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This report presents the findings of an advertising effectiveness and return on

investment study conducted by Destination Analysts, Inc. on beh#iedklexandria

Convention & Visitors Associatigiime organization charged with marketiddexandria,

VAas aglobaravel RSAGAY I A2y ® . NPl Rfé& &aLISF{Ay3as G(GKAa
understanding of the reach an¥'iLJ- OG0 2 F { K Secehtadeértiingl | G A 2y Qa
campaigis. Theseampaigngan between September2013and June2014 and

consisted of $D million in media placement in magazines, newspapéfashingtonDC

Metro stations, online ad networks, search engines, social media channels and other

websites

Destination Analysts, In8



Research Objectives

As was don¢o evaluatepreviousadvertisingcampaigis on behalf ofthe Alexandria
Convention & Visitors AssociatioDestination Analysts executed a research plan to
gather data to:

M® 9@FfdzZ S GKS OF YLI A3yQa NBI OK

Measure brand awareness (unaided/aided)

Develop adertising awareness and recall metrics (aided)

9EFYAYS GKS AYLI OG 2F GKS exabhdriga By 2y NI
as a travel destination

T 9@ fdzZ §S GKS O YLI AIy Qa A YAlekaddiia, A/ (NI @St S

= =4 -4

2. Calculate Return on lastment

1 Measure incremental visitation and spending generated as a result of the
campaign (i.e., the total number of visitors that traveled to &klexandria, VA
area, the total number of hotel room nights generated and the total additional
in-marketspending generated)

Estimate the incremental tax revenues generated by the campaign

Gather information on traveler behaviors including data such as trip length,
reasons for visit, place of stay;nmarket expenditures, etc.

= =

3. Evaluate the effectiveness ofedia options

M1 Provide the Alexandria Convention & Visitors Association with conclusions
relative to the campaigns' strategy, effectiveness aptions for future
refinements

Destination Analysts, Inct
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To maximize efficiency and ralility, as well as consistencgnonline survey
methodology was chosen.

Survey samplings intended tomirror the geographic focus of thadvertising campaign,
whichtargetedattractingtravelersfrom key metropolian areasHowever, he reach of

the ad campaigmwas broad analearly went well beyond the boundaries mdrticular
cities Thus, he goals of this research required that a large survey sample be collected
from a random selection of people residimgthin a 400 mile radius around Alexandria,
VA.

Destination Analysts contracted wiBurvey Sampling Internationalleading global

sample providerto reach out to its panel for survey collection. A survey invitation was

sent to a randomhselected sample addult residentsresidingwithin a 400 mile radius

of Alexandria, VAToreliabf @ S @I f dzr ¢S GKS OF YLI A3y Qa STFSOi
residents of the targeted metropolitan areas, a robust survey sample was requiires.

chart following shows the number of completed surveys gathered in each of the target
geographies.

Sample Size
Baltimore and Washington DC 877
DMAS
Within 400 miles of Alexandria 3931
(excludingthe aboveDMAS)
Total 4808

Confidence LeveData from the overall survey can be consideretiawe a reliability of +/1.2%at a
95% confidence level. Data from Alexandria visitors can be considered to have a reliabilit$.8%6+/
at a 95% confidence level.

Destination Analysts, In&
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The profile below shows a summary of key descriptive statistics and findings emerging from
this gudy.

2010* 2014
Traveled to Alexandria for leisure in past 12 months 10.9% 13.0%
Gross incremental travel ratio 6.1% 6.6%
Recall of any ad (total, aided) 9.9% 23.2%
Visitor spending in Alexandria, VA generated by the campaign $70,057,308 | $176,611,889
Overallreturn on investment per dollar invested $130 $171
Tax revenues generated for Alexandria, VA $2,300,000 $6,105,872
Tax return on investment per dollar invested $4 $6
Percent ofovernightvisitors staying in Alexandria, VA hotels 57.0% 56.7%06
Recall ofmagazineads (aided) 14.6%
Recall ofnewspapersads (aided) 12.1%
Recall ofdigital displayads (aided) 13.1%
Recall ofdigital video ads (aided) 12.6%
Recall of DC Metro/Outdoor ads (aided) 9.7%
Recall of leisure travel articles aboutlexandria, VA in print media 12.6%
Recall of leisure travel features about Alexandria, VA in television me 10.6%
Percent agreeing that the advertising "effectively" or "very gffegtively" 66.9%
portrayed Alexandria, VA as a place they would want to visit leisure
Percent \{vho fegl the advertising makes them more likely to visit 41.5%
Alexandria, VA in the next 12 months

*Research conducted by SMARI

Destination Analysts, In®
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This study presents measurements of the reach and impdbeoilexandria CVA's 2013

2014 marketing and advertising campaignhich ran betweetseptembeiand June To

conduct this study, an online survey was used to collect a large sample from adult residents
across the Eastern United States. In total, 4¢&@8pleted surveys were collected. In the
Executive Summary following, the key findings from this study are outlined in brief.

hdSNYtt /FYLYATIY 9FFSOGALSYSaa 3 whi

1 In total, the campaign generated 593,001 incremental trips, 37.9 percent of which
were takenby visitors who stayed overnight somewhere inside Alexandria (in
hotels or as guests in private residence®f the remaining 63.1 percent of trips,
these incremental visitors stayed outside Alexandria and took day trips into the city.
In total, these twayroups spent $176.6 million inside Alexandria during the period of
study. Given a campaign spendust over $1 millionthis represents a 171 to 1
return on investment.

1 The campaigris estimatedto have generateds6.1 million in tax revenues for the
city of Alexandria.This suggests an overall tax ROI of 6 to 1.

