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Our mission is to generate tourism 
and conventions that increase 

revenues and promote the City of 
Alexandria and its assets. 
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$739 million in 2012 Visitor Spending * 
+4% over 2011 

+26% over 2007 
 

$23.7 million in city tax revenue * 
 

4:1 Return on Investment (2010) 

 
   6,158 jobs 
 +1.5% over 2011 

 
 
 
 
 
 
 

 

                                                                       
*Data is based on macroeconomic modeling and provides an estimate of receipts, not an 

accounting of actual taxes and receipts. 
Sources: Virginia Tourism Corporation,      

       2010 Strategic Marketing & Research, Inc. Report 
 



Media Impressions 
100 million impressions 

 
VisitAlexandriaVA.com 
Over 1 million visitors (+5%) 

  
Meetings and Sales 

$5.3 million in group bookings (+39%) 
 

Public Relations 
700 media stories generated (+20%) 



Visitor 
Spending  

(in Millions) 



1 - New Brand 
2 - High Impact Creative 

3 - Updated Media Buying Strategy 

4 - Defining Target Audiences 

5 - Industry Research and Tracking Results 
 6 - New Strategic Partnerships 

7 - Refreshing the Website 
 8 - Ramping up Social Media 
 9 - International Program 
 10 - Value of Diversity 
 11 - Innovation and Agility 
 12 - The Right Team 



 Local Input 
◦ 100+ Alexandrians 

 Market Research 
◦ Competitive Destination Audit 
◦ Consumer Survey 
 1000+ Respondents! 
 98% would return 

 Local Stars 
◦ 70+ involved in film/photo shoot 



1.  Authentic Architecture & Heritage 
 

2.  Redefined Luxury: Simple but Perfectly Done 
 

3.  Romantic Escape 
 

4.  Rich Diversity of Offerings 
 

5.  Thriving Arts Culture 
 

6.  Healthful Living 
 

7.  Epicurean Delights 
 



• Digital publishing = status quo* 
• 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  * * *  
 

Source: * Alliance for Audited Media Releases Fourth Annual Survey Results 
                                                * * The Traveler’s Road to Decision, Google and Ipsos Media CT, July 2012 
                                                           * * * Lab42, March 2012 

 



FY13 Media Budgeting 

FY14 Media Budgeting 

Offline 

Offline 

Digital 

Digital 



 
 Launching this week:  
 Digital ads 
 
 Launching next month: 

Luxury/Travel publications 
 
 Ongoing:  
 Search ads 
 Ads in regional publications 
 
 Upcoming:  
 Holiday promotions 



Target 
Geographic 

Markets 



Cosmopolitan & Discerning 
• 45-64 affluent adults 
• More experience-seeking and less price-sensitive 
• Appreciate elegance, innovation and learning 

Young, Urban Professionals 
• 25-40 professional adults 
• Enjoying new earning power and want to discover authentic 
destinations 
• Seeking enriching and new experiences 

Target Audiences 























# ExtraordinaryALX 



• In first 48 hours, brand film received 
    over 15,000 impressions on Facebook. 

“…truly remarkable ads and video shorts”   
-- 

-- 

“DC has competition from its older, 
stylish sister across the river.”   



 ACVA has identified these 8 metrics as our key measures of 
performance (current benchmark data in parentheses): 
 

1.  Visitor Spending ($739 million) * 
2.  City Tax Revenue  - Lodging, Meals, Retail, Admissions ($23.7 million) * 
3.  Hotel Occupancy (69.2%) & Total Hotel Spending ($161 million)  
4.  Website Visitation (1.07 million)  
5.  Social Media Share of Voice - # mentions vs. top competitors (new measure) 
6. Conference and Meeting Sales ($5.3 million) 
7. Paid Media - advertising $ placed ($1.34 million) and metrics of efficiency 

(new measure) 
8. Earned Media - public relations hits (729) and value ($682,000) 

 

*Data is based on macroeconomic modeling and 
provides an estimate of receipts, not an 
accounting of actual taxes and receipts.  

  Source: Virginia Tourism Corporation 
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