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Background and Purpose of Study

Through community discourse and ongoing efforts by the city, county and state it has become
clear that Atlantic City is in need of a new marketing campaigraatcategic plan for

promoting its tourism product. To this end, the Casino Reinvestment Developuotbotity

(CRDA), secured the services of Masterpiece Advertising of Atlantic City (Masterpiece).
Masterpiece sought research to inform the design of the campaign and plan for the city, and so
partnered with The Lloyd D. Levenson Institute of Gamirmggbitality and Tourism, Stockton
University School of BusinegIGHT) to conduct two studies. The first “Lifestyle” survey was
conducted in September 2021 (report October 2021) and sought to gauge the perceptions and
motivations of Atlantic City visitorshe second, this “Stakeholder” survey, sought feedback

from the city’s industry and community leaders.

Methodology

An anonymous link was sent to a mailing list of Atlantic City stakehaolddrsse stakeholders
were asked to answer a series of questions regarding their perception of Atlantic City its
strengths, weaknesses, external threats and opportumhied 3guestion survey was
administered online via Qualtrics from Octob&through October 28, 2021. The mailing list,
provided by Masterpiece Advertising, was comprised of individuals who had a professional or
personal connection to Atlantic City, and a vested interest in its future as a destination.

While a total 68 responses were collected, nakealbondentanswered every question. The
following analysis is based on total responses to each individual question.

Executive Summary

Atlantic City’s stakeholders have a clear and shared understanding of the resort’s strengths,
weaknesses and external threats. Respondents agreed that current marketing of the resort is
inadequate and unequal to the task of promoting a revitalized tourism product and reimagining of



e Respondents wanted to see a more diversified, tuitiral and multigenerational
tourism product for Atlantic City.

« Regional competition, gaming and ngaming, was seen as a threat to the resort, in
addition to the resort’s weaknesses.

e 73.3% of respondents Strongly Agree that the city’s marketing resources are insufficient.

e 54.8% of respondents Strongly Agree that Atlantic City needs a compellingly vibrant (i.e.
“reimagined”) brand image.

Results

Vision for the Future

“If you had the power and authority to do three (3) things to reimagine Atlantic City’s
tourism future, what three things would you do?”

Respondents were encouraged to consider how they would like to see Atlantic City reimagined;
they were asked to list three things they would do to bring this about. Consistent with current
public discussion on the topic, responses called out the city’s struggles with poverty, blight,
negative perceptidreputaion, and poor infrastructure, and called for resolution to these
challenges. Respondents also wished to see development or optimization of existing tourism
amenities and experiences beyond those offered by the city’s nine casino resostslecity-
collabaation and sense of unity, and a focus on the city’s diverse population. Several wished to
see more offerings for families.

A selection of responses are included bedé®ws a word cloud showing the frequency of
occurrence of certain wordgthin responsg

“Make it safe, Make it clean, Make it attractive”
“Revitalize downtown, Attract new businesses, Add family friendly attractions”

“Cleaner streets and neighborhoods, more cultural and community events, improved reputation
on public safety”

“Focus on diversity. That means both a diversity in offerings, as well as highlighting our diverse
population and how we welcome a diverse population.”

“Transform blighted buildings with paint, and transform empty lots into parks and playgrounds,
even if temporary. The visual landscape is a turn off to tourists. Things are happening little by
little and that is good, but there needs to be more "AC Pride of Place" programs and efforts to
get the community engaged in making our town look a LOT better.”



Word cloud:

SWOT Analysis

Several questions in the survey took the form of a SWOT analysis (Strengths, Weaknesses,
Opportunities, Threats). Respondents were asked to name three each of t



“FOOD - There are a lot of options here for a town this size, Beach - it's always there. It's fun.
Combined with other A.C. assets, A.C. SHOULD be an unstoppable force., Driving
convenience”

Word doud:

Weaknesses
What are Atlantic City’s three (3) greatest tourism weaknesses? Why?

Responses regarding the city’s weaknesses were consistent with those to the prior question of
how the city might be reimagined for the future. The condition of the city and its public

reputation featured prominently as did a lack of variety in actividsaaenities beyond the

casino experience and outside of the peak summer tourism season. Some respondents also sited
incidence of homelessness/panhandling, quality of life issues for residents and visitors, limited
public transportation options, and lack of a unified marketing message.

