
reached $53.2 billion in 2024

gaverament support for lourism as well as capital investment (bath new slruclures and

machinery and equipment spending).
The broader range of lourism-related expenditures reached $53.2 bllllon In 2024, with domestic

investment in support of tourism {raveler spending representing the majority at $47.5 billion
Caplial investiment (CAPEX) includes construction of hotels and atiractions, as well as tourism Despite strong International visitor spending growth In 2024, levels remain below pre-pandemic W
equipment and Infrastruclure. Mon-visilor private consumplion expenditures (PCE) reprasent tourism consumer durables such

as an RV, boat, or furniture for a vacation home. Non-visitor PCE expanded 12.4% In 2024 lo

Consiruction and invesiment in suppori of lhe {ourism induslry in New Jersey lolaled $2.2 185 mil
5 million.
hillion in 2024, an increase of 2.6% over he prior year. $ : y

Government support for lourism ~ which Includes the budgels for deslination markeling and other

Spending on new consiruclion advanced 3.3% in 2024 to $820 million as spending on
machinery & squipmenl increased 2.2% 1o $1.4 billion.

A4

4.
budgel ltems In broad support of tourism — incieased 2.2% in 2024, Lo
L

Tourlsm Capital Investment Spending In New Jersey Visltor Economy Spending in New Jersey
Amounts in $ milllons and 2024 percent change Arnounts in $ millions and 2024 percent change

A

Sy

K S ol 2010 2020 A5d Groth

capltal lnvesiment $1,881  $1465  $1,693  $2000 $2,169  §2225 2.6% Visltor economy $48733 $31,047 §39.312 847,716 $51,508  $53,171 3.1%
Construction 5617 $685 3685 8727 §794 5820 33% Domestlic visitor $43373  $28643 $36801 $43832 $46765  $47,530 16%
Machinery & equipment $1.265 780  $1008  $1273 51375 $i408 2.7% International visitor $3070 $709 $533 81544  §2286 $3023  320%
Nonaisitor PCE 4237 $144 5144 $161 §165 $185 12.4%

Saurce: Tourlsm Ecanomles Gavermnment support $172 587 3141 $179 $204 $208 2.2%
Capital Invesiment 51,881  $1465 81693 $2000 52,969 £2275 2.6%

Source:! Tourlsm Economics
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| Economic Impact Methodology

Our analysis of the New Jersey visilor economy begins with direct visitor spending and
analyzes the downstream offecis of this spending on the broader economy. To delermine
{otal economic Impact, we inpul direct spending into a mode! of the New Jarsay economy,
construcied using an IMPLAN Input-ouiput {-O} model, The model traces the full extent of
industry impacis as dollars flow through the local economy.

DIRECT

IMPLAN remains a nalionally recognized and widely used modeling lool, the leading
provider of economic impact data and analylics software. The model fraces the full extent of -
industry [mpacts as dollars flow thraugh the local economy, Transactions such as
retail, lodging, |
transportatien,
entertainment, and
dinine occur directly
betweon consumers and
travel businesses

1-0 models represenl a profile of an economy by measuring the relatfonships among
Industrles and consumers, guanlifying lhree levels of lmpact:

1. Direct impacts: Vistlor spending creafes direct econentic valie within a discrate group
of seclars (such as recreallon and transporlation). This supporls a relalive proporilon of
spending, jobs, wages, and taxes within each sector.

2. Indirect impacts: Each direclly affecled sector also purchases goods and services as
Inpuis (e.g. food whaolesalers, ufilities) Into preduction. These Impacts are called Indirect
Impacls or supply-chain effects.

3. Induced impaets: Lastly, the induced impact s generated when employees whose
wages are generaled either directly or indireclly by visilor spending spend those wages
In the local economy. This is called the induced impact or income effect.

The Tourism Economics model calculales these three levels of impact—direct, indirect, and
Induced—for a broad sef of indicators, including:

* Spending + Fedoral Taxes
+ GDP + Sfale Taxes
+ Wages + local Taxes

+ Employment

INDIRECT

B %

Travel businesses
purchase goods and
services from ather

providers creating
supply chain cffects

and engaging B2B
goads and services

Economic Impact Framework

INDUCED

ifder-aganomy,
jeniarating 0OR, Jobs
ditax revepue.
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] visitor Industry Impacts

Tha narrow definition of the vislter industry counts only visilor consumplion, which excludes
capital invesiment and general goveramen! suppor! of lourism. This definition is consistent with

economic accounts.

Visitor industry employment

Employmenl supporied by visitor activily increased 1.5% in 2024 {o 334,073 jobs, With an
increase of more (han 4,900 jabs, employment direclly supporled by visliors was within 8,900
Jobs of pre-pandernic levels in 2024 (2.6% below 2018 levels).

Visitor Industry Employment In New Jersey
Arnaunts in number of jobs, visitor industry only

-31.0%

RO

2022 2023 2024

2019 2020 2021

Source: Toutism Economiles

Visilor industry GDP is the value added of those seclors directly interacting with visitors.

On lhis basis, visitor Industry GDP was $24.7 billion In 2024, accounting for 2.9% of total
New Jersey GDP.

Visitor Industry Employment and GDP (2024)
Amounts In number of Jobs and $ milliens

Civpdoymem
Total 334,073 $24,729
Food & Beverage 135333 $6436
Lodging 62432 $5,716
Recreation and Ertertainmert 56,362 $3851
Finance, Insurance and Real Estate 13677 43902
Retail Trade 35044 $2075
Alr Transport 3947 $1,014
Other Transporl 8,630 $862
Gasoline Stations 5804 $430
Personal Services 11,949 8334
Business Services 795 $110

Source: Tourism Econornlcs

New Jetsey visilor incustry GDP in 2024 ($24.7

billion) accounted tor 2.9% of total state GDP,

]
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| Business Sales Impacts

Spending In suppart of the New Jersey visilor economy reached $53.2 billion in 2024, This direct
Impact generaled $27.3 billion In indirect and induced impacls, resulting In a total economle
Iimpact of $80.4 billion In the New Jersey economy.

St

16}

$53.2B + SI13.8B + S13.4B = $80.4B
Direct Sales f Indirect .Induced Total
Visitor Gales Sales Sales
Economy
Spending

Business Sales Impacts by Industry {2024}

Amountsin $ milllons

Tolal, all Industrles
Food & Beverage

Finance, surance and Real Estale

Retail Trade
Lodging

Recreation and Enterfainment

Business Services
BGasoline Statlons
Conslruction and Utililies
Other Transport

Education and Health Care
Communications

Alr Transport

Wholesale Trade

Personal Services
Manufacluring
Government

Agriculture, Fishing, Mining

$53,171
$14,193

86,608
$8,790
§7,902
55343

$243
$4,044
$2,225
$1,356

$1,666
$486

817
5208

$13,827

$535
$3648
$248
45
$285
$3,894
$7
%006
5785
$38
$1,179
§70
$935
8454
4567
$223
$49

$13441

$903
$4,192
$936
S0
$222
$1433
$55
$353
4357
$2.324
§702
$130
4808
4598
§273
$126
$19

$80,439

$15,632
$14,537
89974
$7916
45851
$5570
447107
43484
$2,4908
$2.362
81,092
$1,866
§1,742
$1,538
4857
8557
4§67

N 4

Source: Tourism Economics




| Value-Added Impacts

The value of all visitor-associated goods and services produced in New Jersey was $43.8 billion
in 2023, equivalent 1o 5.2% of New Jersay's GDP.

N
JIE
$26.0B . $8.4B + $9.4B = $43.8B
Direct Indirect induced Total
GDP GDOP GDP GDP

CY VISITOT @COoNamy

of the state GDP.

r

Value-Added Impacts by Industry (2024}
Ameounts In $ millions

Total, all lndustrios $25,991 $6,431 $0,356  $43.778
fFinance, Insurance and Real Estate $3902 $1.871 $3026 $8,798
Food & Beverage 36436 $360 $603 §7.408
Lodging $5716 $4 §7 $5728
Recreation and Enteriainrnent 33,851 $193 8156 $4,200
Business Setvices $110 $2,706 51,007 §3823
Retail Trade $2,075 $is8 $766 $2999
Construction and Utilities 41,188 $533 8216 $1937
Education and Health Care 420 $1,668 81,688
Other Transpon $862 §525 $227 $1,614
Alr Transport $1,014 341 375 $1,130
Wholesale Trade $480 8522 $1,102
Communications $675 8427 $1,102
Personal Services $334 $319 3387 $1,040
Gasaoline Stalions 44320 84 $39 5474
Manufacturing 57 $235 $140 $382
Government 867 $164 §71 3302
Agloudture, Fishing, Mining $36 318 353

" Ty¥

Source: Tourism Economies




| Employment Impacts

The visilor economy sustalned 344,556 direct jobs in 2024, with an addillonal 163,277 jobs
supporied from the indirect and induced impacts of visitor aclivily. The iolal jobs Impact grew to
507,833 jobs, equlvalent {o 8.3% of total amployment in Lhe state (or one-in-twelve jobs). Visitor
spending supported lhe Jargest number of jobs in the feod and beverage industry (152,068),

N
El &8

345K + 69K + 94K = 508K
Direct Indirect Induced Total
Jobs Jobs Jobs Jobs

The visitor econotny supported 8,3% of all jobs

i Mew Jersey, including over 152,000 jobs in

the food and beverage indusiry

Employment impacts by Industry (2024}
Amounts in number of Jobs

Tota), all industries 344,556 68,974
Food & Beverage 136333 6271
Recreation and Entertainment 56,362 3,736
Lodging 62432 51
Retall Trade 35044 1,625
Finance, nsurance and Real Estate 13677 14078
Business Services 795 24958
Educallen and Health Care 376
Personal Services - 11,949 3,688
Other Tranzporl 8,530 4,550
Canstruction and Ulilities 8,700 2,199
Gasollne Stations 5904 72
Wholesale Trade 1,940
Air Transport 3947 13
Goverarnent 1,366 1,842
Comimunications 1,756
Manufacturing 427 1,499

AgricuMure, Fishing, Mining

302

94,303

10454
2919

7
11,226
13955
10,116
26,930
8,352
2439

939

666
2,658

252
1078
1,005
" 803

339

507,833
182,068
63017
62,954
47,895
1,110
35869
27306
23889
15619
11,838
6,642
4,500
4330
4276
2851
2729
641

Source: Tourism Economics
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| Labor Income Impacts

Visllor activily generaled $14.6 billion in direct labor income and a total of $26.0 billien including
indfrect and induced impacls, There are 10 industries in which visilor aclivily supported more
than $1.1 billlen In personal income.