[ dNPSe CAYRAY3Ia
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destinations, Williamsburg, Charleston, Virginia Beach and Baltimore fordbp

mind awarenesamongst travelersn the area of studyTo understand Alexand@aa
competitive landscape, survey respondents were asked to assume they wanted to
GF1S I 3Sarglre GNALI Ay GKS 9FadSNYy ! o{ o
and romantic, while offring contemporary dining, unique shopping, arts and culture

YSENDBE& | YFE22NJ YSUNRLREAGEY |NBFé IyR (KSy

mind. Travel thinking and trip consideration are dominated by the major urban
destinations in the regian particularly New York City (38.1%), but also Boston

(25.7%), Washington DC (22.2%) and Philadelphia (18.0%). Outside these core cities,
Alexandria is exceeded in ta-mind awareness by two other Virginia destinatiens
Williamsburg (12.0%) and Virginia Be&&B8%j as well as Charleston, SC (10.9%)

Destination Analysts, IncZ



and Baltimore, MD (6.8%). In total, 1.1 percent of survey respondents wrote in

Alexandria, VA as one of the top Eastern U.S. destinations that they would think of

for this type of experience, emphasizing tiherealzed opportunityfor marketing to
0SGOGSNI ! £t SEFYRNAIF Q&8 LR &AAGA2YFigugs51] KS (& LA O
Page 21

Magazines particularly travel, food and lifestyle magazingscontinue to be

popular amongst residentsf the area of studySurvey respondents were shown a

list of the magazines the campaign advertising ran in and were asked to select those
which they recalled reading or looking through in the past year. Nearly 78 percent
reported having read at least one of the magazineshencampaign media schedule.
(Figure 5.2, Page 22

With the local focus of this media, newspapéehngave a more limited reachAs with

the magazines, respondents were then shown the newspapers used in the

campaigns and asked to identify those they had re@ddoked through at least once

Ay GKS LI &d mH Y2yaKao DAGBSY (KSAaS YSRAI (
proportion (45.0%) of survey respondents had read at least one of the newspapers

on the campaign's media schedule in the past year. Witltatasand broad focus,

The Washington Pobkiad the greatest percentage of respondents say they had read

or looked through it in the last year (34.2%bjigure 5.3, Page 23

Approximately three in fourof those surveyedised Google and/or Facebook in the
past year.Survey respondents were also shown a list of websites and asked which
ones they visited at least once in the past 12 months. Google and Facebook usage
was reported by approximately three quarters of respondgm6.3% and 71.8%
respectively). Major travel websites were the next most utilized of the online media
tested, with 37.0 percent of respondents reporting visiting Expedia and 35.7 percent
using TripAdvisor. About 16 percent used WashingtonPost.com amlgf déa

percent had visited Smithsonian.com. Amongst the official destination websites, 6.0
percent had used Virginia.org and 3.8 percent had used Washingtofkaygre 5.4,
Page 2%

Therespondentssurveyed took an average of 2l8isure trips in the pasyear.

While 16.8 percent took no leisure trips, and 18.2 percent took only one trip, a
majority of adults living in the area of study traveled multiple times for leisure in the
past year (64.9%). This represents an opportune@mvient to market Alexadria

as an option for one or more of these trigBigure 5.5, Page 25

Despite less toppf-mind awareness, greater than one in ten travele@rsthe area of
studyvisited Alexandria in the last yeaithose survey respondents who reported
having traveled at least once for leisure in the past year were then presented a list of
regional cities and asked which they had visited for leisure in the previous 12 months.
In total, 13.0 percenof travelers (11%f Destination and 25% of Regiortzdye

Destination Analysts, In@



visited Alexandria in the last year. Travel behavior, like travel thinking, is dominated
by the major cities. New York was the top regional destination, with 31.7 percent of
this grouphaving visited the city in thpast year. Washington, DC and Philadelphia
followed with 28.7 percent and 25.5 percent having traveled to these cities in the
previous 12 monthgFigure 5.7, Page 26)

These Alexandria visitors took an average of Ri3uretrips to the city. While the
majority of survey respondents said they took just one leisure trip to Alexandria
(42.4%), over 50 percent took multiple trips to the city for leisfFégure 5.8, Page
27)

Visitor traffic to Alexandriafrom the region and surrounding 40file radius

appears to be highest ithe late springearly summer monthsRespondents who

took at least one leisure trip to Alexandria in the past year were asked in which
month(s) they visited Visitor traffic to Alexandridrom this groupappears to be at its
lowed point in January (14.1%) and February (14.5%), and reach its highest point in
May and June (25.0% and 25.3%, respectiVligure 5.9, Page 28)

Day trips and trips to visit local friends and relatives (VFR) are significaumigm

drivers to Alexandria Repondents visiting Alexandria the past year were asked

the primary purpose of their most recent leisure trip to the cigar Destination

travelers 35ercentwere day tripping and 2gercentwere visiting friends and

relatives. For Regional trelers, 4Percentwere day tripping and 2percentwere

visiting friend and relativesApproximately one in five respondents characterized

GKSANI GA&AG (G2 ' fSEFYRNARLFS ! a | a@l OF G
Alexandria CVA has to motivadteger stays and visitors to stay in hotels through its
marketing.(Figure 5.10, Page 29)

Overhalf of Alexandriavisitors surveyed traveled to the city with their spouse,

partner or significant other(56.1%)Although Alexandria is primarily an adult
RSAGAYIlIGA2yS GKS OAGE R2Sa K28SOSNE I (d NI (
travel market. 21.9 percent of visitors had at least one child in their piigure

5.11, Page 30)

Amongst the group studied, thoseho travel to Alexandria for leisug are most

likely visiting the city as their primary trip destinatigrspending 2.2 days and 1.2
nights on average Survey respondents who visited Alexandria were asked a series
of questions about their total trip length and the amount of that time spent
specifically in Alexandria. The typical Alexandria visiioreyedeported an average
total trip length of 2.5 days, duringhich they visited Alexandriarhe typical
Alexandria visitosurveyedeported an average total trip length of 1.5 nights. Given
the high proportion of dayrips reported, over half of visitors (54.2%) did not stay
overnight outside their home during their trip in which they visited Alexan@viaen
asked how many of their total trip days they specifically spent in Alexandria they

