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Mission

To generate tourism and 
meetings that increase 

revenues and promote the 
City of Alexandria and its 

assets
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What We Do
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Economic Impact
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Visitor Spending in Alexandria 
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Jobs
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Occupancy

Source: Smith Travel Research

68.9%
69.2%

72.7% 72.7%
73.0%

66.0%

68.0%

70.0%

72.0%

74.0%

FY13 FY14 FY15 FY16 FY17

7



How Does Alexandria Compare?
Occupancy and Average Daily Rate

Source: Smith Travel Research; D.C. Suburbs includes Arlington County, Fairfax County, and 
Prince George’s County (MD). July 2016-June 2017.
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Community Impact
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Visitors Pay 71% of Consumption Taxes

Source: Estimate based on extrapolation of actual 2016 Visa Credit Card Transaction Data, 
VisaVue
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Source: City of Alexandria, TischlerBise Report, 2017

The share of local 
taxes that are retained 

by the City to fund 
other services
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Source: Longwoods International, TTRA Marketing Outlook Forum 2015
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Visitors support all Alexandrians.
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Key Performance Indicators
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Key Performance Indicators
1.94 MILLION WEB VISITS   4%
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Key Performance Indicators
110,000 SOCIAL MEDIA FOLLOWERS   29%
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Key Performance Indicators
$40 MILLION MEETING LEADS   4%
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Key Performance Indicators
76,000 VISITOR CENTER GUESTS  24%
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Key Performance Indicators
1,023 PRESS HITS  - A NEW RECORD  11%
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Current Year Highlights
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Advertising 

• Continued Alex & Andria 
campaign

• Showcases many sides of city
• 4 different concepts
• Multiple channels:

• Digital banners
• Video spots on web and 

streaming TV platforms
• Print
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Meetings Marketing 

• Message: Ideal for small to 
midsize meetings

• Redesigned meetings site
• Meetings blog launched
• Webinar series
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Print Collateral
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360 Degree Virtual Experience

• 360° video and stills
• Over 20 sites to visit
• Viewable on:

• Desktop/Laptop
• Mobile device
• VR Headset

• Google 360°
integration for over 
40 member 
businesses 
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Enhanced Content Marketing

Testing and Measurement

Content Creation

Research and Strategy

Distribution and Amplification
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Enhanced Content Marketing

CONTENT

Photography

Video Editorial
User-

generated

Website

Advertising
Blog

Social 
Media
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https://www.youtube.com/watch?v=BSJEMBjFs74
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https://www.youtube.com/watch?v=BSJEMBjFs74


Arrivalist Research Tool

Research that 
maximizes 

advertising ROI 
by tracking 

actual arrival 
behaviors
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Other FY 2018 Initiatives
MGM MarketingNSF Opening

LGBT Initiative

Itineraries

Marketing PartnershipsWedding Showcase
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FY 2019 Opportunities
Tall Ship 

Providence
Regional Waterfront 

Partnership

Race Packaging

King Street Park at the 
Waterfront

Destination EventsSpecialty Tours
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Thank You!

VisitAlexandriaVA.com
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