AN
16 9
$146B + S55B + S$59B = $26.0B
Direct Indirect induced Total
Labor Income Labor income Labor Income Labor Income

Labor Income Impacts by Industry (2024)

Amounts In $ millions

Total, all Industies

Food & Beverage

Lodging

Business Services

Recreation and Entertainment
Finance, Insurance and Real Estate
Retait Trade

Education and Health Care
Other Transporl

Construction and Utilities
Persanal Services
Communications

Wholesale Trade

Alr Transport

Government

Gasaline Stations
Manufacturing

Agriculiure, Fishing, Mining

el

814,632

$4,145
$3,551
875
$2,107
$536
$1,306

3776
5931
3428

$453
§74
$242
$6

lewdipsc 1

$5,469
$286
83
$2,150
§130
$889
§118
818
8447
$209
5271
$341
4285
$21
$163
$3
5105
$30

Lalin

hrone

5,887

$438
44
%892
$98
$875
$485
41,627
$231
§90
8460
8205
5260
$38
489
Sa4
$54
$16

$25,988

$4,869
$3,559
43,117
$2,335
$2,208
$1,900
$1,645
$1456
$1.230
$1,159
§546
$545
3512
$326
$270
$165
$47

Source: Tourlsm Economics

more than SL1 billion in total income.

4




| Fiscal (Tax) Impacts

Visitor spending reduces the tax burden

Visitor economy spending, visitor supported Jobs, and business sales generated $11.8 billion
in government revenues. Slate and local taxes alona laliied nearly $5.4 billion in 2024, by $1,545 per household in Neww Jersey.

Each household in New Jersey would need to be taxed an additional $1,545 to replace the
visilor-generated taxes received by New Jersey stafe and local governments In 2024,

State and local flscal (tax] impacts
Amounts in $ milllons

s

Total 7 $11,207 $8767  §9,747 §$10987 $11,601 $71.843
Fadaral $6,148  $4,747 §5171  $5992  $6385  $6471
Personal Income $2,062 $1,589 $1,739 §2026  $2161 $2,225
Corporate $901 $701 4753 $833 $BB1 $884
indirect business $527 $410 $446 $504 4544 4551
Saclal Insurance 42657  $2047  §2233 32629 $2799  $2811
State and Local 85050 $4020 34576 54995 $5216  $5373
Sales $1438 81010 $1,792  $1.383 $1473  $1,528
Bed Tax 5162 $77 $131 $i69 3194 $194
Personal Income 4500 Lxyi ] 8413 $489 857 $524
Corporale $204 $159 $195 $215 Ly $227
Social insurance $37 %20 $35 $39 $n §41
Excise and Fees $353 4249 3268 3314 3328 $327
Property $2365  §2119 $2342  $2387  $2438 52534

Source: Tourism Economics
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Economic Impact In Context :

T i ot g

sarstaineecd by thie wvisiton

oGty 1okl

Je ey




| Economic Impact in Context

Direct visitor economy employmen! supporied slgnlficant shares of several

Importance of Visitor Industry Jobs

The visilor Eq__wi is a koy employer In New Jersey. Visitor industry jobs span across seclors

industrles in 2024 — alt of lodging, 42.56% of recreallon, 30.8% of food and beverage and when considered as a group can be compared to ofher industries. Total direcl

employment, and 6.5% of retail employment.

Visitor-Supperted Employment Intensity
Percent of total industry employment

100.0%

30.8%

6.5%
I

Lodging Recreation Food Retail
services

Source: Tourisrn Economics, BEA, BLS

employment fram the visilor induslry in 2024 amounled lo 334,073 Jobs and ranked as the 9th
largest employer in lhe State, representing 1-in-18 jobs.

Employment in New Jarsey, by Major Industry
Amounts in thousands of jobs, 2024 estimates

Health & social assislance 7529
Retail rade

Professionat and technical services

Real estate and rental and leasing

Finance and Insurance

Transportation and warehousing

Accommcdalion & foad services

Admin. and waste sarvices

Visitor induslry

Olher sepvices

Canstruclion

Manufacturing

Wholesale trade

8.3% ) Educational services

I Arts and recreation

Total ) Infermation
Management of companies

economy Utlities

. Source: Tourisen Economics, BEA, BLS
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| New Jersey Forecasts _

Visitor Volume Forecast . Mew Jersey Forecasts
: Amounts In miillons of visitors, $ milflans, and year-over-year percent change

Visilor valumes are forecast lo New Jersey Visitor Voilume Forecast ) 2000 el AT ARG ZUPEL el ey
in 2,9% vear-over-year (2.7 Amounts In milltans Tolal visttors 11615 8456 9663 11458 12046 12370 12641 13019 13241
braase 2:2% year y X ¢ Day 6146 4613 51.56 6242 6707 6993 714 7368 7500
mifllen) in 2025 to 126.4 million. g 1924 Overnlght 54.60 8843 4507 5216 5380 5872 6451 5651 67.32
1264 -
In 2025, day visilors are farecast lo 162 e S5 I Spending $46442 $20351 $37,334 $45376 $49051 SKOSS3 $52300 §54052 966,497
rise 2.7%, as overnighl visiors %6 S8l Tax Revenve $5050 S$4020 $4576 $4995 $5216 §5373 $5503  $5664  $5766
Increase 1.5%. 4.6 year-over-year growth
Total visitors 49% -27.2% 143% 18.6% 51% 27% 2.2% 3.0% 7%
In 2026, World Cup events ate : Day 6.2% 250% 8%  211%  74%  43%  27%  25%  19%
anticlpated to boost lravel to {he stale, Overnight 5% -207% 173%  15.7% 2.4% 0.6% 1.5% 37% 1.4%
with visilors projected to grow 3.0%. BN EE B ER EE $pending 39.8% -368% 27.2% 215% 81% Qi%  35%  49%  30% f
2019 2020 2021 2022 2023 2024 2025F 2026F 2027F
&L Tax Reveriue 1.5% -205% 138% 8.2% 4.4% 3.0% 2.4% 2.9% 1.8% S
Source; Tourism Ecenomics m
- Source: Tourism Economics l

Visitor Spending Forecast

Visitor spending is forecast o increase New Jersey Visitor Spending Forecast
3.6% to $52.3 billion in 2025. Amounts in $§ millions

$56497
R $54 852
Tolal state and local taxes generated s4g051 $50563 $52,300

from visitor supporied aclivily are Soadz $asaze

projected fo rise lo $5.5 miltion in 837334

2025, $20,351
New Jersey visitor volume is forecast to grow
2.2% in 2025 and 3.0% in 2026.

