
Digital Guide
Visits: 4,800+   Pageviews: 17,000
Avg. Session: 7 minutes 18 Seconds

*All advertisements are linked 
within the Digital Guide.   
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CONTACT 
Abby Siegel | 610.291.3424  
abby.siegel@milespartnership.com

TRAVEL GUIDE  

distribution
The Official New Jersey Travel Guide is the primary fulfillment piece for the 
New Jersey  Travel & Tourism Department’s multi-million dollar advertising, 
marketing and public relations campaigns. 

430,000  
copies 

distributed 
annually

Each year 430,000 copies are distributed to travelers 
who are interested in visiting the Garden State. When 
the visitor responds to request more information online, 
this is the guide they receive.

Make sure your business or area is included so they 
know you are ready to show them a great time!

TARGETED 
DISTRIBUTION 
•  13 State Welcome Centers

•  Area and regional hotels

•   Travel agencies and AAA offices 

local and surrounding states

•   New York Travel Plaza 

Information Centers

•   Trade Shows & Events

•   Online and direct call fulfillment

SALES CLOSE DATE: OCTOBER 2, 2020
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1. Pennsylvania

2. New York

3. New Jersey

4. Maryland

5. Connecticut

6. Florida

Top 6 Overnight  
Markets

TRAVEL INDUSTRY insights
2018 ANNUAL VISITORS

110 MILLION

1. Record high visitation and 
spending

2. Continued growth in overnight 
visitation and spending

3. Beaches continue as the most 
popular activity

Tourism is big business to New Jersey! 

2018 Vacation Planning Interests

2018 Highlights 

32% of U.S. Travelers Plan to Increase Travel in 2018

2018 ANNUAL SPENDING

44.7 BILLION
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That’s why Miles funds independent research bi-annually to help our clients make the most of 
their marketing dollars. Sign up for our email to stay informed. 

54.6%
Social Media
Offer free wi-fi to 
encourage sharing

58%
Mobile
Build a  
responsive site

34%
Tablet
Only 9%  
use apps

33%
DMO Website
Uses 38+ sites

58.2%
Reviews & UGC
Manage your reputation

48%
Print
Print usage 
remains high

State of the American Traveler 
Research Highlights

Understand  
your audience;  

become a tourism-
marketing expert –  
get the Research  

and White Papers!

2018 Quarterly State of 
the American Traveler 
Research Topics: Content, 
Mobile, Innovation & New 
Technologies & Generations.

State of the American Traveler Research

Destination Analysts, Inc.  |   January 2015

page 1

Americans’ Travel Expectations  
Remain Steadily Positive
America’s love affair with leisure travel remains strong. Our most recent 
travel sentiment tracking study shows leisure travel expectations are 
continuing  the pattern of stability seen in recent years. The State of 
the American TravelerTM results for January show that optimism about  
upcoming leisure travels has grown slightly since last summer. The 
proportion of leisure travelers expecting to travel more (continued on page 2)
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Americans planning 
to increase leisure 
travel spending in 
the next 12 months

SNAP SHOT

32%

Q:  In the next 12 months, do you expect to travel more  
or less for leisure than you did in the most recent 12 
month period?

Q: In the next 12 months, do you expect to spend more or 
less for leisure travel than you did in the most recent  
12 month period?

Sponsored By

Leisure Travel Basics
While we took an average of 4.3 leisure trips last year, our travels are varied.   
Highlights of how Americans traveled in the past twelve months follow.

44% of all trips were day 
trips, with no overnight 
stay.  Nearly half of 
travelers (47.3%) only 
took overnight trips.

Day
Trips

25% of all trips included air 
travel. However, more 
than half (53%) of Ameri-
can travelers did not fly 
for leisure trips during 
the year.

Plane
Trips

72% of all leisure trips were 
by car. Car continues to be 
king in the American travel 
landscape, with 85% of 
travelers taking at least 
one road trip annually.

Car
Trips

23% of American travelers 
ventured abroad for 
leisure reasons last 
year, averaging 2.1 trips 
to foreign destinations. 

International
 Trips

15% of Americans took a cruise 
(one night or more aboard).  
Many of these travelers 
take more than one cruise 
a year.  The average cruiser 
took two such trips.   

Cruise
Trips

13% of Americans took a 
leisure trip by train last 
year.  Train travel is 
popular with this group, 
who averaged  2.4 rail 
trips during the year.

