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PUBLIC AFFAIRS 
• Victor Parra 

United Motorcoach Assoc 
• Jody Manor 

Bittersweet 
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Potomac Riverboat Company 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 

 

RETAIL 
• Amy Rutherford 

Red Barn Mercantile 
• Jody Manor                        

Bittersweet 
• Eric Nelson 

Artfully Chocolate 
• Fay Carter                           

Christmas Attic 
• Elizabeth Todd 

Shoe Hive and co-founder  
of the Boutique District 

• Danielle Romanetti 
fibre space 

• Stuart Nordin 
Stuart Nordin Home & Design 

• Susan Gerock 
Zoe Boutique 

• Kelly Ferenc 
Bishop Boutique 

 
• Ellen Klein 

Hooray for Books 
• Alyssa & Kim Theodore                           

Sugar Cube 
• Virginia Vergason 

The Hour Vintage  
Cocktail Collection  

• Darby Rush & Cornelia Hall                       
Kiskadee 

• Mellenie Runion 
Truly-Life Eco Gifts/ 
president of DRBA 

• Nancy Brahm 
Brahm Opticians 

• Saba Alene 
St. George Gallery 

• Victor Parra 
United Motorcoach Assoc 



HISTORY COLLABORATIVE 
• Gretchen Bulova 

Gadsby's Tavern Museum  
and Stabler-Leadbeater Apothecary 
Museum 

• Liz Williams 
Gadsby's Tavern Museum  
and Stabler-Leadbeater Apothecary 
Museum 

• Cynthia Dinkins 
Freedom House/Northern VA Urban 
League 

• Lance Mallamo 
Office of Historic Alexandria 

• Sarah Coster 
Carlyle House 

• Chris Jones 
Historic Alexandria  
Resources Commission 

• Erin Adams 
Lee-Fendall House  
Museum & Garden 

 
 
 

ARTS ALLIANCE 
• Eric Wallner 

Torpedo Factory Art Center 
• Suzanne Bethel                                 

The Art League 
• Catherine Aselford 

The Athenaeum 
• Michele Ward 

Principle Gallery 
• Carol Supplee 

Imagine Artwear/OTBPA/Handcrafted 
Alexandria 

• Diane Ruggiero 
City of Alexandria Office  
of the Arts 

• Elizabeth Todd 
Old Town Boutique District 

• Allyson Teevan 
DASH/Trolley 

• Jeff Swedarsky 
DC Metro Food Tours 

• Yvonne Callahan 
Old Town Civic Association 

• Jessica Wisser                     
Alexandria Symphony Orchestra 

 
 
 

ACVA COMMITTEES 

+ 350 ACVA MEMBERS 



• City of 
Alexandria 

• Office of the Arts 
• Torpedo Factory 

Art Center 
• Handcrafted 

Alexandria 
• The Art League 
• Imagine Artwear 
• Old Town 

Business and 
Professionals 
Association 

• The Athenaeum 
• Principle Gallery 
• Office of Historic 

Alexandria 
• Gadsby’s Tavern 

Museum and 
Stabler-
Leadbeater 
Apothecary 
Museum 

• Freedom 
House/Northern 
Virginia Urban 
League 

• Carlyle House 
• Lee-Fendall 

House Museum 
and Garden 

• RedPeg Marketing 
• Virginia Tourism 

Corporation 
• Northern Virginia 

Visitors 
Consortium (CVBs 
of NVA) 

• Destination DC 
• Gaylord National 

Resort & 
Convention Center 

• National Harbor 
• Georgetown BID 
• Mount Vernon 
• ACT for Alexandria 
• Alexandria 

Chamber of 
Commerce 

• Alexandria Small 
Business 
Development 
Center 

• Alexandria 
Economic 
Development 
Partnership 

• Alexandria Hotel 
Association 

• Alexandria Arts 
Forum 

• DC Metro Food 

Tours 
• Potomac 

Riverboat 
Company 

• Old Town Boutique 
District 

• Old Town 
Business Assoc. 

• Del Ray Business 
Assoc. 

• West End 
Business Assoc. 