2% 2020 2021 2022 2023 2024 2025%F 2026F 2027F

Source: Tourism Economics
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County Results

Key Points

In 2024, mosi counlies experlenced growth in visilor spending wilh 1he exceplion of Middlesex
and Salem, Nolably, Hudson Counly wiinessed the largest year-over-year increase af 6.0%, as
{he demand for clly ravel was sfrong. Vislls to shore counties were mixed, as Cape May led
tihe way with 5.0% growth, while Atlantic City spending growlh was more moderate as a result

of declining casino revenue,

Visitor industry Spending {2024)

2024 percent change
6.0%
5.0%
4.7%
5% 4.9% 41% 4.0% 3.9% 3.8% 2.8% 2.6% 3.5% 1%
L 26% o 99 2.0% 1.8%
13%
- 0.6%
. " "N - W T
[N ]
D6%.p.95
g &5 3% 23 E &8 % gL E g EE S E s 8 E K
'R EEEEEREEERBEREDEEEEENERE:
T EESG 28 58 g - =35 g*®®r =g
o = m w © @ T =

Sourca: Taurdsm Economlcs

TOTAL COUNTY VISITOR VOLUME

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

ezl

et

State 116.15 8456 96,63 11458 12046 12370 27%
County
Atlantic Caunty 2303 1621 2033 2283 2355 2397 1.8%
Bergen Counly 002 AL 712 31 10.29 1024 D5%
Buriington County 385 aor 341 a0 279 386 9%
Camden County 391 316 346 f<1:38 348 404 4.1%
Cape May County 1016 8.14 1¢33 1138 1158 12.11 4.6%
Cumbezland County 0%0 0.72 078 051 093 097 4,3%
Essex Cornty 346 402 427 557 640 630 3.3%
Gloutester County 131 105 118 139 142 148 4.0%
Hudson County 730 510 544 745 807 857 6.2%
Hunteeden County 123 087 024 119 129 192 24%
Mercer Caunty 3462 218 243 295 305 214 37%
Middlesex County 593 440 493 6,05 452 644 -1.2%
Monmouth County 892 474 .88 9.21 %54 293 4.1%
Morris County 649 4.26 405 530 573 595 9%
Qcesn County 903 7.25 892 039 2050 1073 22%
Passalc County 192 148 158 193 207 214 4.5%
Salem County 043 935 037 041 041 041 0.6%
Somerset County 298 212 221 269 291 300 32%
Sussex County 294 223 254 284 310 324 44%
Unlon Counly 332 222 233 296 320 325 1.5%
Warren County 238 1.80 205 239 252 255 1.2%

19.4%
8.3%
33%
33%
98%
0Aa%
53%
12%
69%
L1%
2.6%
52%
80%

21%

Source: Tourlsm Economics




DAY VISITOR VOLUME

Day Visitor Volume
Amounts In millions, 2024 percent change, and share of state total

State

Covnty
Atlantic County
Bergen County
Burlington County
Camden County
CapeMay County
Cumberland County
Essex Counly
Gloucester County
HudsenCounty
Hunlerdon County
Mercer Covnty
Middlasex County
Monmouth County
Morris County
Qcean County
Passalc County
Salem County
Somerset County
Sussex Coupty
Unlfon County
Warren County

6146

1i2é
562
166
285
3.70
0.63
356
085
397
086
197
1.99
549
349
475
123
928
139
2.2%
130
224

46.13

2.98
448
119
223
239
048
244
062
315
058
141
145
4,17
264
360
0.94

110
172
098
149

51.56

1006
421
130
251
374
053
250
070
327
0.74

154
477
235
438
105
024
114
197
095
195

6242

1202
539
154
282
421
0464
329
088
4.21
094
185
202
548
295
529
127
0.28
136
227
120
228

134
24

69.98

1306
423
174
306
470
0562
3.86
097
503
106
204
224
434
340
574
147
029
160
263
3¢
244

4.3%

33%
16%
4.0%
5.3%
L8%
4.4%
51%
54%
74%
32%
4.9%
08%
5.9%
5.2%
4.2%
5.5%
02%
52%
5.0%
3.6%
13%

100,04

18.2%
8.5%
24%
44%
6.7%
10%
5.5%
1a%
72%
1.5%
25%
325
9.1%
4.9%
B.2%
FAYS
0.4%
2.3%
3.8%
0%
3.5%

Source: Tourlsm Economics

OVERNIGHT VISITOR VOLUME

Overnight Visiter Volume

Ampounts in milllons, 2024 percent change, and share of state total

State

County
Adlantic County
Bergen County
Burlinglon County
Czmden Cotnty
Cape May County
Cumberland Caunty
Essex County
Glotieesler County
Hudson County
Hunlerdon County
Mercer County
Middlesex County
Monmouth County
Morsls County
Ocean County
PassaicCounty
Salem County
Somerset Counly
Sussex County
Unlen County
Warren Counly

5469

1077

441
219
105
646
026
250
D48
331
027
145
394
343
300
428
069
0.15
159
072
202
015

3843

823
271
187
087
525
0.24
158
D45
195
0.1%
0.76
294
257
162
365
054
013
103
051
123
0.1

4507

1027
29%
212
0.95
659
0.25
167
049
217
.20
089
332
1
170
454
053
013
106
056
137
¢a0

352
235
501
046
013
132
057
176
011

G151

5372

1091
40
215
098
741
028
242
051
355
0.26

Q0%
-3.6%
0.3%
sl
a2%
43%
04%
14%
4.6%
0.6%
15%
-22%
11%
21%
-0.1%
24%
QA%
11%
1.7%
0.0%
-0.8%

203%
7.5%
40%
18%

138%
0.5%
4.5%
0.9%
6.6%
D.5%
21%
764
67%
4.7%
9.3%
1.3%
0.2%
2.6%
1%
35%
0.2%

Source: Taurlsm Econamics
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COUNTY SPENDING

Visitor Industry Spending by Category {2024)
Amourts [n § milllons and 2024 percent change

laedin® Togne g ares
Stale $104475  $14,1928 $60719 386214 $6.21%1  $50,5330 3.1% $3.8727
Counfy
Allantic County $4,382.2 $1585% $522.4 $1,172.9 $552.9 $8.2014 1.3% $082.6
Bergen Colnty $450.4 $1237.0 $526.1 44300 $6304 $34741 05% $4167
Burlington County 42011 $537.8 £204.3 $3423 $401.4 31,6864 2.6% $189.6
Camden County 4953 $291.2 $1525 $1839 $250.4 $9733 9% $124.6
CapeMay Caunty $33444 418663 40281 15174 0 35463 $8,1024 0% $6585
Cumbertand Catinty $45.3 $1153 $378 $834 41083 $3%0:2 4.2% 419
£ssex County 33142 48824 $3428 44104 $2,1508 $4,1056 38% $3959
Gloucester County $75.1 $215.2 $740 $105.1 31430 46325 8% 5765
Hudson County $4610 310151 $4622 $557.5 $3792  32EB5.1 0% 43038
Hunterdon Covnty $314 $902 196 $57.5 $034 $3140 20% $#415
Mercer County $145.6 $448.1 41365 $252.1 42434 $1,2456 35% $31526
Middlesex Counly $417.3 $999.1 $3443 $495.9 $617.5 $28740 -0.6% $3353
WMonemouth Calnly $68d.6 $9155 $628.3 $489.9 $3594 330777 47% $347.3
Mosrls County $350.9 $7858 $387.5 $306.1 $381.9 $2,292.2 3.6% 42439
Ocean County $1,748.6 415995 $697.8 $1,158.3 $618.7 $58230 31% 45368
Passalc County $99.3 $294.6 $988 $1174 $1185 37289 41% $100.%
Salem County $20.1 $504 $189 $48.2 $551 $202.9 -0.9% $205
Somerset Counly $iva2 $4432 $234.00 $1928 $1598 31,2282 40% 41722
Sussex County 3159.9 $1954 $87.6 1022 3403 $585.5 4.5% $68.§
Unlon County 31918 45926 $2102 $267.6 $2194 315416 3% $18%0
WarrenCovaly $20.5 $519 4233 4402 $494 $186.2 1.9% $238

Source: Tourlsm Economics

¥ Lodging includes second home and casine spending
* Transportation includes both ground and air transportation

Visitor industry Spending
Amountsin $ millions, 2024 percent change, and share of state total

State $464424  $2935L1 3372934  $453758  $49,0310
Counly
Atlantic Caunty $7.7900 34,7475 $5,847.6 72757 $8,097.5
Bergen County $3,2000 $1842.1 $2255.2 $2,937.1 $3,456.7
Burlinglon Countly 31,6684 $10867 $1385.6 $158%.1 $1,6435
Carnden County $9373 $6108 $7788 $907.2 $936.4
Cape May County 46,9106 454062 $6,622.6 4£74090 $7,7145
Cuxnberfand County $3553 $2490 $309.2 $365.5 $3745
Essex Counly $40143  $28841  $27756  $34997 339569
Glougester County $5249 L3727 $492.3 $5931 $60%.7
Hudson County 324055 $4,1642 $1,5467 $2,4504 $2,7205
Hunterdon County 43337 $1828 $231.3 $2744 %3079
Mercer County $14460 $7008 $8721  $14281  $3,2029
Middlesex County $25308 $145567 $1,897.9 $254608 $209L6
Monmouth Couaty 42,6539 $18438 $2,347.7 428020 $2,93%.48
Morrs County 423080 $1,157.3 $1,392.2 £19534 $2,2127
Ocean County $4,988.6 $3894.1 34,6722 45,3985 $5.647.9
Passalc County $6498 %3941 $4924 $4225 $700.3
Salem County 42169 $1515 $178.0 $202.2 32058
Somerset Caunty $1,257.4 $6183 $72462 310250  $1,1808
Sussex County $557.1 $3d58 $445.4 $5021 $5603
Unlon County $15110 $8214 $10223 $1,302.7 $1,5074
Wagren County $181.4 $1206 $1405 $1569.9 $1847

$50,553.0

$8,20£4
$3474.4
$1.6864
49733
46,1024
$350.2
44,1056
$6325
$2,885.1
$314.0
$1,2456
$28740
330777
$2,2922
$58230
$7289
52029
$1,2282
$565.5
$1,5414
$188.2

1.3%
0.5%
2.6%
35%
50%
A2%
38%
3.8%
£0%
20%
35%
“0.5%
4.7%
3.45%
3.1%
4.1%
-0.9%
40%
-4.5%
2:3%
394

16.2%
69%
3.3%
19%

1685
0.5
8.1%
13%
5.7%
05k
25%
5.7%
61%
45%

11.5%
14%
04%
24%
12%
30%
04%

Source: Tourlsm Economics




COUNTY EMPLOYMENT

Visltor Industry Employment
Amountsin number of jobs, 2024 percent change, and share of state total