Leisure
 Trips

THE STATE OF THE  
AMERICAN TRAVELER          Volume 17, January 2015

Generational Planning 
Information Inside

Destination Analysts, Inc.  |   January 2015
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Americans’ Travel Expectations  Remain Steadily Positive
America’s love affair with leisure travel remains strong. Our most recent 
travel sentiment tracking study shows leisure travel expectations are 
continuing  the pattern of stability seen in recent years. The State of 
the American TravelerTM results for January show that optimism about  
upcoming leisure travels has grown slightly since last summer. The 
proportion of leisure travelers expecting to travel more (continued on page 2)
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Americans planning 
to increase leisure 
travel spending in 
the next 12 months

SNAP SHOT

32%
Q:  In the next 12 months, do you expect to travel more  or less for leisure than you did in the most recent 12 month period?

Q: In the next 12 months, do you expect to spend more or less for leisure travel than you did in the most recent  12 month period?

Sponsored By

Leisure Travel Basics
While we took an average of 4.3 leisure trips last year, our travels are varied.   
Highlights of how Americans traveled in the past twelve months follow.

44% of all trips were day 
trips, with no overnight 
stay.  Nearly half of 
travelers (47.3%) only 
took overnight trips.

Day
Trips

25% of all trips included air 
travel. However, more 
than half (53%) of Ameri-
can travelers did not fly 
for leisure trips during 
the year.

Plane
Trips

72% of all leisure trips were 
by car. Car continues to be 
king in the American travel landscape, with 85% of 
travelers taking at least 
one road trip annually.

Car
Trips

23% of American travelers 
ventured abroad for 
leisure reasons last 
year, averaging 2.1 trips 
to foreign destinations. 

International
 Trips

15% of Americans took a cruise 
(one night or more aboard).  Many of these travelers 
take more than one cruise 
a year.  The average cruiser took two such trips.   

Cruise
Trips

13% of Americans took a 
leisure trip by train last 
year.  Train travel is 
popular with this group, 
who averaged  2.4 rail 
trips during the year.

Leisure
 Trips

THE STATE OF THE  
AMERICAN TRAVELER          Volume 17, January 2015

THE HYPER-INFORMED  

traveler
The 2018 U.S. traveler is more informed and uses more media and 
sources of information than ever before in the history of travel.

DID YOU 
KNOW?
Mobile:  
Mobile users  
are 58% more 
likely to use print.

 Print:  
Print usage  
is the highest  
since 2007.

Millennials  
are more likely 
than any other 
age group to 
use both DMO 
websites and 
magazines  
during trip-
planning.



Reader Response
Free Reader Response Service Generates High-Quality Leads

What is Reader 
Response?
Advertisers in the official New 
Jersey Travel Guide benefit 
from free Reader Response 
service that provides qualified 
and timely leads, including 
names and addresses of 
consumers who have requested 
more information about your 
destination. If provided by the 
visitor, you have access to email 
addresses, the date they plan to 
arrive and length of stay.

How are leads 
generated?
A Reader Response number is 
included with the purchase of a 
display ad in the guide. Potential 
visitors access an online form 
and request information online. 
Miles will process the requests 
and enter the leads into our 
system which you can access 
and use at any time.

Features of  
Reader Response

• Online access anytime

•  Print leads directly to labels 
or download

•  Target leads for direct mail 
promotions by interest or 
zip code

•  Email promotions to the list 
of leads

FREEFREE
Reader Reader 

ResponseResponse

Visitors who use the Reader 
Response service are hot 
prospects because they 

specifically requested additional 
information about your business.

Consumers tell 
you about their 
plans with the 

Reader Response 
service.



Active New Jersey travel planners 
through print and digital versions  

of the guide!

REACH

Digital Guide
Visits: 4,800+   Pageviews: 17,000
Avg. Session: 7 minutes 18 Seconds

*All advertisements are linked 
within the Digital Guide.   

The New Jersey Travel Guide is the only print call-to-
action for New Jersey’s efforts. Your message is reaching 
an incredibly qualified, active-travel-planning audience.

Circulation
430,000 annual copies

12 New Jersey Travel Guide  |  1-800-VisitNJ 13VisitNJ.org  |                |  New Jersey Travel Guide

NORTH JERSEY
Hiram’s Roadstand, Fort Lee  
“This is my happy place,” said Bourdain about 
this Fort Lee institution. Hiram’s has been 
slinging classic “ripper-style” (deep-fried) hot 
dogs since the 1930s.  
345 Palisade Ave., Fort Lee, NJ 07024

JERSEY SHORE
Frank’s Deli & Restaurant,  
Asbury Park
The place to pick up overstuffed sandwiches 
on the way to the beach. “As I always like to 
say, good is good forever,” said Bourdain about 
Frank’s. Try the classic Jersey sandwich: sliced 
ham, provolone, tomato, onions, shredded 
lettuce, roasted peppers, oil and vinegar.  
1406 Main St., Asbury Park, NJ 07712