• Carlyle 
Community 

• United Motorcoach 
Association 

• Kimpton Hotels 
• Eat Good Food 

Group 
• First Night 

Alexandria 
• Alexandria 

Symphony 
• Bike and Roll 
• George 

Washington 
Birthday 
Celebration 
Committee 

• Garden Club of 
Alexandria 

STRONG 
COLLABORATION 

Presenter
Presentation Notes

COMMISSIONED OR �PARTNERSHIP RESEARCH

Alexandria Brand Image Study 2007 

TNS Audience Research 2006, 2008, 2010 and Virginia Tourism Corporation’s TNS Audience Research 2011

 VTC’s RUF Strategic Solutions Study

New Research Opportunities

VTC’s Virginia Insiders Online Focus Group

Nielsen, a leading global information and measurement company, and Arbitron, a radio ratings and media research company

[Add here reference to BCO research.]

ACVA’s website surveys, social media inquiries, and partnership online questionnaire. 





Promote Alexandria as a premier destination  
 
Grow a healthy, dynamic economy 
 
Generate gains in visitation and overall spending 

ORGANIZATIONAL GOALS 

Presenter
Presentation Notes
Bigger short bullets; talking points/ellaborate below…


Promote Alexandria as a vibrant historical, cultural, culinary and retail leisure destination as well as a premier business destination 

Grow a healthy, dynamic economy for the benefit of our residents, businesses and attractions through tourism marketing

Generate measurable gains in visitation, overnight stays, and higher overall spending

Strategic Plan Focus: A Strong Local Economy 


LONG TERM OUTCOMES. Increase visitor spending, jobs, health of businesses, and non-residential tax revenue. 

INTERMEDIATE OUTCOMES. Increase city visitation, overnight stays, convention and meetings. 

INTERMEDIATE OUTCOMES. Increase visitor awareness of Alexandria, our tourism partners, the City’s festivals, events, green focus, and tourism products that are destination definers and travel motivators.

INTERMEDIATE OUTCOMES. Improve visitor satisfaction with trip experience.  




(Source:  Virginia Tourism Corporation, US Travel Association, Smith Travel Research, 2011) 

TOURISM ECONOMIC IMPACT 



OUR STRONG MOMENTUM 

BREAKTHROUGHS IN 2012 
 

276 

$6 MILLION 
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600 

16.1 MILLION 

$425,000 
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400,000 

300,000 

80,000 

Presenter
Presentation Notes
MIGHTY ENGINE: Switch conferences and meeting with visitors services 

CHANGE: 188 Meetings/Group Bookings to 276




OUR STRONG MOMENTUM 

Independent Retailers 
Reign in Old Town (3/1/11) 
 
 
Finding the New in Old 
Town (8/1/12) 
 
 
 
Off the Runway and on to 
King Street (9/10/12)  
 
 
              
Alexandria Enjoys Boost 
in Tourism (9/28/12) 

Colonial Charm: Old Town 
Alexandria (1/18/13)  
 
Tourism Pays Big Dividends 
for City (10/4/12) 
 
 
Visitor Spending Up 8.1 
Percent (10/4/12) 
 
 
 
A Colonial Celebration: Each 
year, Alexandria, VA 
transforms itself into the 
Christmas village of its 
founding fathers (12/1/12) 

TALK OF THE MEDIA 
 



OUR STRONG MOMENTUM 

ACCOLADES AND MORE ACCOLADES 
 



TOURISM ECONOMIC IMPACT 
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Visitor spending in 
Alexandria increased 
22% over five years 
to $711 million.   

(Source:  Virginia Tourism Corporation) 

ALEXANDRIA VISITOR SPENDING  
(in millions) 

Presenter
Presentation Notes
Font on graph a bit larger??
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ALEXANDRIA TRANSIENT LODGING TAX 
(in millions)  
 

Source: City of Alexandria 

TOURISM ECONOMIC IMPACT 



TOURISM ECONOMIC IMPACT 

AN INDEPENDENT STUDY FOUND THAT 
EVERY $1 SPENT ON TOURISM ADVERTISING 
GENERATED $133 IN VISITOR SPENDING AND 
$4 IN ADDITIONAL TAX REVENUE. 

4:1 RETURN ON INVESTMENT 



UNPRECEDENTED  
OPPORTUNITIES 

REGIONAL GROWTH 

 
• Northern VA $9 billion; 44% of VA total 

in 2011 
 

• D.C. welcomed a record 17.9 million 
visitors in 2011 

 
• D.C. expects 18.6 million visitors in 

2013 
 
• Regional Waterfront Developments 

 
 

Presenter
Presentation Notes
Northern VA bullet from VTC report page: 4

D.C. welcomed a record 17.9 million visitors in 2011, an increase of a half million over the previous year. 