State 342,937 237T3H 270,566 310,450 329,165 334,073 5% 100.0%
County
Atlanile County 54,597 35,694 47433 53021 55,148 55,561 07% 16.6%
Bergen County 26,770 18,237 19,704 22,940 25414 25448 0.1% 7.5
Burlington County 16,456 11,436 12,440 13855 14324 14,645 2.2% A4%
Camden County 2473 6548 7,322 8165 8420 B.672 3.0% 2.6%
Cape May County 26,981 23,265 28,304 30,352 31,325 42,051 23% 9.4%
Cumberfand County 3178 2414 2,653 2877 2939 3,033 3.2% 0.5%
Essex County 23525 15326 15,904 19,863 21,765 21,999 1.1% 6.6%
Gloucester County 5,658 4211 4447 5009 5162 5317 30% 16%
Hudson County 20574 13375 15,187 18962 204696 21,679 4.8% 6.5%
Hunterdon County 2,504 1,869 2,003 2,228 2,385 2378 -0.3% 0.7%
Mercer County 3352 7.876 8,286 4710 10,151 10,250 10% 3.1%
Middlesex County 23943 15936 17,356 20,532 22264 21,848 -1.9% &6.5%
Menmouth County 23828 17,433 20074 22739 23672 24,242 2.4% 73%
Morris Counly 22,620 13469 14,567 17,334 18317 19,094 1.5% 5.7%
Deean County 27,166 21,157 24,693 22,667 28,573 29,052 1.6% 8.7%
Passaic County 6,109 4447 4,687 5275 5,688 5783 17% 17%
Salem County 1,648 1,244 1380 1460 1494 1475 ~13% 04%
Semerset Counly 11,360 7471 7759 9,237 10,131 i043% a0% 31%
Sussex Counly 4408 4430 5,088 5A55 5828 5,954 2.2% 1B%
Unlon County 14,539 9,733 106615 12285 13,386 13587 1.5% A1%
‘Warren Counly 1738 1,220 1,318 1476 1,560 1,549 0.6% 0.5%

Source: Tourism Economics

Visitor Industry and Total Visitor Economy Employment
Amounts in number of fobs and share of total county employment

State 334073 5.5% 507,833 8.3%
County
AtlanUic County 55561 27.6% 70825 37.8%
HergenCounty 25445 34% 42970 56%
Burlinglan Counly 14645 4.5% 22046 6.7%
Camden County 8572 2.7% 15207 4.7%
Cape May Counly 32051 44.7% 41703 58.15%
Cumberland Coimnty 3033 3.5% 4960 . 5.8%
Essex County 219%¢ 3.7% 37496 54%
Gloucester County 5317 2.8% BAES $.4%
Hudson Counly 21679 50% 33,162 7.65%
Hunterdon Counly 2378 2.7% 4247 8%
Mercer Counly 10,250 32% 19313 61%
fdiddlesex County 21848 33% 36,767 56%
Monmotth County 24,242 50% 34576 7i%
Maorrls County 17094 4.1% 2104 65%
Ocean County 22052 7.8% 39427 10.5%
Passale County 5783 20% 11051 39%
Saleen Courly 1475 1.5% 2,287 A5%
Somerset County 10439 35% 18827 4.2%
Sussex County 5,954 8.25% 7637 10.5%
Unlon Counly 13587 3.8% 22,170 5.9%
Warren County 1589 2.6% 2461 44%

Source: Toutism Economics

Share of county employment = visltar-supported Jobs fall county jabs
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COUNTY FISCAL (TAX) IMPACTS

Fiscal {Tax) Impacts
Armounts in $ milllons, 2024 percent change, and share of state total

State $50569 34,0201 345755 449950 $52181 $54727 30% 10005
County
Atlantic County 30446 56492 46111 40600 1867.7 $8082.6 174 16.4%
Bergen Cotnty 34017 $298.3 $3325 43743 $414.6 $4167 0.5% 7.8%
Burlington County $184.3 $1529 $1718 $180.1 $1835 $189.6 33% 3.5%
Camden County $1180 94,9 $108.7 $1165 $i18.6 $124.6 T 50% 23%
Capeday County $569.3 45571 $615.2 36320 $6375 146685 4.9% 12.4%
Cumberand County $385 $33.7 $375 $39.7 $39.8 419 5.3% 08%
Essex County $400.4 52938 $322.3 $3584 $3832 $395.9 3.3% 74%
Gloucester County $67.4 $560 $67.3 $718 $72.9 $765 A.9% 14%
Hudsen County $267.4 $1795 $208.4 $261.7 $267.8 33058 5.8% 57%
Hunterdon Counly 4435 4318 $364 $18.7 3409 3415 5.5% 00%
Mercer County $1708 $10%9 $1263 $145.14 $1470 41526 3.0% 28%
Middlesex Caunty $3158 $229.6 $267.2 33100 33359 $335,3 -0.2% 62%
Monmouth County $3114 $2650 $303.9 43267 $3339 $347.3 4.0% 8.5%
Morrls County $295.1 $59038 $210.6 $2520 $2748 42839 3.3% 53%
Ocean Cotnty $470.3 $463.7 $490.1 45150 $5232 5368 2.6% 10.0%
Passaic County 4935 $722 4819 $502 3964 $100.7 4.5% 19%
Salem County $217 5194 $20.2 $208 $205 $205 -0.45% 04%
Somerset County $1720 $i144 $122.1 131490 $1649 $1722 44% 32%
Sussex Counly $639 3529 $60.2 $624 $658 3689 47% 13%
Unlon Counly $185.7 £2342 $i514 41683 $583.4 $18%.0 28% 3.5%
Warren Counly $237 4197 $20.9 $223 232 3238 2.5% 04%

Source: Tourism Economilcs
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| Appendix

Clossary ~ Spending Definitions

_,oansm

_nomn_ and
nmqm...m@m

Recreation
Ratail

.hgm__ lransport

Second homes

Dmmnaneo:

Includes Eu.aow m.am:q_sn S_ Sm mnaEuaon:_am. mm_mwwmmnon d_a .
includes food and other services provided by holels, renlals and
simffar establishments. o

includes alfl visitor spending on food & beverages, including af
restauranis, bars, grocery slores and olher aaq providers.

Includes visitors spending within the arts, entertainment and recreation
m:u.mmn_._oﬁ

_sgsqmm &u:oﬁ %m:&:@ in alf E“ma .w:c.mmnaa §_SS the focal
economy.

...:n..:&mm Sm_;oﬁ m_cmaqs,q on local qmam__coz services such as hmxa.

limos, rains, rental cars, buses, spending on gasoline, and the Jocal
share of air lransportation spending.

Where appilcable, spending assoclated with the uphesp of mmm.wgm__

second homes for recreational use as defined by the Census Bureau.

Glossary - Economic Impact Definitions

Term

Direct Impac{
Indirect Impact

Induced Impact

Employmehi

Labor income

. Valua qumc..
(GDP)

Local Taxes

Stale Taxes

- ..Dmmna.oao:

spending.

Impacis 3:&3& mm_.mm‘ Bum_ SSB» m:a, Exm& 96&8. &3&__..\
from spending by visitors lo a destinafion within a discrest group of
lourism-refated seclors (e.g. recreation, lransporiation, lodging).

Impacts crealed from purchase of goods and services used as inpuls

{e.g. food wholesalers, utifities, business services) into production by
the directly affecied lourism-related seclors (L.e. economic effects
stemming from busiess-to-business n:w.o:mm.mw in the ms%? %m@..

Impacis creatod from spending in the local economy by employess
whose wages are gaenerated sither directly or indirectly by visitor

Employment is Smmuz.ﬁma by the Bureau of Economic »,.mm.._é.m E.mé
and Bureau of Labor Stalistics (BLS) definifions, and captures full-
fime and part-lime fobs, which includes salary and wage employees

_and proprietors.

Income (wages, salaries, ?..o_czmaw income and emamé& m%nonmq
S\ visilor mnmzosﬁ.

The economic m:xm:nmsmi a company gives ;m t&%ﬁm or services
umﬁoam oﬁm_‘sm 393 fo cusfomers.

City and On::c\ {axes generafed E\ Emno__. %m:o..sm dzm includes
any local sales, Income, bed, usage fees, licenses and other reventies
streams of local governmental auihorities — from transportation to

mm:am:o: {o general mo_\m_sami

mﬁmhm fax revenues generated by visilor spending, d:m will SQ:%
sales, income, corporate, usage fees and ofher assessments of sfafe
governments.

,3,_2v_._-_.




| About the Research Team

Oxford Economies was foynded in 1981 as a commercial venture with Oxford Universily's
business collegs fo provide economic forecasting and modelling to UK companies and

financial instilutions expanding abroad. Since then, we have bacome one of the world's l..b.

{foremosl independent global advisory finns, providing reporis, forecasts and analytical tools
on 200 countries, 100 industrial seclors and over 3,000 cities. Our best-of-class globat
econcinic and Industry models and analytical tools glve us an unparalleled abilily o farecast
externa) market trends and assess their economic, soclat and business impact,

Oxford Economics is an adviser to corporate, financial and governmeni decislon-makers and
lhought leaders. Our worldwide clienl base comprises over 2,000 internallonal organizations,
Including leading mullinational companies and financial inslitutions; key government badles
and Yrade associations; and top universilies, consultancies, and think tanks.