A selection of responses are included below as is a word cloud showing the frequency of
occurrence of certain words within responses:

“Infrastructure, Safety, Its perception”
“Cleanliness, Perception of danger, Mixed messages™
“Unsightly parts of the city, No train from NYC, Homeless™

“Doesn't feel clean or safe, Parking is a hassle and can be expensive at times, diverse
attractions; we keep hearing about making it more family friendly, but it has yet to truly
happen.”



“In your face prostitutes and drug addicts, Low quality stores with aged facades on the
boardwalk, Lack of market rate and | had housing inventory for second home buyers that lead to
year-round business”

Word cloud:

External Threats
What are the three (3) greatest external threats to the future of tourism in Atlantic City?

Regional and online casino gaming expansion featured prominently in responses regarding the
future of tourism in Atlantic City. Given the city’s strong connection to the casino industry in the
form of its nine casino resorts, this was not a surprise. Respondents also noted competition from
neighboring tourism destinations, persistent challenges related to the city’s previously stated
weaknesses, global threats like those of diinthange and possible future pandemics, and lack

of a clear vision and united message for the city.

A selection of responses are included below as is a word cloud showing the frequency of
occurrence of certain words within responses:

“Competition, Climate change, Influx of those in need of social services”



“Other online and area gambling markets., Reputation of gang activity and crime. I've heard
tourists call the Atlantic City that they have to drive through to get to their casino of choice a
"slum"., High taxes making it all but impossible for good people to afford to live here.”

Word cloud:

Marketing
Atlantic City’s Message

In ten words or fewer, state Atlantic City’s current tourism marketing message.

Respondents were asked to summarize in a few words what they believed was the current









Interests

Which of the following interests do you or members of your travel group most idgify
with? Please use the sliders to rank your ten (10) most significant/highest interests from 1
(highest interest) to 10 (lower interest). Leave the slider at O for any interest that does not

apply to you or your travel group.

Respondents were also asked to react to and rank a series of interests (31 total) with the aim of
exploring how these align with the city’s strengths and current offerings and suggesting areas
that the resort could focus on developing.



Unasked Questions

What question(s) should have been included in this survey, but were not?



Discussion

Respondents were asked what they would do if given the power to reimagine Atlantic Cit
overwhelmingly their responses focused on a transformation of the city both in terms of its
physical attributes and reputation. The words “safe” and “clean” featured prominently in
descriptions of city streets, parking, and the boardwalk. Stakeholdgrsdito see aesthetic and
infrastructural improvements within and beyond the tourism district as well as a meaningful shift
in perceptions of the city, its safety and offerings.

Another theme that emerged from the data was that of diversification bibth afy’s offerings

and its target audience. Respondents emphasized the need for amenities and activities beyond
casino gaming. Yeaound, multigenerational, and “otdf-the-box” amenities, which create
experiences appealing to a greater variety ofors Visitors drawn from an increasingly diverse
population across the ethnic, economic and age spectrum.

In weighing the city’s weaknesses and strengths the views of visitors (as captured in the October
2021 Atlantic City LifestyleSurvey), and stakeholders were in alignment. Both groups agreed

that the city’s current poverty, and related social and infrastructural, challenges were weaknesses
that have a negative impact on the visitor experience.

As for the city’s strengths, casino gaming, the beach and boardwalk were top of mind for both
visitors and stakeholders. Beyond this, both groups identified the city’s emerging dinning, music
and entertainment scene, its diverse cultural heritage andabeat, the growing meetings and
conventions businesand the city’s proximity to major population centers as strengths

With regard to threats, given the prominence of the city’s casino gaming offerings, it was not
surprising that the expansion of casino gaming, to neighboring states as well as online, was a
concern for respondents. In addition to competition from the gaming sector, stakeholders also
listed competition from neighboring tourism destinations, negative representation of the city in
media, gality of life issues for city residents, challenges with-gitgle collaboration, strategic
planning and leadership, the current and possible future pandammicslimate change/sever
weather as threats.

Whatever the marketing message, whatever thettdegmographic audience, stakeholders
agreed that the city needs a united, comprehensive approach to communicating a consistent
image of the city and its value to visitors. Respondents wanted to see resources dedicated to
leverage the city’s assets, groewibusiness opportunities, and raise awareness of the city as a
distinctive resort destination with unique, value added experiences for every visitor segment.