Domestic and international travel volume is projected to grow year-over-year with 18.6 million visitor arrivals expected in 2013. 

With the City’s Waterfront Plan advancing and major development on the DC waterfront and National Harbor, Alexandria is well-positioned to reach more potential visitors with our message. 







TARGETED AUDIENCES 

Upscale, 
Cosmopolitan & 

Discerning 

Young Urban 
Professionals Couples of All Ages Families History Buffs & 

Culture Vultures 

Presenter
Presentation Notes
Mighty Engine:  See title concept with boxes; just concept, feel free to make pretty 

Upscale, Cosmopolitan & Discerning
This audience (over 45) cares about the best of everything: premium accommodations, quality shopping, foodies’ choices, eclectic cultural offerings. They are less price-sensitive and more experience-seeking. They view travel options through Conde Nast-colored lenses.

(aka “Foodies,” “Culture Vultures,” “Art Aficionados,” “Boutique Shoppers”) 

Young Urban Professionals
These cultured, highly educated, and upwardly-mobile 25 to 44 year-olds seek enriching and educational new experiences that fit within the confines of their hectic lives and provide opportunities to mingle with other young people.

Couples of All Ages
Virginia, you may have heard, is for lovers. Nowhere is that more true than in Alexandria, where Presidents bring their First Ladies for date night.

Families
Our target parents are well-educated professionals who seek novel, educational, and entertaining experiences that they can learn from, too, even as the focus is on their children.

History Buffs and Culture Vultures
Heritage seekers—those educated travelers who find extra meaning and significance in destinations steeped in the past.
DIVERSITY



Business Travelers/ 
Meeting Planners 

TARGETED AUDIENCES 

80,000 Contacts 

850 
Group Leads 

$31 mil 
Potential Revenue 

$3.8 mil Actualized 
Revenue 

Presenter
Presentation Notes
Indicated #s from 2012 in graphic
Stats to include:
80,000 contacts
850 group leads
$31 mil – potential revenue
$3.8 mil – actualized revenue

$3,802,083 - 29.0%
FY12 - Actual revenue increased by  29% over fy11    (this, does  not include visitors spending – it’s only what happened at the venue); I am trying to determine that (also your slide says 6M)
 
$31,429,688 - 4.6%
Estimated revenue increase by 4.6%  (this is for any leads that are generated – potential business for Alexandria)
�*** Leads that turned definite (these leads will actualize in 2012 and future years):  In FY12 we turned 276 leads definite valued at $5,819,566 (28% increase in estimated revenue over FY11) with 24,523 room nights (22% increase over FY11)
�FYI – for talking points; this increase reflects an addition of a sales person and the completion of a two year strategic plan to rebrand Alexandria meetings “Capital Location” with development of complete toolkit.


Old talking points:
Meet in Alexandria.
If you have business in D.C., Gaylord, or somewhere nearby, stay in Alexandria.
Work where you need to. Play where you want to. 
Book through ACVA. We make you look good. 



• 2.2 million visitors to Capital Region 
 

• $1.7 billion in spending 
 

• 10% of all visitors to D.C. 
26% of total visitor spending in D.C.  
 

• 2 weeks per visit average in VA 
 

• ACVA / NVVC / VTC / CRUSA / 
BRAND USA collaboration 

NEW: International Visitors 
TARGETED AUDIENCES 

(Source:  CRUSA / U.S. Travel Association) 

Presenter
Presentation Notes
SEE INTERNATIONAL DATA SLIDE AT END

Travelers from China, the UK, Canada, Germany, Brazil and elsewhere around the world who represented more than 1.8 million visitors to D.C. (68% leisure visitors). 

They stay 5.3 nights per visit on average, and account for approximately 10% of all visitors to D.C. but 26% of total visitor spending in D.C. 

Global travel is booming, expected to double to $2.1 trillion by 2020.

Arrivals to the United States expected to increase 36% from 59.7 million travelers in 2010 to 81 million travelers in 2016.

An additional $88 billion in revenues and 629,000 jobs expected.
(Source:  U.S. Travel Association)





BRANDING/MARKETING STRATEGY 

Presenter
Presentation Notes
TOP 11:

Launch new brand campaign.
Develop high impact creatives.
Update media strategy from print to more digital.
Conduct ongoing research.
Continuously assess target markets.
Leverage strategic partnerships.
Refresh website.
Ramp up social media.
Initiate international campaign.
Incorporate our values on diversity.
Expand staff capacity teaming up with top agencies. 