Destination Analysts, In@



reported an average of 2.2 days within the city out of a total trip length of 2.5 days.
Further highlighting Alexandria as the prime trip focus while demonstrating the need
to motivate longer stays, the average number of trip nights spent in Alexandria was
1.2 nights, out of a total trip length of 1.5 nights. 56.3 percent of visitors did not stay
overnight in Alexandria during their tripestination market visitors averaget days
and1.4 nightsin AlexandriaRegional visitors averager days an@.6nights(Figures
5.125.15, Pages 334)

29 percentof Destination market and 1percentof Regional markebf
Alexandria visitorssurveyedstayed in commercial lodging inside the city.
However,as a significant number of thegdexandria visitors came to the city for
a day trip on their most recent trip, the greatest proportion of visitors did not
require overnight accommodations (54.3%). With 25.4 percent reporting their
trip purpose as visiting friends and family, in tota8,3 percent stayed overnight
at the residence of a friend or family membé@Figure 5.16, Page B5

Visitors surveyedspent an average of $297.88r their travel partyin the city of
Alexandria during their trip Average Destination market spending wa4&86and
Regional spending was@237. Alexandria visitors were asked to report their trip
spending across several categories. By far, the largest proportion of this spending
was on restaurants & dining ($106.11). Other visitor spending was spreiad fai
evenly across lodging ($49.90), retail ($48.39), entertainment & sightseeing ($42.88)
and gas, parking & transportation ($41.4Bhesevisitors were then asked how many
people their total spending in the city covered. Reported visitor spending avere

2.4 persons on average, making the meanymnson spending represented by these
Alexandria visitors $125.5{Figures 5.1-6.18, Page86-37)

The reported average Alexandria travel party amongst theggtors consisted of
3.3 people.The largesproportion of which were adults over the age of 18 (2.81
adult party members on averagéfigure 5.19, Page B8

For travelersnthe areaofstudgy ! £t SEF yYRNA L Q& NB&GIl dzNJ y (i a

as well as its close proximity to Washington, DC (40.2%) easy accessibility

(38.7%) were the most important motivating factors in choosing Alexandria as a
travel destination.Alexandria being clean and safe (33.6%) and walkable (31.4%), as
well as its waterfront location (30.5%) and overall ambiance and atnens{30.1%)
were also important to why visitors selected the city as their destinatigsit

motivators were similar for both Destination and Regional respondents with
Restaurants, DC Proximity and Walkability being key for both groups. Only History
stood out as a destination market factor that did not matter as much to Regional
visitors.(Figure 5.20, Page B9

Given the importance of the food and restaurant scene as a destination attribute,
dining in restaurants was the most common visitor activity (5%8 Shopping

Destination Analysts, InclO
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(42.4%), strolling King Street (41.8%) and visiting the waterfront (36.6%) were also
among the most popular visitor activitiggigure 5.21, Page 40

Over halfof theseAlexandria visitorsaalsospenttime in Washington, D©n their

trip (54.3%) Just over a quarter went to Arlington, VA (26.9%), 21.8 percent visited
Tysons Corner, VA and 18.5 percent spent time somewhere else in Northern Virginia
during their Alexandria trip. These visitors were less likely to spend time in Maryland
on their trip to Alexandria(Figure 5.22, Page %1

Familiarity with Alexandria as a leisure destination is strowgh 44 percentof

Destination and 6percent2 ¥ wS3IA2y |t @GAaAG2NAR G €SFad ¢
Alexandria.Less than a quarter of resideritsthe area of studf S St G KSe& | NB ay
Ft£f FFYAf ALl NHguré5i28, Rage Y2 SEl Y RNA | @

Alexandria has a high degree of potential to attract visitors for leisure in the coming
year. 19percentof Destination and 3percentof Regional visitors report that they

' NB a@SNE f iolviSittARxandria Mithé @8 Maivie mohtifBigure

5.24, Page 43

In anunaidedquestion,survey respondents were asked if they had seen or heard
any adrertisements for travel to Aexandria in the last 12 monthd/Vithout visual
prompting, 14.4 percent reported with certainty that theyecalled seeing or
hearing ary advertisingfor travel to Alexandria Another 18.4 percent were unsure.
(Figure 5.25, Page ¥4

Unaided recall of Alexandria tourism advertising is primarily recalled in print,

followed by digital mediaRespondents who said they recalled seeing advertising for
leisure travel to Alexandria in the past year were asked to stfleahedia in which

they had seen this advertising. The most significant percentage of respondents who
recalled seeing Alexandria travel advertising said they saw an ad(s) in a magazine
(50.9%). Over 40 percent recalled seeing such advertising one¢heetnand 33.7
percent said they saw the advertising in a newspaper. Given these results, residents
of the area of studyvere fairly likely to hae been exposed to Alexandt@urism
messages across multiple medigure 5.26, Page #5

14.6 percent realled seeing th® | Y LI rhagaZiGeadsOf the campaign edia
tested in the survey, magazines had the highest recall. [Magads@enjoyed the
highest levels of unaided recall, with 50.3 percent saying they saMeaandria

leisure ad(s) in a magazine.] One of the factors contributing to these results is likely
the wide geographic area covered by thagazinenedia used in the campaign.
(Figure 5.27, Page ¥6

Similarly, penetration by the campaign’'s newspaper adigements reached more
than one in ten residentsf the area study 12.1 percent of survey respondents said

Destination Analysts, Ind1



they recall having seen one or more of the ads that appeared in newgiigire
5.28, Page 47

13.1 percentsaid they had in fact seenthe carhph 3y Q&4 RA 3.Digilalf RA aLJX I &
display advertising had the second highest recall rate of the ad creative/media
tested. (Figure 5.29, Page %18

Similar to the recall rates for the digital display ads, 12.6 percent said they recalled
seeing the video adnline in the past year(Figure 5.30, Page %9

The advertising creative was very effective at positioning Alexandria as an

attractive leisure destination.After viewing the major creative components of the

campaign, respondents were asked how effedtineeads are in portraying

Alexandria as a place they would enjoy visiting for leisure reasonsthirdeof
NBALRYRSYyla o6ccod>0 FaANBSR (KFd GKS O YLI 7
STTSOGADBSE Ay LENINFE@Ay3d | tin§lorieifReNA | | & 1
hyteé oon LISNOSyld FStid GKS I ROSNdgueaiAy3d ol a
5.32, Page 91