Kubel’s, Barnegat Light
Bourdain grew up eating clams at the Jersey 
Shore, so this seaside restaurant, a Long Beach 
Island tradition since 1927, was a natural. Dig in 
to the New England clam chowder and fried 
clams. 28 W. 7th St., Barnegat Light, NJ 08008

Dock’s Oyster House, Atlantic City
“Dock’s Oyster House, an establishment that 
survived Prohibition, the Great Depression, two 
world wars, numerous declines and rebirths—still 
here, still great.” You’ll appreciate Bourdain’s words 
as you sample from the daily oyster selection or 
enjoy the signature crab-stuffed lobster. Owned 
and operated by the Dougherty family since 1897. 
2405 Atlantic Ave., Atlantic City, NJ 08401

Knife & Fork Inn, Atlantic City
Another Atlantic City landmark. Established  
in 1912, the Knife & Fork Inn has been  
renovated to maintain its retro Prohibition-era 
vibe and is now owned by the Dougherty  
Family of Dock’s Oyster House fame. Known  
for seafood, steaks and an extensive wine list.  
3600 Atlantic Ave., Atlantic City, NJ 08401

Tony’s Baltimore Grill, Atlantic City
This AC icon has been open since 1927 and is 
known for its late-night pizza and comforting 
pasta dishes. Bourdain was known for “being 
very sentimental about Jersey Italian.”  
2800 Atlantic Ave., Atlantic City, NJ 08401

James Original Salt Water Taffy, 
Atlantic City
It’s not a trip to the Shore without a stop for  
the timeless, original salt water taffy. With his 
typical candor, Bourdain said, “I hate sweets,  
but I’m a sucker for nostalgia” when visiting  
this boardwalk institution.  
1519 Boardwalk, Atlantic City, NJ 08401

SOUTH JERSEY
Lucille’s Country Cooking, 
Barnegat 
On his travels through South Jersey,  
Bourdain discovered this throwback lunch 
counter serving homestyle food in the Pine 
Barrens. Check out the Jersey Devil  
memorabilia, bountiful breakfasts and 
homemade pies.  
1496 Rte. 539, Barnegat, NJ 08005

THE NEW JERSEY 
EXPERIENCE

F O O D  &  W I N E  |  G A M B L I N G  &  E N T E R T A I N M E N T  |  B E A C H E S  |  A T T R A C T I O N S

Whether you’re a visitor who’s traveling to the state to spend time with 
loved ones, or a local who’s preparing to host friends and family, the 

New Jersey experience is full of beautiful beaches, thrilling attractions, 
delicious flavors, exciting entertainment—and memories in the making.
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Discover the New Jersey culinary roots of the late Anthony Bourdain, celebrity chef, 
best-selling author and globe-trotting food and travel documentarian, on a newly 
designated food trail. The Anthony Bourdain Food Trail pays tribute to Bourdain’s 
childhood growing up in Leonia, New Jersey, and summers spent at the Jersey 
Shore. The trail spotlights 10 New Jersey restaurants featured on CNN’s Emmy 
Award-winning Anthony Bourdain: Parts Unknown.

FOOD TRAIL
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Food | Wine

ANTHONY  
BOURDAIN

Donkey’s Place, Camden
Try the cheesesteak that Bourdain claimed 
“should be a national landmark.” Serving 
Camden for more than 75 years (and holder of 
a key to the city), Donkey’s offers a Jersey-style 
cheesesteak with fried onions, American cheese 
and optional crushed red cherry peppers on a 
poppy seed roll.  
1223 Haddon Ave., Camden, NJ 08103

Tony & Ruth’s Steaks, Camden
Authentic local spot serving cheesesteaks and 
breakfast sandwiches in Northern Camden. 
837 N. 8th St., Camden, NJ 08102
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New Jersey 2018  
Visitor Prof ile
1. Avg. 2.23 people per trip

2. 34% of overnight visitors with children

3. Avg. stay 2.43 nights

4. Avg. $114 spend per person per day

NEW JERSEY travel guide
The only official print guide for New Jersey’s  
multi-million dollar marketing efforts.

Target Audience 

300,000+
page 
views

Size Rate
Inside Front Cover $10,625

Inside Back Cover $10,625

Page 1 $10,625

Full Page $8,170

Half Page $5,315

1/4 Page $3,065

1/6 Page $1,750

Photo Listing $750

Highlighted Listing $350

Rates

48%

Print usage remains high with 48% 
of American Travelers utilizing print 
to research and plan their trip.

*State of American Traveler Research 