This study was conducted by the Tourism Economics group within Oxford Economics.
Tourlsm Economics combines an understanding of traveler dynamics with rigorous
aconomics in order to answer the most important queslions facing deslinations, investors,
and strategic planners, By combining quantitative methads with Industry knowledge, Tourism
Economlcs designs custom market strategles, destination recovery plans, forecastling
models, policy analysls, and economic impast studies.

Oxfard Economics employs more than 600 full-ime staff, including 350+ professional
economis{s and analysis. Headquartered in Oxlord, England, with reglonal centers in
London, New York, and Singapore, Oxford Economics has offices across the globe in Belfasl,
Chicago, Dubai, Miami, Milan, Paris, Philadelphia, San Francisco, and Washinglon DC.
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Date: October 6, 2025

G N N A I R A A

R A R T NS A N S TR e |

To: Chairman Beach and members of the Senate State Government, Wagering, Tourism and Historic
Preservation Committee

From: Michael Egenton, Executive Vice President, New Jersey Chamber of Commerce
Subject: New Jersey State Chamber of Commerce Testimony on Shore Tourism and Agritourism

The New Jersey State Chamber of Commerce is a business advocacy organization that actively supports
legislation, regulation and initiatives that will lead to economic growth, job creation and prosperity
throughout the state. The State Chamber consistently works to improve New Jersey's business climate
and provide its members with opportunities to promote and grow their businesses.

Thank you for the opportunity to speak today on the economic importance of New Jersey’s shore
tourism and agritourism industries.

The tourism industry is vital to New Jersey businesses. The Jersey Shore remains one of the state’s most
powerful tourism draws, attracting millions of visitors annually from across the region. Tourism
statewide contributed $80.4 billion to New Jersey’s economy in 2024, supporting more than halif a
million jobs. The Jersey Shore region is one of the largest components of that total, with Monmouth
County alone generating over $3 billion in visitor spending last year. These numbers highlight how
essential the shore is, not just for seasonal businesses, but for the overall strength of New Jersey’s
economy.

I will also add that New Jersey has 22 designated Destination Marketing Organizations (DMO) whose
mission is to drive visitation to communities, bringing traveler spending that promotes economic activity
and creates and supports local jobs. Our DMOs serve the traveling public at the local level by producing
marketing materials and promoting the unique tourism assets in their respective areas.

Agritourism is a growing sector in New Jersey’s billion-dollar agriculture industry, offering experiences
such as U-pick farms, wine trails, farm stays, corn mazes, and seasonal events. A study assessing the
impact of agritourism found that about 40% of small farms in the state completely rely on tourism as a
source of income. Agritourism went from more than $18 million in total sales in the 2017 census to
more than $29 million in New Jersey. Additionally in 2022, the value of New Jersey’s agricultural
_production and processing industries represented 1.2 percent of total state GDP.

My testimony outlines the broader economic impact of these industries, challenges they face and
upcoming opportunities for growth, including the 2026 FIFA World Cup.’

Challenges:

Infrastructure needs: Visitors need safe well-maintained roads to access these tourism destinations or

reliable public transportation options. Limited transit options and congested shore highways, especially ~




during peak summer, reduce accessibility and can discourage tourism. This creates parking and traffic
management issues for towns whose roads are not designed to withstand high traffic. Additionally, tens
of thousands of rural NJ residents still lack access to high-speed internet, particular ly in Sussex, Warren
and Salem counties.

Workforce shortages: Seasonal labor shortages continue to be exacerbated by federal restrictions.
Legislation passed last session expanding working hours for minors was a positive measure to alleviate
workforce shortages.

Regulatory Burdens: Legislation imposing requirements that fail to account for the unique needs of
tourism and agriculture businesses are harmful. The heat standards bill discussed in the legislature
would decimate outdoor operations by requiring stringent and albitrary heat related requirements. For
agritourism and shore businesses, many of which operate in open-air environments and W1th limited
labor resources; this would be detrimental.

Climate and Resiliency: Operational costs are increasing for all businesses with new tariffs, rising
energy costs and increased extreme weather. Many businesses in this sector are not able to operate year-
round. Seasonal tourist attractions can struggle with finding additional income if unexpected expenses
arise off season. This can make it more difficult for businesses to recover for the next wave of visitors.
We are seeing an uptick of extreme weather, causing erosions, flooding, damage to crops and decreases
in agricultural yields.

Opportunities for Growth:

Private-Public Partnerships: We must continue to hold these forums, bringing together business

owners, chambers of commerce, local governments and the state legislature to address the ongoing
issues that these industries face. Marketing and promotion of our industries is essential. Continued
investment in Visit New Jersey to highlight the experiences is crucial, especially next year when we
welcome the World Cup to New Jersey.

Infrastructure Investments: We must explore how to expand and modernize our transportation
corridors, invest in coastal protections and expand access to broadband and digital connectivity. We
must also ensure that farmers and businesses have access to the financing they need to sustain and
expand.

FIFA World Cup 2026: With a new opportunity in 2026, the FIFA World Cup events coming to New
Jersey, there is a projected $3.3 billion economic impact for the region. With over 1.2 million
international and domestic visitors anticipated, there is a rare opportunity for our shore communities and
agritourism destinations to showcase themselves on a much larger scale. In order to seize this
opportunity, these businesses need targeted support from our legislature and the Host Committee.

Shore tourism and agritourism are important economic drivers. If we want these industries to grow and
continue contributing to our state’s economy, they need policies that support, not hinder, their
operations. They need flexibility, foresight, and partnership from the state. And with the right support,
especially leading into FIFA 2026, they can help bring unprecedented economic benefit to New Jersey.
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It is also certainly worthy and timely to add that next July 2026, we will be celebrating the 250th

anniversary of the signing of the Declaration of Independence . With New Jersey’s historic

Revolutionary War history and heritage, there are countless celebration events being planned across our
great state.

... and talk about a trifecta for the South Jersey region of our state ... the 2026 MLB All-Star Game will

be played on Tuesday, July 14, 2026 in Philadelphia, just 10 days after the nation’s big 250th birthday
bash.

The New Jersey State Chamber of Commerce looks forward to staying engaged and stands ready to
work with our State Legislature to support smart policies that strengthen all aspects of tourism, including
agritourism and shore tourism.

Thank you for the opportunity to update this committee on these important issues and milestones.
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Visit Atlantic City

Budget v Actual

: ._C_.< “w\_ ’ NON@ Dollar and Percentage of each department $16,071,448

l BUDGET
YTD EXPENSE
$10,341,900
$4,486,397 $3,966,000
3,583,098 i yo00,
$3,593, $3,198,30 $3,455,570
$2,028,35 $1,403,340
d $641,930 $893,077 . $566,735
%hwmumco \ { - www,.@mﬂ \
0 e I i W
Payroll & Benefits Convention Sales 71% Group Tour Marketing Atlantic City Sports G &A59% Leisure 87% Total Expense 64%

56% 87% Commission 64%

¥



-Convention Sales
Production

Convention Center
Rooms
Attendance

Boardwalk Hall
Rooms
Attendance

Casino / Hotel
Rooms
Attendance

Total
mc.cEm

Attendance

Convention Sales Production

YTD July 2025 Vs 2024

78,508
166,506

6112
72,162

89,095
166,008

201806
404,676

+ 35,80
+24%

+46.6%

+36.6%

+17.2%

+35.1%

+22%
+30%

HOoy




Room Nights:
OTB vs STLY

Visit Atlantic City
FuturePace Reports
Prepared on:08/20/2025

G0k

200k

Room Nights

[
=
(=]
E

228,016

209,219
184,532

2025 {2024 | 2023

Rooem Nights: OTB Vs STLY

11,960
$3.938

59,239
R4 22230 0,223 32575
e B B o

8,055 o o

20261 2025 | 2024 2027 | 2026 | 2025 2024 [ 2027 | 2026

®o8 @ sty @ sy

2020 | 2028 | 2027
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~National Volume

Trend

Hotel meeting leads

Leads Room Nights

SSQ: Mid-Year Update

through June 2025 compared to 2024

10.4%

Altendance

Convention center leads
through June 2025 compared to 2024

= I—
0.3%

-5.8%

Leads Room Nights Allendance




Regional Volume

SSQ: Mid-Year Update
Number of leads by region
through June 2025 compared to 2023 and 2024
1.7%
0.9%
Bl B
-3.5% -4.1%
-5.7%
-9.1% 0 5%
m.m\,,_o.aa
Canada Midwest Northeast South/Southeast
Mys, 2023 wmys, 2024

Southwest

3.7%

-6.4%

West/Pacific




Meetings Q2
- Goals

Awareness
Active Users & Sessions

Consideration

Engaged Planner &
Key Pages Visited

Action
CVR - Unique Users




Events

O.g\l?
o/ SHERE
FESTIVAL

Vigi
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Frorw Bt —m)

ooz St gnoens
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Jom -

Ennis Fight
Lit Wayne
VYBZ Cartel
Air show

NE Pool +Spa

. Invest

45K
75K
50K
480K
50K

Events

Attend

9,500
10,308
8200
150 k

13,000

Economic Imp

3.2M
3.6 M
3M

19M
13 M

BWH/ CC Net

125K
186k
157K
NA

399K
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Meetings Q2
Goals
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Top Sources of Traffic:
+ Paid Search (28% of All Sessions)
+ Paid Social (27% of All Sessions) - remarketing

* QOrganic Search (9% of All Sessions)
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Q3 Plan
Meetings

Meetings Digital Marketing

Always On: *Continuous*

* Google & Microsoft Search

* Google Performance Max

* Linkedln General High-Level Campaign
* Spotify

New Additions
* Programmatic Meetings
= High-Level Awareness & Testing
= Mid-Funnel Gampaign
» Linkedin Lead Generation Campaign
* Retargeting Campaign — planners who have landed on the venues page
will be re-directed back onto the site through Meta and other omni-
channel marketing tactics.