Respondents had the highest agreement that the advertising campaign effectively

L2 NG NI @SR ' £ SEFYRNAIF | &l dildzNLE | GO SHSEK ol y @A
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effective for most positioning objectives tested, the ads are nedgitiless effective at

L2 NI NF @Ay | £ SEFYRNAL & F 4322R @ fdSzé ¢
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The advertising creative motivates interest in visiting Alexand@arvey

respondents wee asked how the ads they viewed would affect their likelihood to

visit Alexandria in the next year. Over 40 percent of respondents felt that the ads

made them more likely to visit Alexandria. Only 4.7 percent said the ads had a

negative effect on theiikelihood to visit, while 7.6 percent were unsure. The
NBYFAYyAYy3a KFIt{F &aFAR GKSe& ¢gSNB 4! yOKIF y3aISRé
(Figure 5.34, Page b3

The advertising was motivational to a significant numbertbéseAlexandria
visitors. Those srvey respondents who reported having made at least one trip to
Alexandria in the past year and who recalled seeing at least one of the ads were
asked if the ad or ads they saw had in any way influenced their decision to visit
Alexandria. 52.5 percent tifese persons reported that the advertising did indeed
influence their decision to visit Alexandrigeigure 5.35, Page b4

The media used in the campaigppears to beeaching potential visitors at a point
of influence.Those survey respondents wheported having made at least one trip
to Alexandria in the past year and who recalled seeing at least one of the ads were

Destination Analysts, Inc2



asked at what point in their decision process they were when they saw this
advertising. 40.2 percent report having been at a pofatential influence(Figure
5.36, Page 55

1 Public relations efforts havgenerated earned media for Alexandrighat an
important number of residentf the area of studyrecall In total, 12.6 percent of
this groupreported having seen a newspaper orgaaine article about leisure travel
to Alexandria in the past yeaAt this level, awareness of public relations is very close
to the 14.4% reported for advertising. This suggests that public relations is highly
efficient, given that spending on P.R. vaa® tenth that of advertisingFigures 5.37
5.39, Page 5698)

f In total, 41.9 percenf thosesurveyeda AR (G KS& 6SNB daf A{1Steé 3
recommend Alexandria as a place to visAnother 32.2 percent said they were
G &2 YSgK I (Bigufe 5.40Pags B
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1 Survey respondnts skewed female, with 64.@ercent being women(Figure 6.1,
Page 61

1 Survey respondents were fairly evenly spread amongst millennials, GenX and Baby
Boomers. The mean agis 43.6 yeargFigure 6.1, Page $2

1 The majority of survey respondents are employed in some capacity (60.43%)3
percent are employed futime and another 6.9 percent are seifnployed. 13.8
percent are employed patime. (Figure 6.2, Page 3

1 Over three quarters of survey respondents have at least some college education.
npdc LISNDSyid K2fR Fd €SIFad | ol OKSt 2NDa F
graduate degree. (Figure 6.3, Page b4

1 The average annual household income of sunregpondents is $74,090 with 54
percent having an annual household income in excess of the $50,000 threshold
(Figure 6.4, Page b5

1 The majority (74.3%) of respondents are Caucasi@teater than one in ten is
AfricanAmerican (11.8%). Asians represented percent of respondents and
Latinos 4.6 percenfFigure 6.5, Page $6

1 53.4 percent of survey respondents reported being married or in a domestic
partnership. More than a third (35.8%) of respondents are single. 20.8 percent
have children under thege of 18(Figure 6.7, Page $7

Destination Analysts, Ind.3
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Advertising Effectiveness and Program ROI Evaluation

This report is thdirst advertising effectiveness study conducted floe Alexandria

Convention & Visitors Associatiby Destination Analysts, Inc. In this report, we

LINBaSyid SaidAayYlraSa 2F GKS ROSNIAaAYy3T Ol YLI A=
AlexandriaVAduring and following the campaign period.

This presentation of findings begins with the core of thee@rch estimates of the
OF YLI A3y Qa NBIFOK I'yR (KSA@Gandra\A2 NJ A LISY RAY 3 A

9@l fdd GAy3a GKS /YL A3IyQa wSlH OK

The survey asked responderfiis an unaided question) in the past 12 months they
recalled seeing any advertisemerfis magazines, newspapers, visitors guides, online, in
an app, or on the radidpr leisure travel toAlexandria, VA14.4percent of

respondents recalled seeing such adwathents, with an additiondl8.4percent
uncertain.

These general levels of udad recall are similar to the results emerging from the

adzNpSeQa jdzSaadgAaz2ya 2y FARSR [ RSNIAAAY3I NBOI
0KS OF YL} A3y Qa | dyigabdigpialycutBosrSDCiMétr) cahdddeq (i >

and then indicate ithey had seen the advertisements. Figure 4.1 (following) shows

aided recall of the advertisements by media, or the percent of survey respondents who

recalked having seen each type of advertisement.

Among the advertising types tested, the print adventisnts were the most wiely
recalled, with 146 percent of all respondents having seen seads.Closely following in
terms of recall were the digital display ads, in whidbtal of 13.1percent of
respondents recalled seeind@ he digital video advertsnent was remembered by2.6
percent. The medium of lowest/erallaided recallwere the campaign'®C Metro ads
(9.7%).Of course, this is largely driven the limited geography athis advertising
medium

Destination Analysts, Ind4



Figure 4.120140verall Advertising RecalPercent of respondents who recall seeing

advertisementsg Aided Recall)

4.6%

%

Any Advertisement: 23.2%

1
Magazine
Internet/Online 13.1
. 12.69
Video
| 12.1%
Newspaper
| T%
DC Metro 0
0% 5% 10% 15%

Note: Figures showaboveare based on all respondents in all areas.

Media Overlap

In total, 16.8 percent of survey respondents recalled having seen two or more dithe
advetising types tested (Figure 4.Below). One infour (23.2%)saw one or more of the
ads. The majority aksidents of the overall study area did not ss®y of the

advertisementq76.7%).

