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Tourism Department has spent years building up its offseason trade
Cape May County no longer just a beach vacation

By KRISTEN KELLEHER
Cape May Star and Wave

C A P E  M A Y  C O U R T 
HOUSE — Diane Wieland, 
director of the Cape May 
County Department of Tour-
ism, said when she started 
working for the county in 
1975, tourism promoted the 
beach vacation and nothing 
else. 

More than 40 years later, 
the county is leveraging its 
assets and letting vacation-
ers know what the area of-
fers in the spring, fall and 
winter. 

Based on Wieland’s pre-
sentation last week, visitors 
seem to be interested in 
much more than lounging on 
the beach. 

On Wednesday, May 3, 
Wieland presented 2016 
tourism spending fi gures at 
the 2017 Cape May County 
Tourism Conference and 
discussed the county’s mar-
keting strategies. 

In 2016, $6.27 billion in 
tourism spending was gen-
erated in Cape May Coun-
ty, second only to Atlan-
tic County, according to 
Wieland. 

The county ranks fi rst in 
the state in food and bever-
age, retail and recreation 
expenditures. 

Lodging increased by 
more than 5 percent and 
rental income was up 4 per-
cent in 2016. 

Second home rental in-
come in the county totals $2 
billion. 

Tourism employment 
grew 1.3 percent over 2015, 
for a total of 26,151 jobs in 
Cape May County, which is 
43.6 percent of the county’s 
total employment. 

More than 12.8 million 
people came to Cape May 
County in 2016, and 49 per-
cent of county visitors stay 
for one week or longer. 

Eighty-eight percent of 
the county’s visitors are re-
turn visitors. Forty percent 

of visitors have been coming 
for 20 years or more, and 30 
percent of the visitors spend 
$2,500 or more on vacation.

Garden State Parkway toll 
plaza counts in July 2015 
were 921,725 at the Great 
Egg toll plaza –just before 
the bridge between Atlantic 
and Cape May counties – and 
833,232 at the Cape May toll 
plaza, which is just north of 
Sea Isle City.  In July 2016, 
toll counts were 941,661 in 
Great Egg, and 817,652 at 
Cape May. 

Year over year, 6,293 
more cars came through 
the Cape May toll plaza from 
September to December in 
2016 than in 2015.

The county has been work-
ing for years on this type of 
fall growth. 

For the last two fall sea-
sons, the county has led a 
dedicated fall vacation mar-
keting campaign, as a result 
of grants and an increased 
budget. 

According to Wieland, 49 
percent came to the county 
in the fall, versus 40 per-
cent in 2015, and an extra 
$206,000 in occupancy taxes 
was collected in fall 2016 
versus fall 2015. 

Web traffi c to fallforthe-
jerseycape.com , the website 
for the county’s fall market-
ing campaign,  was up 18 
percent over 2015. 

In September 2014, the 
county collected $964,619 
in occupancy tax, and in 
September 2016, it collected 
$1.16 million in occupancy 
tax. 

The fall season has ex-
panded gradually as the 
county redefi ned its brand 
from solely a summer re-
sort, due in part to a rise in 
ecotourism and agritourism. 

Fall and spring birding 
migration, part of the coun-
ty’s ecotourism, are helping 
expand the county’s shoul-
der seasons. 

Wieland said people from 
more than 155 countries 

logged onto the Cape May 
Bird Observatory website 
last year.  

Birders, according to 
Wieland, will come “anytime 
and cross any obstacle they 
can to fi nd that bird to add to 
their life list.”

“We’re one of two destina-
tions in the world – Egypt 
and Cape May County – that 
has a tourism infrastructure 
connected to top birding,” 
she said. 

Those who travel inter-
nationally for the migration 
will likely stay between 
three and four weeks, ac-
cording to Wieland. 

The average overnight 
visitor to the county spends 
$374. 

Culture and heritage tour-
ism, wineries, and brewer-
ies, are also popular with 
visitors, in addition to eco-
tourism and agritourism. 

“We look at the fall be-
cause that’s the greatest 
opportunity for growth,” 
Wieland said. “Business-
es are already open.  The 
weather seems to be perfect 
for visitors, and now we’re 
seeing the aging of baby 
boomers who are not tied to 
a school calendar.” 

According to a county visi-
tor profi le, based on a sur-

vey of those who contacted 
the county Department of 
Tourism for vacation in-
formation, 36 percent of 
the county’s visitor base is 
between the ages of 55 and 
64, 24 percent is 65-plus, and 
20 percent are between the 
ages of 45 and 55. 

Twenty percent of visitors 
are between the ages of 18 
and 44. 

Of these visitors, 37 per-
cent came as a family, 26 
percent came with their 
spouse or as part of a couple, 
and 21 percent came with 
extended family. 

Most, 89 percent, came 
in the summer, 49 percent 
came in the fall, 37 percent 
came in the spring, and 15 
percent came in the winter. 

To attract vacationers this 
year, the tourism depart-
ment is using a highly tar-
geted advertising campaign 
digitally which will target 
big events regionally.  It will 
also target vacationers who 
are here regarding local at-
tractions.  

Video content will be used 
as part of the campaign. 

“We can target visitors 
who might be on the board-
walk and say, while you’re 
here don’t forget to go to 
a restaurant or a winery,” 

Wieland said. 
More than 200 million 

people access Facebook 
monthly, more than 90 per-
cent of Americans have a 
cell phone, and 63 percent 
use a cell phone to go online, 
according to Wieland’s pre-
sentation. 

The county’s digital cam-
paign appears to be suc-
cessful. 

During the fall 2016 cam-
paign, the click through rate 
was between 24 and 26 per-
cent, whereas the average is 
fi ve percent.