WITH UNIQUE <mZCmm




Q3 Plan
Meetings

Programmatic High-l.evel
Traffic Going To: https://wwwuvisitatlanticcity.com/meetings/
« Testing all the pillars we have under our umbrella for creative results and
strategic planning moving forward
* Personalized Service Powerful Results
*  Meetwith Purpose
+  Unigue VYenues, Unforgettable Events

Programmatic Mid-Funnel Campaign
Traffic Going To: https://wwwuisitatlanticci
place/ *See New Draft*
*Testing the “checklist” items for planners through visual graphics
* 1.8 Million Square Feet of Meeting Space
* 18,000 Roem Blocks
* 48 Blocks of Food and Experience

ings/your-meeting-

18,000 & e

BLOCKS
Room Blocks of Pood ond Exparienges

8 MILL




Leisure Q2
Goals

Awareness
Active Users & Sessions

Consideration

Key Pages Visited &
Engagement Rate

Action

Partner Referrals &
E-Newsletter Sign-Ups

Action
Book Direct Referrals & Visitor Guide




Leisure Q2
Goals

Top Sources of Traffic:

Organic Search (29% of all sessions)
Paid Search {14% of all sessions)

Performance Max (13% of all sessions) CREATE 27~
Smsoa..‘.inan@
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- Q3 Plan
| Leisure

Primary Summer: Secondary:
hitps:/imww.yisitatlanticcity.co in-atlantic-city/ Meta & Google Performance Max
Awareness; _ * Beaches and Boardwalks: *All Approved and
*  Spotify. Running* ht
*  Programmatic (switched out creative images for do/beaches-boardwalk/
summer refresh) *  Waterfront Hotels: *All Approved and Runhing*

Consideration:

+ Google Search & Performance Max
* Meta

*All Approved and Running®

Cl,




Booking Engine

3

wfare)

A

Referrals

2000

13,000

10,000

5,000

a2

9,706

01

Referrals by Length of Stay (Days)

)
04 a5 06 o7 0R-14 1530
Humber of Days
8 Dexldop @  Mobils M Tabl
Referrals by Time in Advance
447 334 321 174 182 126
02 03 04 05 06 07

Weeks in Advance

3160 e
546 325
08-14 15-30
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31-60
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- Booking Engine

Referrals

5,000

4,000

3,000

2,000

1,000

2,131

New Yerk  Phifadelphia

1,958

{not set)

Referrals by Top 10 Cities

1,114

Boston

611
511 410

Ashburn Baltimore Washington
Values

385

Newark

220
=

Albany

220
]

Pittsburgh




In Market
HE

By Location

Exposed Exposed
Visits v Visitors

Top Locations

Attantic City 104,896 28,746
mwmcmm«% Arts Garage of Stockton 23,594 7,726
Steel Plar 3,858 1,865
Mﬁm_mm _wwm_mﬂo.m_ and Casino 3,858 1,865
Borgata Hote!l Casino & Spa 3,708 1,538
Escape AC 3,631 1,736
Tropicana Casino and Resort 3630 1,735
Family Fup Station 3,629 1,735

Game Up Lounge 3,629 1,735

Visitors who were exposed to Programmatic
Advertising and showed up in market in Q2

By State
— Impressions  EX% Impresslons (Unique)}

6M BOOK
GOOK

4M
400K

2M
200K

[} = = 0
New York Virginia Pennsylvania bC Unknown
New Jersey Maryland Massachusetis Delaware




Email

Marketing

Q2 Leisure newsletters

+ Referred 45.02% more subscribers to the website over Q1
+ There was also an increase of pariner referrals by 49.38%. This

demonstrates the effectiveness of newsletter content and CTAs.

The May Meetings newsletter

* Achieved 3 45% read rate — s.mm% double the industry average. This
means almost half of subscribers engaged with the content for more

than 8 seconds, a strong indicator of high interest and relevance.




Email
Marketing

Known website visitors

(those who have engaged through form submissions or email link clicks)

Increased by 110.51% from Q1 to Q2. This growth aligns
with a 5.97% rise in the Leisure Newsletter’s Click-to-
Open Rate (CTOR). These results suggest that recent
strategic shifts in the newsletter’s content and
delivery are effectively engaging the audience

and driving qualified traffic to the site.

56




Ommmcwowo.._.ﬁg‘o_
ond Tourism in
Atlantic City

Hesa's 1o celobrallng ravel, fourdsm, and the postive Impack the Industiry has
an oy feonie dastination. To klcko!f Natlonal Trave! and Toudsm Wesk, The
Vislt Altanile Clty loam partnered wilh Soulh Jorsoy Flold of Deeama for an
unforgellable day of basebal, foslesing connections, ond creallng momory-
making momants.

Giving Back & Insplring Moments: Visit Atlantic
O_Q & South ,_m_.mew Flald of Dreams

. ATLANTIC QITY
. SPORTS

W“u.ﬂww :

e

Gt ready for an oxhilarating month of sposting evonts in Abizntic Gily. From
wrasling lo baskatball, velleyball, and a hall marathon or 5K, o0 whora
champlons sre made.

Looking 1o exporiencs et foonit seaside dastination whide in tewn for
sperling avenl? From sun-dssed said and surf to our Mvely histare boardwalk
and Innar coasl, Allantic Cily sots the [one for perfaci compelilion ond play.

GET IN ON THE ACTION & PLAN YOUR
SPORTING EVENT IN ATLANTIC CITY

World-clags sporling events play balier In Allanti: Giy, Tha Allantic Cily Spoits

4TH OF LCP.\
FIREIJORKS & MORE

Endless colobrations awall In Atlantic Cily this manth — from Pride
Monlh fostivifies and thrliing spotling eveats to Asllst enteraioment and
poctacular firawerks displays! Soak up the onargy alang cuewads-
renownad hoach und honrdwalk, as you ralax hy the Allanlie Ocean, last
your skifls at swfing, or explero tho lconle atiractfons and vibran! beach

bars,

SEE WHAT'S HAPPENING

ATLANTIC CITY

Gy |
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Commit to making o difference
that matlers

Plan your biziedey]
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Out of Home

Market Street
Spectacular




Qutof Home

TV Trucks

Rehoboth, DE LadyBug Music Fest; since 2012 celebrating Women
in music. The largest celebration of women in music
in the country.

June 13,14,15

June 189 Philadelphia Wawa Welcome America - Pride Day Celebration

jtine 20,2122,

“Philagelphia.

June 26 Philadelphia Wawa Welcome America Celebration - Wawa Hoagie
Day - Independence Mall

>cm=w~ ﬁm.w i Phillies vs.:Tigersweekend

September12,13,14 Boston Red Sox vs. Yankees weekend




- Qut of Home
Digital Billboards
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Out of Home

PHL Airport
Baggage Claim

CELEBRATION,

Lire

UHERE
CELEBRATIONS
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- Coloring
~ Books

visitollanticeHy.cam
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What to do In Atlantic Cliy i you don’t want
to gamble GE still want fun)
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aid Influencer Program
Trade Partnerships

Recent Trade Partnership

Family Fun Month w/ @southjerseysedd &

@motivatedmommies
— -

“Come withuisfora
FAMILY FUN WEEKEND
in Atlantic City!

T T

Recent Paid Influencers

Sarah Funky, @sarahfunky

Angle: Parents Getaway

Deliverables: 15-minute YouTube video
Christine Diaz, @onairplanemode__
Angle: Multigenerational Travel
Deliverables: Instagram

Upcoming Paid Influencers

Julia Randall, @staysandgetaways
Angle: Eat, Stay Play

Deliverables: Instagram

Month: September

Jeremy Jacobwitz Brunchboys,
@jeremyjacobwitz

Angle: Foodie

Deliverables: Instagram
Month: October

[ 4
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Growth
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Visit Atlantic City currently has paid social media advertising campaigns running on Facebook and Instagram. The
growth in our social media nefworks can be attributed to the relevant content being served and to our paid
influencer program.,

April 1~ YTD

Followers
Instagram
Gained: 4,463 S .
Growth; +11.2% it ,.,_.ﬂmy iy ek
Total: MN~©MW . : w_mﬂm

Facebook
Gained: 2,605
Growth: +4.8%
Total: 33,319

Total Impressions Across All Platforms (FB, IG, X, Linkedin)
Impressions are the number of times any content is displayed on a screen.