Figure 4.2 Numberof Advertising Media Where Ads Were=€n

Total
No Advertisements 76.7%
Any Advertisement 23.2%
One 6.5%
Two 5.7%
Three 4.3%
Four 2.4%
Five 4.3%

Destination Analysts, Ind5




MediaEfficiency

Using the percent of survey respondents wiegalledhaving seelexandria, VA
advertisementswe can calculate estimates of the number of impressieashtype of
advertising receivedThe chart below shows the calculation of the cost per impogss
using aidedawareness statistics collead in the survey. Using thiasethod, each
impressionis estimated to haveost about3 cents on averagelherelativelymost
expensive impressiorte obtain were fromMagazineg6 cents) and thdeast expensive
were fromDC Metrostations(< 1 cent).

Figure 4.3 The Cost of Advertising Impressions by Me@faded)

Reported Impressions| Alexandria Investment| Cost per Impression
Magazine 5,575,685 $321,000 $0.06
Digital Display 5,002,841 $253,000 $0.05
Newspaper 4,620,945 $95,000 $0.02
Digital Video 3,971,721 $69,000 $0.02
DC Metro/Outdoor 3,704,394 $21,000 $0.005

iKS

Q)¢

b2GSY wWSLI2NISR aLYLNBaarzyaé | NB OFtOd#Z SR |
proportion of survey respondents reporting that they saw an advertisement.

Retum on Investment (ROI) Measurement

A key objective of this research was to estimate incremental visitation and consequent
visitor spending and taxes generated by the marketing prograroremental visitation

is defined as travel to Alexandria that is a direct result of the advertising campaigns or,
alternatively, it is visitation that would not have occurred in the absence of the
advertising campaigns. Spending on such incrementaldgepsrated income for local
businesses and tax revenues for the local government, which are key indicators of the
success of the advertising.

For comparability purposeshé¢ technique used in this study to estimate incremental
visitation is identical to th technique used bthe AlexandriaConvention & Visitors
Associatiorin the past. The methodology for measuring the economic impact of
Alexandria's advertising and marketing used here includes only those trips that would
not have occurred in the absenoéthe advertising. Becausemetravel to Alexandria
would occureven if the CVA did no advertising at all, not all trips are considered to be
incremental travel. Incremental travel to Alexandria is estimated by comparing the rate
of travel to the cityamong those who are aware of the advertising to the rate of travel
among those who are not aware of the campaign. That is, the rate of travel to
Alexandria of those who recall being exposed to the ads is compared to the rate of

1An advertisementds Oi mpr essi geogaphica area &daduit poputaion her e as t he
multipl ied by the proportion of  this population reporting having seen an advertisement.
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travel to the city of thos who do not recall having seen the advertisements. The
additional volume of travel by the aware population is considered here as directl
attributable to the marketing, and is referred to as theoss incremental travel ratio

Figure 4:4Gross Incremental Travel Ratio

Those that were
exposed to the
advertising and

traveled to
Alexandria for
leisure

Thosethat
traveled to
Alexandria for
leisure butwere
NOTexposed to
the advertising

Gross
Incremental

Travd Ratio

Calculation dhcremental Visitation & Spending

Examining survey respondent travel patterns in the past year, an overall factor for
incremental visitation was calculated @6 percent This figure represents the

difference between persons visiting Alexandria during pieriod of study who recall

seeing the ad§l7.5%)and those who do not recall seeing any of the advertisements
(10.9%) While this overall figure is informative, the design of this research also seeks to
estimate incremental visitation fddestination ad Regional consumers

This study uses a bottounp approach to calculating the campaign's overall return on
investment. In short, the method described here is appliedomth of thegeographic
areas studied (Baltimor&/ashingobn DC DMA andther areasmn a 400 mile radius of
Alexandria) and the program's total is the sum of thege components.

Figure 4.5following) showsi KA & aiddzRéQa SaidAYlFriSa 2F AyONBY
spending. In total, we estimate that the advertising campaign generated 593 thousand
incremental trips, 37.9 percent of which were taken by visitors who stayed overnight

inside the Alexandria.

Figure 4.5 Incremental Visitation & Spending in Alexandria

Total
Total Households 38,189,626
Households traveling 83%
Qualified households 31,780,517
Percent aware of ads 23.4%
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Households aware of ads 8,937,203
Incremental travel 6.6%
Incremental trips 593,001
Total spending per travel party $297.83
TOTAL $176,611,889

Incremental Tax Revenue

Visitor spending generates taxes. Alexandria has several taxes which impact travelers,
including a transient occupancy tax (hotak), retal sales taxes and other taxes.

The survey questionnaire asks respondents for all the data needed to make detailed
estimates of visitor spending in Alexandria generated by the advertising campaign. In
the survey, visitors to Alexandria report the number of days they spent in Alexandria
and how much they spent per day for a variety of spending categories. The categories
of spending reported include lodging, restaurants, retail, entertainment/sightseeing,
gas/parking/transportation and other spending. To derive tax revenue estimates, tot
visitor spending for each category is multiplied by an appropriate tax rate.

We estimate that total incremental visitor spending in Alexandria generated by the
campaign was $176.6 million. This is the sum taxes generated for each spending type
outlined above. For each spending category, tax rates providetledoZVAvere applied

to estimated incremental spending to calculate tax revenues generated. For example,
the model estimates $26.9 million in ptax room revenue for Alexandria hotels. Using

an average’.2% transient occupancy tax rateased on 6.5% rate + $1/room with an
average room rate of $137)ve estimate that $2.1 million in incremental taxes were
collected as a result of the advertising campaign. Similarly, $62.9 million in incremental
spending took place in restaurants. Applying@®&restaurant tax to this total yields an
estimate of $3.1 million in tax generatiod 1.0% sales tax rate is applied to the $28.6
million in incremental spending for retail purchases ($287K in tax res)e$25.4

million in entertainment and sightseeing expenditures ($254K in tax revenue), $24.6
million gas, parking and transportation spending ($246K in tax revenue) and $5.3 million
in other incremental visitor spending that took place in Alexandria ($83#x

revenue).The sum of tax revenue generated for all spending types equals the total tax
generated of $6.1 milliorSee Figure 4.6 following.
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Figure 4.6Incremental Tax Revenue Generated for Alexandria