 
 

MARKETING TACTICS 

LAUNCH NEW  
BRAND CAMPAIGN 

Presenter
Presentation Notes
TOP 11:
Launch new brand campaign.
Develop high impact creatives.



VisitAlexandiraVA.com, a content rich virtual visitor center

Update our Internet strategy. 
Ensure our website expresses our brand promise through stories, images, itineraries, etc.
Refresh the homepage billboard design as a rotating series of large, compelling images promoting gorgeous assets. 
Keep messaging consistent. 
Create user experiences that bring to life our IS and brand promise.
Take on innovation. 
Seek outside approval.  
Take an informed approach to selecting a CMS platform.  
Evolve to a responsive design to accommodate mobile/tablet viewing. 
Improve our online visibility.




UPDATE MEDIA 
STRATEGY 

MARKETING TACTICS 

Presenter
Presentation Notes

Update media strategy from print to more digital.

Seismic shifts in both technology and consumer behavior… and oceans of data from myriad other sources have led to a previously unimaginable trove of information about what consumers see and do.  The opportunity is clear and so is the challenge.





UPDATE MEDIA 
STRATEGY 

MARKETING TACTICS 

Presenter
Presentation Notes

Update media strategy from print to more digital.

Seismic shifts in both technology and consumer behavior… and oceans of data from myriad other sources have led to a previously unimaginable trove of information about what consumers see and do.  The opportunity is clear and so is the challenge.





 
• 90% of publishers producing mobile content, digital publishing is now status quo+ 

• 38% of leisure travelers and 57% of business travelers use a mobile device to access 
internet for travel information + + 

• 89% of leisure travelers and 93% of business travelers watch online video + + 

• 62% of leisure travelers and 54% of business travelers use search to plan trips + + 

• 52% of travelers “Like” Facebook pages specific to an upcoming vacation + + + 

 
 
 
 

US travelers are using the most complex range of media and the 
widest sources of travel information in history. 
 

(Source: + Alliance for Audited Media Releases Fourth Annual Survey Results, 
+ + The Traveler’s Road to Decision, Google and Ipsos MediaCT, July 2012, 

+ + +  Lab42, March 2012) 

MARKETING TACTICS 

Presenter
Presentation Notes
90% of Publishers Producing Mobile Content, Digital Publishing is Now Status Quo
Source: Alliance for Audited Media Releases Fourth Annual Survey Results: http://www.auditedmedia.com/news/news-releases/2012/survey-90-of-publishers-producing-mobile-content.aspx
2. 38% of leisure travelers and 57% of business travelers use a mobile device to access internet for travel information
Mobile captures users on the go as they are preparing to take action
Mobile can encompass other types of media (display, online video, search)
3. 89% of leisure travelers and 93% of business travelers watch online video
62% of travelers watch videos from hotels, airlines, cruises, tours, etc.
Online video can include video in a banner unit, in-stream video similar to TV spots, or video content providers such as YouTube
In 2012, the demographics with the highest penetration of online video viewing are between ages 12 and 54
4. 62% of leisure travelers and 54% of business travelers use search to plan trips 
Search represents both users who are in the research phase of trip planning, as well as those who have made a decision and are finalizing their plans
56% of travelers say they “always start [the] travel booking and shopping process with search.”
3.  52% of travelers “Like” Facebook pages specific to an upcoming vacation
Social will not typically inspire tourism, but can allow for increased visibility via social sharing, and continued engagement with both locals and tourists
Update media strategy from print to more digital.
rich media 
•Rich media is an interactive creative format 
•Banners can expand to reveal interactive maps, destination info, video, photo galleries, etc. 
•This creative is designed to engage and educate users while allowing them to stay in their current site experience 





CONDUCT ONGOING 
RESEARCH 

GEORGETOWN 

CHARLESTON 

SAVANNAH 

PITTSBURGH 

AUSTIN 

NASHVILLE 

 
•  Best Practice Studies 
•  Market Conditions 
•  Visitor Profile 
•  ROI Study 
•  Advertising Analytics 2.0 
 

MARKETING TACTICS 

Presenter
Presentation Notes
Include partnerships and access to databases and research data through them
Include internal stats/tracking
Lead into Analytics 2.0	
involves three broad activities: 
Attribution quantifies the contribution of each element of advertising

Optimization uses predictive-analytics tools to run scenarios for business planning

Allocation redistributes resources across marketing activities in real time

Implementation of analytics 2.0 means building the required infrastructure and entwining it in organizational culture, strategy development, and operations.  The days of correlating sales data with a few dozen discrete advertising variables are over.  Deploying analytics 2.0 means chewing through terabytes of data and hundreds of variables in real time to reveal how advertising touch points interact dynamically.  With these data-driven insights, companies can achieve can often maintain their existing budgets yet achieve improvements of 10% to 30% (sometimes more) in marketing performance.