Gained: 3,010,046
Growth: +30.4%
Total: 12,021,164

706 v




Looking Ahead

Foodie Influencer Group Trip
o  August 21-24

Broadcast Partnership with NBC's 1st Look
o  Air Date: October 4 after SNL

Consumer Activation in Washington, DC w/

Hasbro
o Featuring Monopoly for its 90™ Anniversary
o October 3-5
o Union Station as location
o Media/influencer Preview Event
o Partner Participation
Philadelphia Magazine influencer Awards

o September 4
EWR, NYC + Northern NJ OOH

SXM Radio Marketing
FIFA

o Activations and local watch parties
o NY/NJ Committee




Taste Atlantic City

_mn%wmm Flavor

Atfantic City Restaurant Week reimagined into a month-fong
event in March 2026. Taste Atlantic City with kickoff event.

8/21 Communication to partners/restaurants & press
release/social media announcement

Monthly communication beginning October — March about gift

card sales, menu upload portal, promotions for social media,
eic.

ENDLESS FLAVOR
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State of New Jersey

DEPARTMENT OF AGRICULTURE

PHILIP D. MURPHY POBoOx330 EDWARD D. WENGRYN
Governor TRENTON NJ (8625-0330 Secretary
TAHESHA L. WAY
Lt. Governor

For at least the better part of two and a half decades, we have been
* talking in the agricultural industry about Agri-tourism and how it can —
and has — made a difference in keeping many of our state’s farms in
positive- financial territory, thus keeping them active as farms and less
likely to be a target for development.

- Original agritourism activities included going out to a farm for
pick-your-own vegetables and fruits and in the fall some pumpkin-
picking around Halloween or cut-your-own trees at Christmas time.
Early activities included haywagon rides, or perhaps a “petting zoo”
area, where farm animals like goats, sheep, even cows, could be met up-
close and personal. |

As time went on, New Jersey farmers branched out into corn
mazes, haunted hayrides, some with features and even actors. Now there

are sunflower mazes, or just fields of sunflowers, for photo

New Jersey Is An Equal Opportunity Employer » www.nj.gov/agriculture
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opportunities. In the spring, blooming tulips are on display for harvest -
and photos have added to “ﬁick—your—own produce” outings, which not
only bring in additional revenue streams to a farm but also lowered labor
costs by having customers harvest fields for the farmer.

As the public became more aware of these “farm adventures,”
some farmers saw the opportunity for themed dinners, even weddings,
some of which offered the chance for memorable photographs’ posing
with more exotic animals like llamas and alpacas.

As noted, the array of diverse Agri-tourism activities really was
limited only by the farmer’s imagination. Of course, some farms have
been more creative than others.

A winery where visitors could stroll the grounds, literally SEE the
grapevines bearing the fruit that would later become a great drink, and
visit a “tasting room” to sample various types of wine that they could
purchase right there and take home, certainly would be a more
interesting way to spend a Saturday than hitting the corner bar.

Some had the right mix of crops, animals, ample field parking, and

engaging farm owners and managers to keep customers coming back

75;:



time and again to eXperience “life down on the farm.” Operations like
Johnson’s Farm in Medford, Burlington County and Alstede Farms in
Chester, Morris County quickly grew as popular entertainment
destinations.

So, as we stand now at close to three decades of “Agri-tourism”
growth in New Jersey, exactly what does this method of diversifying and
expanding the farm operation mean to the overall picture of New Jersey

agriculture?

Economic Impact

The first-ever attempt to quantify the economic impact of Agri-
tourism was conducted by Rutgers University’s New Jersey Agricultural
Experiment Station (NJAES) in 2005-06.

At the time, NTAES found that the farms that had a‘dded Agri-
tourism events and elements to their operations had brought in a

collective $55 million-plus additional dollars solely from Agri-tourism.

'7(0/



Once word got around about that NJAES study to other farmers,
there was a buzz surrounding Agri-tourism that put it on par with the
“buy local” movement.

The Whole “farm experience” fervor emerged as something any
farmers who weren’t growing and selling solely to the wholesale
markets wanted to be a part of and quickly found ways to become
known as an “ag-tourism destination.” |

As we move toward three full decades of growing Agri-tourism
options, it is interesting to see, in sheer dollars, how much those
numbers have grown since that first study. But first, some context is
needed.

When the first Rutgers study was done, Agri-tourism was
relatively new, had fluid definitions about which activities counted as
“ag tourism” for purposés of measuring its impact on the farm, and was
walking a blurred line between the recreation-style tourism activities and
more traditional “on-farm marketing” of the products grown and

produced on the farm,



NJAES has updated its method of calculating how much “Agri-
tourism” contributes to farm income since the initial study. It now
includes both the more traditional “activity-based” elements such as
hayrides, mazes, etc., as well as on-farm sales of products produced or
made on the farm.

With these two elements viewed as a composite of both types of
ag-tourism components, NJAES calculates a total of $117.6 million
annually in Agri-tourism purchases.

These can include, but are not limited to, on-farm activities like
pony or horseback riding, on-farm educational sessions, whether as part
of a school-organized field trip or as a class offered by the farm for
limited audience members, and to learn how to create homemade food
and related fresh products (soaps, candles, etc.).

Some may consider the kind of on-farm activity for people doing
“choose-and-cut” selection of a Christmas tree to also be “Agti-
tourism,” as it involves the customer getting involved in “harvesting” a

farm product.
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While too soon to have specific numbers, another wrinkle may be
the rise in home gardening that was spawned with residents during the
COVID-19 pandemic. New Jersey was an early state to declare its
nurseries and garden centers to be “essential” businesses, since
gardening provided a homebound outlet to keep people’s minds and
bodies engaged.

Since many visits to nurseries and related gardening businesses
occur on farm operations, including classes to teach people the best
techniques for growing vegetable and flowering plants, these visits to
‘both learn and buy from a given nursery operation could be seen as yet

another example of “Agri-tourism.”

Special Occasion Events

In recent years, the owners of preserved farms in our state
increasingly wanted to get involved in Agri-tourism.
This can sometimes create a conflict with the types of activities

permitted by a preserved farm’s deed of easement, due to the non-

14x



agricultural nature of some events and activities that a farm may want to
host.

Some special events take place in existing farm structures and are
closely tied to a farm’s agricultural output, but others that require
building new structures for less closely related events may be at odds
with a farm’s preservation easement, which is purchased with public
funds. New Jersey law describes when and how farms may host special
occasion evenfs, and recent amendmenté to the law included updates to
balance farmers’ desire to boost their revenues with the State’s interest
in ensuring preserved farmlaﬁd is used for agriculture.

That update will help preserved farm operations expand ag-tourism

elements in a balanced way.

Agriculture Tourism Today

There is something to do on farms around the state in any season, .
from classes on maple syrup making in winter to spring tulip harvest,
and, as summer hits, we begin the pick-your-own fruit and vegetable

seasons, blueberry, peaches, and then apples going into the fall, with a
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hint of a Halloween scare during fall harvest attractions. Ending the year
with Christmas Tree cutting all here in New Jersey on our diversified
farms. The adventures for our citizens are endless on NJ Farms and
each year the economic value of these activities increases and helps

maintain our agriculture landscape in New Jersey.
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New Jersey
visitnj.org

October 6, 2025
The New Jersey Agritourism & Shore Report

DRIVING RURAL ENGAGEMENT, ECONOMIC GROWTH AND EXPERIENTIAL TRAVEL
EXECUTIVE SUMMARY

Agritourism in New Jersey is a rapidly expanding sector that merges agriculture with tourism to offer
immersive, authentic experiences. With over 2,200 farms participating and proximity to more than 50
million consumers, the Garden State is uniguely positioned to capitalize on the growing demand for
sustainable, experiential travel.

Agritourism offerings in New Jersey include a diverse variety of activities and aftractions across the state
and throughout the year. Seasonal pick-your-own farms, wineries, breweries, corn mazes, summer and
fall festivals, scuipture gardens, and farm-to-table events are but a few of the attractions that are
promoted as part the New Jersey Division of Travel and Tourism’s Leisure Campaign.

Many agritourism locations cffer not only a leisure experience, but also tours emphasizing sustainability
and local production, making agritourism in New Jersey a blend of leisure and learning. These offerings
all provide additional revenue streams for the agricultural industry in the state.

MARKET OVERVIEW

Metric Valueflnsight
. Total N.J. Farms ~10,000

Farms Offering Agritourism ~2,220

Preserved Farmland 2,500+ farms

Building on the tremendous growth New Jersey has witnessed within the tourism, food, and beverage
and recreation sectors in recent years, NJTT notes the following:

e Visitor spending in 2024 increased across all categories, led by the food and beverage sector.
Food and beverage purchases .led visitor spending growth, totaling $14.2 billion in 2024,
representing 28.1% of overall visitor spending in the state with a 5.2% year-over-year increase.

+ Recreation spending reached an all-time high in 2024, surpassing $6 billion for the first time in
the state’s history with a 2.9% increase over 2023.