Total

Lodging $2,118,677.40
Restaurants $3,146,225.21
Retall $286,963.82
Entertainment & Sightseeing $254,274.68
Gas, parking & transportation $246,009.10
Other $53,721.58

$6,105,871.80

Figure 4. 7/Return on Investment Summary
With a total campaign spend of $1.0 million, we calculate an overall ROI of the campaign
to Alexandria of $171 per dollar invested. The tax ROl is $6 returned to the city coffers

for every dollar investeth the campaign

Total
Incremental visitoispending $176,611,889
Incremental taxes generated (for Alexandria) $6,105,872
Alexandria CVA investment $1,035,144
Return on Investment (Incremental visitor spending/investment) $171
Tax ROI (Incremental tax revenues/investment) $6

Destination Analysts, Ind9
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asked. These are the ndemographic questions, or those related to respondent opinions
and behaviors. A brief written analysis iduded for each chart.

Note: Survey respondents were screened for Alexandria, VA residence. Data presented is
0FaSR 2y LROISYGALf a@AaAAG2NER (2 ! f SElFIYRNAI Z¢

The survey targeted adults residinglie BaltimoreWashngton, DC DMA, as well as other

adults residing withim 408mile radius of Alexandria, VAhe tables on the pages that

follow refer to the first group those within theBaltimoreWashington, DC DMAas

GwS3IA2Y L f ©¢ 1 thdéSresiihgiwiink MOO-@iN Bdizsbf Alexandria OUTSIDE

the BaltimoreWashington, DCDMAM & NBFSNNBR G2 a4 a5SadAyl A2y

Please also note thalata shown on the tables is weightedhile the data in the main charts
iS not.
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Topof-Mind Eastemn U.S. Destinatio@penkEnded)

flyRaAOILISE

To understandhlexandria, VR a
assume they wanted to takegetawaytrip in the Eastern U.$ a destinatiorthat is
ohistoric, picturesque and romantic, while offering contempodining, unique shopping,

arts and culture nearby a major metropolitan a¢eand then list the destinatiorthat first

O2YLISGAGADS

came to mind. Travel thinkingandtrip consideration are dominated tikie major urban
destinations in the regian particularly New York §i(38.1%), but alsBoston (25.%),

WashingtorDC(22.2%) and Philadelphia (18.0%)utside these core citieAlexandria is

a dzNB S &

exceeded in topf-mind awareness bigyvo other Virginia destinationrdVilliamsburg12.0%)

and Virginia Beach (6.9803s well agharleston, SCL0.9%)and Baltimore, M[¥6.8%)In
total, 1.1 percent oburvey respondentarote in Alexandria, VAs one of the tojfcastern

U.Sdestinationghat they would think of forhis type of experience, emphasizing the need
LR2aAldGAz2y Ay

for marketingtobetS NJ | f SEI YRNA I Q&

idKS

Figure 5.1 Assume that you want to take a getaway trip in the Eastern U.S. You are considering a

destination that is historic, picturesque and romantic, while offering contemporaliping, unique

shopping, arts and culture nearby a major metropolitan area. Which destinations in the Eastern U.S.
first come to mind as offering this experiencgRist up to foujt TOP FIFTEEN

New York, NY | 3
Boston, MA | 25|7%
Washington, DC| 22.2%
Philadelphia, PA 18.0%
Williamsburg, VA | 12.09
Charleston, SC| 10.9%
Virginia Beach, VA 6/9%
Florida | 6.8%
Baltimore, MD : 6.8% _
vane B 0.5 | e oo
Savannah, GA 5.7% 11%
Miami, FL | 3.90f
Cape Cod, MA| 3.9%
Atlantic City, NJ | 3.6%
Gettysburg, PA |0 3.5%
0% 10% 20% 30% 40%

8.1%

New York, NY
Boston, MA
Washington, DC
Philadelphia, PA
Williamsburgh, VA
Charleston, SC
Virginia Beach, VA
Florida

Baltimore, MD
Maine

Savannah, GA
Miami, FL

Cape Cod, MA
Atlantic City, NJ
Gettysburg, PA
Alexandria, VA

38.7%
26.8%
21.0%
16.2%
10.4%
11.6%
6.7%
7.6%
5.2%
6.9%
6.3%
3.9%
4.6%
3.1%
2.7%
0.8%

Destination Regional

34.1%
22.3%
24.9%
18.5%
19.2%
12.3%
7.2%
4.9%
10.9%
4.3%
6.2%
4.2%
1.8%
3.2%
5.5%
2.3%

FIGURE 5-Question 4:Assume that you want to take a getaway trip in the Eastern U.S. You are considering a destination
that is historic, picturesque and romantic, while offering contemporary dining, unique shopping, arts and culture nearby a
major metropolitan aga. Which destinations in the Eastern U.S. first come to mind as offering this experience? (List up to
four) Base: All survagspondents 4,808completed surveys.
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Survey respondents were shown adifthe magazines theampaign advertising ran in and
were asked to select those which they regdlieading or looking thragh in the past year.
Figure 5.Zbelow) shows the percent of respondents who reported reading or looking
through these magazineSravel foodand lifestyle magazines continue to be popular
amongstresidentsof the area of studyNearly 78ercentreported having read at least one

of the magazines on the campaign mediaesiule. 31.1 percent reported readingood
Housekeepinghile approximatelyone in five reported read? 2 Y S ¥ Q pod=®=MWees C
Travel + Leisa andor Food Network Magazine

Figure 5.2:Which of these magazinedo you recall reading or looking through at least
once in the past 12 months? (Seteadl that apply)

