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Visit Baltimore 
Who are we? 



The Role  
of the 

DMO/CVB 

CONVENTION SALES & SERVICES 

A private, not-for-profit organization, Visit Baltimore has four 
primary goals: 

1 

MARKETING & COMMUNICATIONS 2 

MEMBERSHIP 3 

PUBLIC AFFAIRS  4 

We also operate the Baltimore Visitor Center. 



Meetings & Tourism 
How are we doing? 



Baltimore 
Tourism 

 
By the 

Numbers 

25.2 Million Visitors  
~56% Day; 44% Overnight 
Of Overnight, ~17% is Business Travel 
 
$5.2 Billion In Direct, Visitor Spending 
 
$630 in Tax Savings Generated                          
per Baltimore household 
 
+82,000 Jobs Created or Sustained 



Future Room Night Generation by Fiscal Year 

 

FY15 Sales Figures 
 

424,115 Room Nights 
 

398 Events 
 

$263 Million in Future 
Economic Impact 
 

Bookings through 2032 



(Trends, Analysis, Projections) TAP Report  

Through 2022 

 
BALTIMORE 

 

Booking Pace    97% 
Conversion Ratio   28%   
 
Baltimore Convention 
Center 
 

Booking Pace  93% 
Conversion Ratio   32%   
 

PEER SET 
Charlotte, Philadelphia, Pittsburgh, 

Washington D.C. 
 

Booking Pace  84% 
Conversion Ratio  26%   

 

 
BIG CITY SET 

Atlanta, Chicago, New Orleans, 
Orlando, San Francisco 

 

Booking Pace  93% 
Conversion Ratio  26%   

 

HOT CITY SET 
Austin, Indianapolis, Nashville, 

Seattle 
 

Booking Pace  100% 
Conversion Ratio  26%   

 

 
SYNCHRONICITIES 

Anaheim, San Antonio, San Jose 
 
 

Booking Pace  94% 
Conversion Ratio  22% 



Tourism, Travel & Transportation 



Membership 
 

Strategic Partners 
 
 
 
 
 
 
 

Corporate Partners 
 

Water Taxi 
 

AAA 
 

Zbest Limousines 
 
 

 



Partnerships 
 



Understanding Baltimore’s  
Unique Value Proposition: 
 
 Financial 

 
 Convenience 

 
 Service 





 
Meetings 
with More 

 
Trade 

Advertising 
Campaign 



Easy to 
Get To 

 



Within a four-hour drive 

from most East Coast cities 

 

   

   

   

   

   

   



Easy to Get 
Around 

Walkable Convention Campus 
 

 Charm City Circulator 
 

 Water Taxi 
 

 Light Rail 



More than half of  
the 9,000 downtown  
hotel rooms are  
within 3 blocks  
of the convention 
center 

18% Attached 

9% One Block 

13% Two Blocks 

15% Three Blocks 

45% Downtown 

1,582 

774 

1,199 

1,369 

4,076 



Visitor 
Travel 
Trends 

 
Source: Longwoods 



Visitor 
Travel 
Trends 

 
Source: Longwoods 

 Almost 2/3 (64%) of Baltimore overnight trips 
used their own car/truck as their 
transportation mode. 
 

 Top 5 overnight trip activities/experiences 
were ‘shopping,’ ‘fine dining,’ ‘museum,’ 
‘landmark/historic site,’ and 
‘beach/waterfront.’ 
 

 ‘Biking’ at 3% (consistent with national 
average, and, for both overnight/day) 



Visitor 
Travel 
Trends 

 
Source: Tourism 

Economics; 
Longwoods 
International 

Per PARTY Overnight $: 
$49 of $520 

‘Transportation at 
Destination’ 

Per PERSON Overnight $: 
$18 of $193 

‘Transportation at 
Destination’ 



Visitor 
Travel 
Trends 

 
Source: Longwoods 



Visitor 
Travel 
Trends 

 
Source: Longwoods 



Visitor 
Travel 
Trends 

 
Source: Longwoods 



Tourism, Travel & Transportation 
Challenges & Opportunities? 



A  
National 

Issue 
 

“Labor Day on the Roads, Thanksgiving in the Skies” 
 

-U.S. Travel Association  
 

Congested highways discourage travel.  
 Within 10 years, major Interstate corridors will experience average 
 daily congestion equal to Labor Day levels of traffic.  
  

Airport congestion is growing and current capacity is 
inadequate.  

 In the next five years, 24 of the top 30 airports will experience 
 congestion similar to the Wednesday before Thanksgiving at least 
 one  day per week.  
 
 



U.S. Travel 
 

5 Guiding 
Principles 

 

Connect America through travel by: 
 

1. Improve mobility across geography and modes.  
Travelers think in terms of mobility, not modes.  Policymakers should, 
too.   
 

2. Strengthen the travel community’s voice in 
transportation and decision making. 

 

3. Base investments on cost-benefit analysis and 
performance measurement. 

 

4. Adopt new technology and prioritize data collection. 
Innovation is an economic imperative – and will play a central role in 
travel infrastructure. 
 

5. Encourage innovative funding partnerships. 
 
 

 
 
 



WHAT COULD TRAVEL IN AMERICA LOOK LIKE? 



Green Initiatives 



BCC 

Ranked 44th today for size  

Would be out of game without ’96 
expansion 

$35,000,000 
In identified  

repairs needed 



Light City 
Baltimore 

 
March 28 – 

April 3, 2016 

 



Cruise 
Terminal 

& 
Port of 

Baltimore 



Air 



Rail 



Surface 
Roads 
(new) 

Harbor Point 

Port Covington 



Surface 
Roads 

(existing) 

McKeldin Square 



Surface 
Roads 

(existing) 

McKeldin Square 



Patterson Park 

Fort McHenry 

Canton 

Crossing 

O’Donnell 

Square 

Fells Point 

Harbor  

Point 

Little 

Italy 

Harbor 

East 

Power 

Plant Live 1st Mariner 

Arena 

Camden 

Yards 

M&T Bank 

Stadium 

Silo 

Point 

Tide 

Point 

Boston 

Street 

Corridor 

Convention 

Center 

McHenry 

Row 

Southside 

Marketplace 

Federal Hill  

Commercial 

District 
Harbor 



Baltimore 
3.0 



Thank You 