» Agritourism targets both the food & beverage and recreation markets, highlighting rural, natural
setlings, agriculture, wellness and the restaurants, farms, gardens and outdoor businesses that
serve tourists and participants in recreational activities.
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TARGET AUDIENCES
+« Urban families seeking weekend getaways
« Consumers interested in sustainability and local food
» Schools and educators for field trips and agricultural literacy
+ Event planners for- weddings and private functions

+ Eco-conscious travelers looking for authentic rural experiences

CONSUMER TRENDS
« Experiential travel: Tourists increasingly seek hands-on, immersive experiences
« Farm-to-table movement: Rising interest in local food systems and culinary tourism
« Digital discovery: Social media and mobile apps drive awareness and bookings

s Seasonal demand: Peak inferest during harvest festivals, fall foliage and spring bloom

~

COMPET[TIVE ADVANTAGE
« Proximity to major metros: Easy access from NYC, Philadelphia and D.C.
» Diverse offerings: Lavender farms, wineries, pumpkin patches, alpaca tours
« Brand equity: “Jersey Fresh” is a nationally recognized label for quality produce

« Legislative support: A 2023 law allows preserved farms to host weddings and events

MARKET CHALLENGES
» Limited marketing skills among small farm operators
« Potential insurance and liability costs for public-facing operations

+ Climate variability affecting crop yields and event planning

AGRITOURISM MARKETING

Throughout 2025 to today, marketing in support of agritourism has included targeted advertising in
publications such as Edible NJ, digital media (e.g., emails, banners, native), as well as featured
advertorial, public relations, website content, social media and video segments as part of television and

social efforts.

The “Jersey Gardens Trail” (a mobile guide) and a “Gardens of The Garden State” landing page on
VisitNJ.org were launched this past year. These both offer access to agritourism sites (gardens, farms,
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orchards, arboretums), provide bloom times, growing seasons and more. In addition, NJTT published a
new vertical brochure devoted to some of the gréat gardens hosted in New Jersey, and it is available in
both print and digital formats.

Other featured website article content spans topics such as the following: gardens, cherry blossoms,
wineries, apples, farm fun, pick-your-own, blueberries and seasonal festivals.

NJTT introduced the interactive “Gardens of the Garden State” marketing activation wall in March 2025
at The Leading Ladies, which is an event that celebrates female musicians through live performarnces,
storytelling and advocacy. The interactive activation wall was also featured at the New Jersey Tourism
Industry Association Advocacy Day event and the “We Can Survive® concert event tied to Audacy’s
mental health awareness platform called “I'm Listening.” “I'm Listening” encourages conversations about
mental health and suicide prevention and is held at the Prudential Center in Newark.

Agritourism clearly resonates with the public:

» - Collectively, agritourism articles have received over 693K site visits YTD on VisitNJ.org.

s |solating the impact of Native alone, agritourism articles have drawn over 37K visits to New Jersey
since January 2025,

+ Clear enthusiasm for agritourism is evident when featured on social channels:

s 144 organic posts regarding agritourism topics have been published YTD, receiving 2.7M+
impressions and generating over 897K video views.

+ Paid social has drawn over 263K landing page views, 2.3K+ Travel Guide Downlcads and
334 Travel Guide Print Orders.

e In July 2025, "Good Morning America's” (ABC) series, "50 States in 50 Weeks. America the
Beautiful,” celebrated the heart of the Garden State from Hammonton, the bluebetry capital of the
world, with a LIVE broadcast from Finey Hollow Blueberry Farm. The agritourism-focused
segment, coordinated by NJTT, aiso featured several other blueberry-related businesses,
including Small Batch, Mannino’s Canncli Express, The Red Barn Farm & Café, and Blue Rascal
Distillery.

+ Social media posts about the ABC broadcast on Facebook performed well above VisitNJ
channel averages, with 16 new followers from one teaser post alone, garnering 88.6K

. views, 4.2K engagements, 1.9K reactions, 85 comments and 333 shares on July 17.

s Instagram also performed above average for VisitNJ on July 17, engaging 640 accounts
with 13.4K views and 189 shares.

THE LOOK AHEAD: RECOMMENDATIONS
1. Digital Marketing Expansion

= Invest in SEQ, social media and influencer parinerships, and pitch possible story ideas to travel
writers and journalists from targeted publications both domestically and internationally

« Develop mobile-friendly agritourism trail maps
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2. Regional Branding & Packaging

+ Create bundled experiences (e.g., wine + farm tour + overnight stay)

+ Promote seasonal campaigns (e.g., “Fall on the Farm” or “Spring Bloom Trait”)
3. Infrastructure & Accessibility

» Improve signage, parking and ADA compliance at agritourism sites

« Expand public transportation links to rural destinations
4. Partnership Development

« Collaborate with regional DMQO partners and hospitality groups

+ Leverage Rutgers Cooperative Extension for training and support

CONCLUSION

Agritourism is a growth engine for New Jersey's tourism and agriculture sectors. With strategic
investment in marketing, infrastructure and partnerships, the Garden State can position itself as a premler
destination for authentic, sustainable and memorable rural experiences.

SOURCES
« Grand View Research: Agritourism Market Trends & Forecasts (2025-2030)
« New Jersey Division of Travel & Tourism
« New Jersey Destination Marketing Organizations
« DANA Communications, Inc.
s Rutgers Cooperative Extension Agritourism Reports

» New Jersey Department of Agriculture
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SHORE TOURISM IN NEW JERSEY
EXECUTIVE SUMMARY

The crown jewel of New Jersey remains the state’s 130 miles of pristine coastline, from Sandy Hook to
Cape May. The Jersey Shore is a cornerstone of New Jersey's tourism economy, delivering outsized
benefits across the state. Each year, millions of visitors generate billions in spending, supporting small
businesses, creating seasonal jobs, and fueling tax revenue that strengthens public services. Its proximity
to major metro areas makes the Shore a magnet for day-trippers and weekend travelers, driving demand
in hospitality, retail, and entertainment. Beyond its economic impact, Shore tourism fosters regional pride,
preserves coastal heritage, and offers accessible escapes that connect urban residents with nature and
community. Even as New Jersey prepares for national milestones like America’s 250th anniversary and
the FIFA World Cup 2026™, the Shore remains a vital engine of growth, identity, and opportunity.

MARKET OVERVIEW

Tourism in New Jersey continues to serve as a powerful driver of economic activity with the Shore
playing a significant role in visitor volume, seasonal trends and overall spending.

Tourism at a Glance:
+ Statewide tourism reached 123.7 million visitors in 2024, with a projected slight increase in
2025,

¢ During the 2025 summer season, shore locations reported a slow start in June, followed by
robust activity in July and August.

» Visitor spending across New Jersey totaled $50.6 billion in 2024, with the Shore confributing
significantly through lodging, dining, gaming, and entertainment.

» Day-trip volume statewide hit 69.9 million in 2024, underscoring the Shore’s accessibility to
nearby metro areas like NYC and Philadelphia.

+ Employment in Shore tourism sectors declined ~1% in 2024, likely a function of improved
efficiencies.

s Drive-market reach includes over 50 million people within a 300-mile radius, making the Shore a
prime destination for weekend getaways.

¢ Major events like Oceanfest, SummerFest, and beach concerts continue to anchor seasonal
visitation and community engagement.

+ According to the 2024 Tourism Economic Impact report, New Jersey's four shore counties, which
are Monmouth, Ocean, Atlantic, and Cape May, collectively generated about $25 billion in
revenues in 2024. That's roughly 50 percent of the total revenues generated by tourism in the
State.

¢ Visits to the state totaled 123 million in 2024. 45 percent of those visits were to our shore
counties.
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SHORE SUMMER PERFORMANCE HIGHLIGHTS
According to data for June-August 2025, beach badge revenue grew the most in Sea Isle City (22.8%),
followed by Harvey Cedars (12.3%), compared to the same period last year.

© Summer2025vs. 2024

Sea Isle City
Harvey Cedars
Avon by the Sea
Surf City
Belmar

Cape May
QCcean City
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Southern Shore
Overall, the growth in short term rental demand has surpassed all post pandemic years.
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Shore Region
YTD demand remains well above post-pandemic levels and is approaching twice the demand
seen in 2019.

! Shore Region, Aboust 2025 New Jorsey
| X Month Location Property Typa Compare to Year Typa
August, 2025 =] [Bhere Rogion ] [ Propetica ~] [zo12 ] [Crendar vear -]
Dooupancy ADR RevPAR Supply Demand Revenus
77.9% $589,11 $459.07 124.8K 97.0K $57.2M
Change vs. 2019 A2 +IL9% +34.8% +36.5% +29.8% +54.4%
Calendar Year-to-Data §2.7% $534.20 $334.96 544,1K 341.2K $182.3M
YTD Change ve. 2019 +7:4% +15.4% +45.5% +51.3% +52.0% +120.1%

NEW JERSEY TRAVEL & TOURISM MARKETING

New Jersey Division of Travel & Tourism (NJTT) aims to provide diverse and memorable
experiences for New Jersey visitors, while engendering pride among its residents about where
they live, work and play. NJTT’s marketing strategy includes digital and traditional advertising
throughout the year to showcase New Jersey's diverse assets. VisitNJ.org prominently features
new contemporary visuals and content. Social media continues to be a vital channel for reaching
target markets, driving awareness and engagement across platforms. Public Relations and
media outreach aids in positioning New Jersey as a premier destination.

SOURCES
o AIrDNA
« Tourism Economics
+ New Jersey Division of Travel & Tourism
» New Jersey Destination Marketing Organizations

DANA Communications, Inc.
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