Good Housekeeping 31.1%
Women's Day_ 23.6% . Destination Regional
1 Good Housekeeping 32.9% 24.9%
Food & Wine | 21.2% Women's Day 24.7% 18.5%
Travel & Leisure 20.7% Food & Wine 21.2% 21.1%
Food Network Magazine- 19.1% Travel & Leisure 21.3% 18.7%
] . 0 Food Network Magazine 19.7% 18.6%
Cooking Light | 1n2% Cooking Light 18.0% 15.4%
Real Simple 14.8p0 Real Simple 15.0% 15.7%
Redbook | 14.5% Redbook 15.3% 11.7%
Washington Post Sunday Magazin-e 11.7% Washmgton Post Sunday 9.0% 27.5%
] Magazine
Town & Country 10.5% Town & Country 11.3% 8.1%
Ph||ade|ph|a Magazine- 8.9% Phlladelphla Magazine 6.7% 2.9%
Washingtonian 1 2 7% Washlpgtoman 6.9% 20.2%
1 Elle Décor 7.4% 6.2%
Elle Décor | n2% Amtrak Arrive 5.0% 7.1%
Amtrak Arrive 5.4p% Virginia Living Magazine 4.7% 3.2%
Virginia Living Magazine- 4.1% Washington L?fe Magazine  3.4% 6.4%
] ) R 3.80 Where Magazine 2.0% 1.4%
Washington Life Magazine| Pathfinders Magazine 2.1% 1.5%
Where Magazine 3.5%
Pathfinders Magazine 1.9%

0% 10% 20% 30% 40%

FIGURE 5-Question 5:Which of these magazine® you recall reading or looking through at least once in the
past 12 months? (Select all that apgse: All survegespondents. 4,808completed surveys.
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As with the magazines, respondents were then shown the newspapers used in the

campaigisand asked to identify those they had read or looked through at least once in the
past12monthsDA @Sy GKS&S Y S Rifos snald®roporiioh (86.0%)S 2 3 NI LJ
of survey respondentlsad read at least one of the newspapers on ¢taepaign’snedia

schedule in the past yeaWith its statusand broad focusThe Washington Pokiad the

greatest percentage of respondents sayyttad read or looked through it in the last year

(34.2%).

Figure 5.3 Which ofthe printed versions of these newspapers and news weektiesyou
recall reading or looking through at least once in the past 12 months? (Select all that apply)

Washington Post 34.2% Destination  Regional
The E i 7la% Washington Post 29.8% 59.9%
© BXpress) The Express 6.2% 12.5%
Alexandria Times 3.59 Alexandria Times 3.8% 3.5%
T 3.49 Old Town Crier 3.7% 3.0%
Old Town Crier . ;
: . ér"”gtor.' 3.4% 2.5%
Arlington Connection 31 Tr?m\]/\(jcn z” .
i e Washington
0, 0, o)
The Washington Informer 3.0 Informer AL g
Pot Al I 3.09 Potomac Almanac 2.6% 5.0%
otomac manac_ Washington Blade 2.2% 5.9%
Washington Blade 2.9% McLean Connection  3.0% 2.7%
. Mount Vernon
McLean Connection_ 2.89 Gazette 2.8% 2.5%
Mount Vernon Gazette 2.7% Alexandria Gazette 2 7% 2.6%
. 2 694 Packet
Alexandria Gazette Packet ) Springfield 279 2 4%
] 2.5% Connection

Springfield Connection

0% 10% 20% 30% 40%

FIGURE 8- Question 6 Which of the printed versions of these newspapers and news weekligsu recall
reading or looking through at least once in the past 12 months? (Select all thatBagdy)All survey
respondents. 4,808completed surveys.
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Websites Visited in the Past Twelve Months

Survey respondents were also shown a list of websites and asked which ones they visited at
least once in the past 12 monthiSoogle and Facebook usage was reported by
approximatelythree quartersof respondentg76.3%and 71.8%espectively. Major travel
websites were the next most utilized of the online media testeith 37.0 percenbf

respondents reporting visiting Expedia (37.0%) 2md percent usingripAdvisorAbout 16
percent usedVashingtofPost.com ad nearly 11 percent had visitésimithsonian.com

Amongst the official destination websites, 6.0 percent had used Virginia.org and 3.8 percent

had used Washington.org.

Figure 5.4 Which of these websitesweb services and/or appdo you recallusingat least
once in the past 12 months? (Select all that apply)

Google 6.3%

Facebook 8%
Expedia- Destination Regional
) ] Google 75.8% 76.7%
TripAdvisor | Facebook 72.1% 70.2%
WashingtonPost.com Expedia 36.9% 36.5%
Smithsonian.com- TripAdvisor 35.3% 37.5%
. WashingtonPost.com 13.4% 32.7%
Virginia.org Smithsonian.com 9.3% 16.8%
Washington.org 1 Virginia.org 6.3% 6.2%
. Washington.org 3.6% 5.1%
ExploreDC| ExploreDC 3.0% 5.8%
WashingtonBlade.com WashingtonBlade.com 1.8% 3.8%
WashingtonExaminer com- WashingtonExaminer.com 2.0% 2.9%
T WashingtonLife.com 1.9% 1.9%
WashingtonLife.com AlexandriaTimes.com 1.3% 1.4%
AlexandriaTimes.com | AlexandriaGazette.com 1.4% 1.0%

AlexandriaGazette.com

0% 20% 40% 60% 80%

FIGURE 8- Question 7 Which of these websitesveb services and/or apps do you recall usinigast once in
the past 12 months? (Select all that appB#ase: All surveespondents. 4,808completed surveys.
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Leisure Trips Taken in the Past 12 Months

Therespondentssurveyed dok an average of 2l8isure trips in the past year. Whil$.8
percent tookno leisure trips, and8.2percent took only one tripamajority of adultdiving

in the area of study traveleahultiple times for leisure in the past year (64&. This
represents an opportune environment to mark&exandriaas an option for one or more of
these trips.

Figure 55: In the past 12 months, how many leisure tripgacations, weekend getaways,
and trips for other personal reasons) have you taken? Please enter a numeric value below.

