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New York Tourism Campaign
The Tourism Website 
New York is among the best tourist destination in the U.S.A. Most people travel to the city for shopping, others to spend time in their hotels, while others visit and cruise through Lake George, and others visit the Niagara Water Front among other destinations. The authorities in New York have made the city accessible by ensuring that there is a smooth-running transport system with buses and hotels that can be booked through the New York Tourism website. 
As aforementioned, the reason why there is a beehive of tourist activities in New York is because of their seamless tourist website. First, every tourist activity is advertised in their tourist website and tourists could even have a glimpse of what they will be visiting (Adeola et al. 64). The website also has prices for various services that are offered so that tourists can be prepared on what they are going to spend. Their websites also have their sightseeing buses from which tourists cannot miss to see important sites in the city. 
Other than the hop-off/on bus tours, there are also printed pass for phones shown on the websites, live maps on the sites for actual bus arrivals, and even QR scan codes. These services available on their websites makes tour services in New York seamless. The website also provides beautiful pictures of the city and places to visit which give tourist impetus to visit the city. The website also takes the chance to advertise places to visit like Gotham’s iconic landmarks and skyscrapers, trendy shops, and even bakeries. The city is also populous and the website takes advantage and mentions that. Further, the website takes time to sell Gotham by saying that each time offers a unique opportunity to travel to New York as it offers different sceneries and experiences to visitors. 
Social Media Analysis 
There is no city that has had a vigorously tourism social media campaign like New York. First, in June 2021, the city unveiled a $30 million social media campaign. On the other hand, the city also has a mantra dubbed I Love New York, which enables people visiting New York to share their experiences in Twitter and Facebook by even taking pictures (Schwartz & Richey 1932). I Love New York creates experiences that are meant to suit the needs of the future potential travellers. Therefore, people who go their social media at www.facebook.com/iloveny access this social media and share their experiences. While also visiting social media platforms like www.iloveny.com, users are exposed to publications produced throughout the year which also includes the I Love New York Travel Guide. 
In New York, social media has affected tourism in a great way. For instance, consumers engage with social media networks to and find places where they can visit. Other sites offer social media challenges in form of promotion and make their services known to consumers (Schwarzt & Richey 1934). There is also heavy postings of local sites in New York by the locals and prospective visitors get to know about various places to visit. 
Most visitors to New York know about their hotels and other hospitality sectors through social media. The prices of hotels in New York, the location, the fares using taxi or their red buses are well-put in social media. Tourism, just like any addition is a behavioural and just like social media addition and trying to level up with the rest of people in social media. Thus, social media is crucial in the choice of where to visit, the mode of transport one will use, and it advises on the right accommodation for the tourists or even shopping malls or items. I love New York therefore has served as that platform that guides travelers/tourists in social media towards accessing New York. 
Demographic Analysis 
From the website and the social media analysis, it is blatant that the New York Tourism Board targets people from all walks of life. There are students who come to learn from various historical sites and natural sites available. There are also businesses people who, apart from doing business, they also visit the city for pleasure, and there are international visitors who come for shopping and to visit New York. The importance of international visitors cannot be overstated as they spend more than twice what the local visitors spend. 
The demographics of the visitors who come to New York are divided into the domestic visitors, leisure, and business. Domestic visitors to the city keep on increasing and since the 1990s, the domestic visitors have more than tripled according to their website. Domestic visitors come from Connecticut, New Jersey, Pennsylvania, and Massachusetts. Leisure travelers on the other hand are about 79% of the visitors to the city (Yankah et al. 56). More than half of domestic visitors are day-trippers who do not stay overnight. The major reasons for domestic travelers to New York are dining, museums, theaters, and nightlife while activities include sightseeing, shopping, museums, and monuments as well as historical sights. 
Visitors from across the world come from China and Europe. The reasons for their coming to New York are dining, nightlife and museums. Others come for conventions and delegations where conventioneers attend events at Javits Center, Piers 92 & 94. 
It is also important to categorize various visitors to New York. Those who come for nightlife are mainly young and in their youthful years. Family people mostly come to art centers and museums, while young couples could find theaters places to visit in New York. Therefore, even though a great number of people come to New York for tourism, they have different tourism reasons and what attracts them to the City. 
Campaign Efficacy Analysis 
Tourism campaigns are not new and the New York Tourism Board has been involved in campaigns for years. The campaigns have been largely successful while in other instances they have flopped. For instance, the social media advertising has been successful because the players might not be directly involved in advertising but consumers through their social media postings, they get to inform other potential consumers about what is going on In New York tourism-wise. Additionally, New York has a tourism website that not only guides travelers but also provides them with prices of commuting, boarding in hotels, and even for seeing various sights in the city. 
Campaigns have also been efficient because they have enabled engagement between consumers and travelers. Hence, tourists in the social media platforms and websites can ask questions and get the right answers about their desired destinations (Adeola et al. 67). Various marketing tools (social media) have succeeded in creating images in prospective visitors which have created the required itch to travel to New York. Advertisement campaigns have also made visitors to be more aware New York and increased the number of visiting annually. 
One of the setbacks of increased awareness about New York is the increasing Coronavirus cases. The number of people travelling to New York has increased in recent months and that causes increment in coronavirus cases. 
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