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As the official tourism promotion agency for the destination’s travel 
and tourism industry, the organization contributes to the economic 
development and quality of life on Long Island by promoting the 
region as a world-class destination for tourism, meetings and 
conventions, trade shows, sporting events and related activities.

MISSION

How Tourism Marketing
Impacts Business



If you build a 
place people 
want to visit, 
you build a 

place people 
want to live.

If you build a 
place people 
want to live, 
you build a 

place where 
people want to 

work.

If you build a 
place where 

people want to 
work, you build 
a place where 

business needs 
to be.

If you build a 
place where 

business needs 
to be, you 

build a place 
where people 
have to visit.

Destination 
Management 

Cycle® 



Small Business make up 84%
of Tourism Industry

$722 Million
Local & State tax Revenue

$5.9 Billion
Annual Spending

9.6 Million
Overnight Visitors

78,000
Jobs Impacted

TOURISM MATTERS
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New York City, Long Island 

and Hudson Valley 

together comprise nearly 

80% of New York State 

traveler spend



Traveler Spending in 2017

Nassau
46%Suffolk

54%

Tourism in Long Island is a

$5.9 billion industry, supporting 

81,707 jobs.

Suffolk County accounts for 54%
of traveler spending in Long 

Island.

Traveler spending in the region 

increased by 4.0% in 2017.

Total Tourism 

Impact, 2017

Traveler Spend 

'000

Labor Income, 

'000
Employment Local Taxes '000 State Taxes '000

Nassau $2,696,657 $1,481,117 38,048               $179,409 $148,301

Suffolk $3,173,889 $1,685,657 43,659               $219,519 $174,546

TOTAL $5,870,546 $3,166,774 81,707               $398,928 $322,847



Traveler Spending

Lodging
15%

Recreation
9%

F&B
30%

Retail & Svc 
Stations

16%

Transport
23%

Second Homes
7%

Travelers spent $5.9 billion in Long 

Island in 2017.

Spending at restaurants and on 

transportation comprised 30% and 

23% of the total, respectively.

2017 Traveler Spend 

'000s
Lodging Recreation F&B

Retail & Svc 

Stations
Transport

Second 

Homes
Total

Nassau $362,414 $297,229 $977,096 $476,022 $557,470 $26,426 $2,696,657

Suffolk $522,235 $206,104 $791,201 $461,672 $803,021 $389,656 $3,173,889

TOTAL $884,650 $503,333 $1,768,297 $937,693 $1,360,491 $416,081 $5,870,546



Tourism-Generated Taxes, 2017
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Tourism in Long Island 

generated $725 

million in state and 

local taxes in 2017.

Sales, property, and 

hotel bed taxes 

contributed to nearly 

$400 million in local 

taxes.

Suffolk County 

produced 54.6% of the 

region’s tourism tax 

base.



CORE ORGANIZATIONAL COMPONENTS 

POLICY & 
ADVOCACY

SALESMARKETING
PARTNER & 

VISITOR 
RELATIONS

Meetings & 
Group

Sporting 
Events

International

Partners

Visitor 
Relations

Economic 
Development

Legislation

Consumer

Sales

Public 
Relations



Research: Consumer Conversion Study



Research: Consumer Demographic Study
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MARKETING & COMMUNICATIONS

Responsive on all 
Devices

Visually Driven
Enhanced 
Website 

Architecture

Utrip Planning 
Platform

Jack Rabbit 
Booking Agent

360 Video 
Experiences



Pinterest 
Monthly 
Views:

20,700+

Instagram
Following

14,457+

YouTube - 556 Subscribers

Twitter – 2,514 Followers

Facebook – 254,000 Followers

We are Social



2018 OFF SEASON MARKETING CAMPAIGN 



East End Tourism Alliance Video Pre-Roll

• Flight Dates: November 1, 2018 – December 31, 2018 

• Participants: Montauk, North Fork, The Hamptons, Riverhead

• Demographic: Consumers, 35-55, demonstrated travel propensity 

• Geographic: Long Island, New York City, Connecticut, New Jersey 

& Westchester/upstate New York 

• Impressions: 833,354

• Click-Throughs: 4,633 



2019 WINTERFEST MARKETING CAMPAIGN 



Campaign Elements: 