A click through rate is 
the percentage of people 
who visit a website through 
a link in an advertisement.  
New visitors to the website 
increased by 87 percent 
and Facebook followers in-
creased by 3.1 percent dur-
ing the fall campaign. 

Cape May County is 
also a part of the Southern 

Shore Region Destination 
Marketing Organization 
(SSRDMO), with Cumber-
land County, and recently, 
Atlantic County. 

The SSRDMO has been 
supported by the state Divi-
sion of Travel and Tourism 
with grant funds since 2006. 
To date, it has received $2.12 
million in marketing funds. 

In 2016, the SSRDMO 
generated 32 percent of the 
state’s total tourism expen-
ditures, or $13.4 billion.
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no mom jeans

GREAT STEAKS and SEAFOOD

615 Lafayette Street • Cape May, NJ • 609-884-2111

OPEN EVERYDAY
Dining Room from 5pm

Bar from 4pm
Monday – Thursday

BUCK A SHUCK – $1 Clams and Oysters

For all your insurance needs

Home, Auto, Marine, Business insurances

Multiple options mean you get the best rate

Five Cape May County offices to serve you

More than 70 years of exceptional service

J. B Y R N E
I     N     S     U     R     A     N     C     E

jbyrneagency.com | 609-522-3406 
917 Madison Ave., Cape May, NJ 08204

The Name You Know.
    The Insurance You Trust. 
        Come Visit Our Cape May Office!

Phone Ahead to Order

609-884-3064
e Loter House

FISHERMAN’S WHARF in CAPE MAY
www.thelobsterhouse.com

FRIED SHRIMP PLATTER
Served with baked potato
or french fries & cole slaw

(regular price $12)

$6.95 EACH
Good Only Wednesday, May 10, 2017

at the Take-Out counter

FRIDAY, MAY 12TH

thru SUNDAY, MAY 14    TH

FRIDAY, MAY 12TH

thru SATURDAY, MAY 13TH

BROILED OR FRIED 
CRABCAKE PLATTER
served with baked potato or 

french fries & coleslaw
$11.95

FRIED OYSTER PLATTER
served with baked mac & cheese

and stewed tomatoes
$12.25

®

®

FRESH JERSEY 
STONE CRAB CLAWS

$4.95/LB.

SHRIMP CHOWDER
$5.75/PINT

OYSTERS ROCKEFELLER
$7.95

 RIO STADIUM 12
3801 Rt. 9 South #1

Rio Grande, NJ 08242
Additional Pricing for 3D Features

24-Hour Movie Hotline 609-889-4799

MAY 12TH THRU MAY 18TH

**2D King Arthur: Legend of the Sword PG-13 
 11:00, 1:40, 7:20
**3D King Arthur: Legend of the Sword PG-13 
 4:20, 10:00
**Snatched R 11:40, 2:10, 4:40, 7:30, 9:40
**2D Guardians of the Galaxy Vol. 2  PG-13
 11:30, 2:40, 6:30, 9:25
**2D Guardians of the Galaxy Vol. 2  PG-13
 12:30, 7:00, 9:50
**3D Guardians of the Galaxy Vol. 2  PG-13   3:40
Beauty and the Beast  PG   11:50, 3:20, 7:10, 9:55
Fate of the Furious PG-13    12:20, 3:30, 6:50, 9:45
Boss Baby PG 11:10, 1:50, 4:10, (6:40, 9:00)
**Alien: Covenant (Thursday Premiere) R
 [7:00, 9:40]
Going In Style PG-13 11:20, 2:20, (4:30, 7:40, 9:50)
**Everything, Everything (Thurs Premiere) PG-13
 [5:00, 7:40, 9:50]

**No Passes  (Fri-Wed)  [Thursday]

 FIBER ARTS
YARN SHOP
We’ll Get You Excited About YARN!

 315 Ocean Street • Cape May
609-898-8080

FOLLOW US ON FACEBOOK

Free Parking, 
Instruction, Classes
New Spring yarns 

are arriving!
Thus - Mon,  10 - 5 pm

‘Eighty-eight percent of the county’s visitors are return 
visitors. Forty percent of visitors have been coming for 
20 years or more, and 30 percent of the visitors spend 

$2,500 or more on vacation.’
–Diane Wieland, director, Cape May County Tourism

— State tourism 
bureau hopes 

to draw 1 billion 
visitors.

— Agritourism 
continues to grow
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Outdoor seats

items in the ordinance were 
not in the original outdoor 
seating ordinance. 

“I think what we’ve done 
here is improved it, made it 
equal and provided people 
with an opportunity to step 
up and to be part of the 
solution for the parking,” 
she said. 

Rauch questioned what 
the city would do with 
restaurants that have had 
violations of their seating 
allotment from their site 
plan for years. 

Charity Clark, a real es-
tate broker and member 
of the Board of Directors 
of the Cape May Chamber 
of Commerce, said the city 
does not have a plan to ease 
the lack of parking so col-
lecting $110,000 per year 
seemed too high. She said 
unity among the business 
and residential communi-
ties was important for the 
success of the town. 

The ordinance requires 
establishments with out-
door seats to submit an out-
door seating plan to the city 
engineer, city solicitor and 
other city professionals. 

The ordinance also re-
quires a certain distance 
between seats, pedestrian 
passage and adherence to 
the city’s noise regulations. 
The required seating plan 
portion of the ordinance 
will be implemented 20 
days following approval of 

the ordinance by council. 
Applicants will pay a one-

time application fee of $250 
and place $500 in escrow 
until reviews and inspec-
tions of outdoor seats are 
completed. An annual fee 
of $10 will be levied.   

Continued from Page A1