STRATEGIC PARTNERSHIPS 

 
•  Virginia Tourism Corporation 
•  Northern VA Visitors Consortium 
•  CRUSA / Brand USA 
•  Presidents Passport Program 
•  National Harbor / Gaylord 
•  Destination DC 
 

MARKETING TACTICS 

Presenter
Presentation Notes
Find logos?


VTC
NVTC
CRUSA / BRAND USA
PPP – explain Monticello, etc.
National Harbor / Gaylord
Destination DC (informal)








TEAM UP WITH TOP AGENCIES 

MARKETING TACTICS 

Presenter
Presentation Notes





BUDGET ($200K) 

25K 50K 125K 
Convention  

& Meeting Sales 
International  

Market 
Destination 
Marketing 

EXPANDED BUDGET OF $200K 

Presenter
Presentation Notes
25k - Convention & Meeting Sales
While business travelers are 27% of Alexandria visitors, they generate 48% of paid hotel nights  (average of 3.8 nights)
 ACVA’s current budget for convention/meeting sales advertising just  $48,000.  41% of that is committed to CVENT – the largest online RFP site which produced 85 leads (2012) with an estimated revenue of $9,265,544  - reaching 3 million planners 
In  FY12, the ACVA sales team overall reached 80,000 contacts representing 31M in estimated revenue.  There was $3.8 million in actual revenue generated (excluding delegate spending outside the hotel)
 The proposed additional $25,000 for convention & sales marketing will enable ACVA to “go global” expanding digital marketing targeting meeting and group planners through social media, meeting planner websites,  industry e-newsletter campaigns, SEO, and more.

50k - International Market
Why this new market?  International travelers are the most lucrative among market segments – they tend to stay longer and spend more.
Partnering to Leveraging our Investment:  The $50,000 will allow ACVA to develop its FIRST international marketing program, a collaboration between ACVA, the Northern VA destination marketing organizations, VA Tourism Corporation, Capital Region USA (CRUSA) and Brand USA.  This collaboration will allow ACVA to significantly leverage our dollars and expand our reach, building on the infrastructure and knowledge established in the market by CRUSA, VA Tourism Corp  and Brand USA effort. Further, the ACVA and its Northern VA DMO partners will be applying for matching grant funds this Spring from VA Tourism Corp  to further leverage our collective dollars.
Average length of stay is 13.8 nights for Virginia – longer than any other traveler (Source Capital Region USA)
International travelers account for only 10 percent of total visitors to DC but their spend represents 26 percent of total spending (Source DK Shifflet, HS Global Insight)

125k - Destination Marketing
The additional $125,000 for destination advertising will support ACVA as it expands its capacity to meet changes in technology and consumer behavior that are fast occurring in the advertising and tourism field.  Adopting an Analytics 2.0 approach, AVCA will be shifting to a comprehensive and integrated data-driven advertising strategy that will include a dynamic blend of tactics: print ads, paid search, mobile, radio, online display, PR, social media, etc.  The additional funding will allow ACVA to make this shift and put the infrastructure in place for Alexandria to successfully compete in this fast changing marketplace with strong metrics to track progress all along the way.
An independent ROI study conducted in 2010 found that every $1 spent by the ACVA on destination advertising generated $133 in consumer spending and $4 in additional tax revenue. (Source: Strategic Marketing & Research Inc.)  Therefore, for FY 13 ACVA, has very conservatively estimated a $500,000 return on the $200,000 additional city allocation.  This is based on the most conservative estimate from the 2010 ROI study  which was based purely on a print campaign.  With an Analytics 2.0 / integrated marketing approach, ACVA believes it can far outperform those results. 




The ACVA has already shown itself to be 
capable of achieving great things on behalf 

of Alexandria.  

Presenter
Presentation Notes
As our data-driven strategy is guided by our stellar new partners, and supported by increased funding, we are certain we can deliver an even higher ROI for our destination marketing efforts. 




We look forward to building on our  
historic success alongside you.  



BUILDING ON OUR 

HISTORIC SUCCESS 


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29