• Mobile Geofencing of CT Ferry Terminals, JFK 

Airport, Penn Station 

• Video PreRoll on Newsday.com 

• LocalWineEvents “The Juice” E-Blast  

• Promoted Social Posts on Facebook & 

Instagram 

• Digital Display Retargeting 

• Featured Event & Signature Event Blog Post on 

DiscoverLongIsland.com 

• Discover Long Island Consumer Newsletter 

Inclusions

Media Impressions: 

1,943,335

Winterfest Marketing Campaign 
• Flight Dates: February 1, 2019 – March 24, 2019 

• Participants: Winterfest and event participants 

• Demographic: Consumers, demonstrated travel/craft beverage and/or music 

propensity

• Geographic: Long Island, New York City, Connecticut, New Jersey & Hudson 

Valley/upstate New York 



2019 THAW MARKETING CAMPAIGN



THAW Marketing Campaign on TripAdvisor

• Flight Dates: January 25, 2019 – March 22, 

2019 

• Participants: The Hamptons Arts Network 

(HAN)

• Demographic: Consumers, demonstrated 

travel/art propensity, seeking regional 

(NY/NJ/CT) “things to do” content  

• Geographic: Long Island, New York City, 

Connecticut, New Jersey & Hudson 

Valley/upstate New York 

• Impressions: 2,083,333 minimum guaranteed 









+









UK Press Trip: April 2018
NYC+ Long Island CA Press Trip:

May 2018

German Press Trip: October 2017

Visiting Journalist Program



418,847,736 Earned Media Reach in 2018



106 Meetings & Sporting 

events booked

16,490 Room Nights

$7,301,329 in Economic 

Impact

2018 Meetings & 

Sports Sales

67 Leads Generated

12,841 Room Nights

$6,448,423 in Economic 

Impact

2019 Meetings and 

Sports Leads



Visitor Relations Programming



LiLi Mobile Visitors Center



Collateral & Fulfillment



Partner Programming



Exclusive Opportunities



Partner Portal

Partner Portal 

Access

We 

offer 

trainin

g for 

our 

partner

s

Same 

database as 

for more 

exposure

Add/control 

your details, 

images, events 

and special 

offers



Partner Portal



Partner Benefits & Engagement

INVITATION TO EDUCATIONAL EVENTS & 

NETWORKING OPPORTUNITIES 

WITH OUR 400+ TOURISM INDUSTRY 

PARTNERS

PARTNER PORTAL ACCESS FOR FULL 

ACCOUNTMANAGMENT AND ACCESS TO ALL 

DISCOVER LONG ISLAND OPPORTUNITIES

OPPORTUNITIES FOR PARTNERS TO 

LEVERAGE DOLLARS AND PROMOTE 

BUSINESS GROWTH THROUGH DISCOVER 

LONG ISLAND PROGRAMS, SALES LEADS 

AND REFERRALS

RESEARCH DETERMINING KEY 

DEMOGRAPHICS FOR VISITATION AND 

MARKETING. REGULAR COMMUNICATION 

AND INFORMATION THROUGH OUR 

WEEKLY TOURISM NEWSLETTERS

SOCIAL MEDIA INTEGRATION & PUBLIC 

RELATIONS PROMOTIONS

PARTNER EXCLUSIVE DIGITAL & PRINT 

INCLUSIONS. INCLUDING OUR VISITOR 

TRAVEL GUIDE AND MEETING PLANNER 

GUIDE



Investing in Long Island’s Future



THANK YOU 

Facebook.com/DiscoverLongIsland
Twitter: @DiscoverLINY

Instagram: @DiscoverLongIsland
YouTube: DiscoverLongIslandNY