. ] 19.0%
Five or more
_ Destination Regional
Four 0.8% Mean = 2.9 Five or More 17.7% 23.7%
' Four 11.0% 11.1%
| 13.5% Three 13.5% 13.2%
hree '
T Two 22.2% 20.2%
1 . One 18.7% 16.1%
Two 21.7% Zero 16.9% 15.6%
i Mean 29 3.2
18.2%
One
Zero 16.8%

0% 10% 20% 30% 40%

FIGURE 5- Question8: In the past 12 months, how many leisure trips (vacations, weekend getaways, and trips
for other personateasons) have you taken? Please enter a numeric value bBase: All survesespndents.
4,736 completed surveys.
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Cities Visited On Leisure Trips in the Past 12 Months

Those survey respondents who reported having traveled at least ontm@diare in the past
year were then presented a list mfgionalcities and asked which they had visifedleisure

in the previous 12 monthsin total, 13.0 percent have visited Alexandria (13.0%) in the last
year. Travel behavior, like travel thinkimgydominated by the major citieklew York was the
top regional desination, with 31.7percent of residents the area of studhaving visited the
city in the past year. Washington, Bl Philadelphifollowed with 28.7percentand 25.5
percenthavingtraveled to these citiesn the previousl2 months.

Figure 56: In the past 12 months, which of these cities did you visit for leisurethrer
personal reasons?Jonsider both overnight and day visitSelect all that apply)

New York City, NY] 31.7% Destination Regional
Washington, DC | 28.7% New York City, NY 30.7% 30.1%
Baltimore, MD . 22 0% Phllgdelphla, PA 21.9% 19.8%
] 4 13.0% Baltimore, MD 14.7% 50.5%
Alexandria, VA | - Alexandria, VA 11.0%  24.9%
Orlando, FI | 12.6% Orlando, Fl 135%  10.5%
Boston, MA | 12.4% Boston, MA 13.4% 10.9%
Annapolis, MD 10.6% Annapolis, MD 5.8% 32.7%
Williamsburg, VA 9.8% Williamsburg, VA 9.2% 13.2%
Miami, FI i 9.6% Miami, FI 10.2% 9.4%
Richmond. VA | Y .0% Richmond, VA 9.5% 9.8%
T Chicago, IL 7.0% 9.7%
h 1L 7.5% 1
Chicago, IL oo Atlanta, GA 7.9% 7.0%
4 (1] .
Atlanta, GA | B Pittsburgh, PA  6.9% 7.0%
Pittsburgh, PA | e Raleigh, NC 6.4% 5.4%
Raleigh, NC 5.9%

0% 10% 20% 30% 40%

FIGURE 6.- Question9: In the past 12 months, which of these cities did you visit for leisure or personal
reasons? Consider both overnight and day visiBelect all that applyBase: Survey respondents who took at
least one leisure trip in the past H2onths.4,013 completed surveys.
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Leisure Visits to Alexandria the Past 12 Months

Those that reported visitinglexandrigor leisure in the past year were asked how many
such trips to the city they made. The&kexandria visitors took an average of 8ifs to the
city. While the majority of survey respondents said they took just one leisure trip to
Alexandrig42.4%), over B percent took multiple trips to the city for leisure.

Figure 57: You said that you visited\lexandria, VAor leisure orother personal reasas in
the past 12 months. How many trips for leisure reasons did you maka&léxandrig VAIn
the past 12 months? (Please enter the number below.)

_ 17.0%
Five or more Destination Regional
i Five or more 16.8% 18.8%
7 3% Four 8.0% 7.0%
Four Mean = 3.3 Three 8.2% 10.2%
| Two 24.8% 23.1%
One 42.2% 40.9%
8.9%
Three Mean 3.4 3.5
24.5%
Two
42.4%
One
0% 20% 40% 60%

FIGURE 3- Question10: You said that you visitetllexandria VVAfor leisure or personal reasons in the past 12
months. How many trips for leisure reasons did you makalésandria VAin the past 12 months? (Please
enter the number below.Base: Swmey respondents who visited Alexandiia the past 12months. 517

conpleted surveys.
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Month of AlexandriaVisit

Respondents who took at least one leisure trigtexandrian the past year were askeal
whichmonth(s) they visited Visitor trafficto Alexandrigrom the region and the
surrounding 40@mile radiusappears to beit its lowest point inJanuary (14.1%) and
February (14 %), and reaclis highest point irthe late springearlysummermonths ofMay
and June (25.0% and 2%3espectively.

Figure 58: In which month(s) did you visilexandrig VAon a leisure trip(s)? (Select all
that apply.)

August 2013 20.3%
September 2013_ 18.6% Destination Regional
- August 2013 20.9% 19.8%
October 2013 21.5% September 2013 18.7%  18.1%
November 2013 | 16.206 October 2013 225%  22.0%
- November 2013 17.3% 15.9%
December 2013 p0-1% December 2013  235%  16.5%
January 2014 14.1% January 2014  16.8%  11.5%
: 145% February 2014  157%  14.8%
February 2014 March 2014 216% 13.7%
March 2014 | 18.8% April 2014 21.4%  24.2%
. . 21.9% May 2014 23.8%  28.6%
April 2014 June 2014 26.1%  26.9%
May 2014 25.0% July 2014 224%  28.6%
. o5 304 August 2014 146%  14.3%
June 2014 Other 14%  1.6%
July 2014 23.6%
August 2014 13.99
Other | 1.5%
0% 10% 20% 30% 40%

FIGURE 8- Question11: In which month(s) did you vigite city of AlexandriaVAon a leisure trip(s)? (Select
all that apply.) Base: Respondents who vislekandria517completed surveys.
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Primary Reason for Visitingjexandria

Day tripsandtrips tovisit localfriends and relatives (VF&) significant tourism drivert
Alexandria Respondents visitinglexandrian the past year were asked the primary purpose
of their most recent lesure trip to the city. The most common resposigethis question
were"day trips" (38.60) anct GA & A (I F NA2S.44R AppraxNitdyronei five: ¢ 0
respondentsharacterized their visit tBlexandrid- & | & @hisilenioAsRayeshtke
opportunity the Alexandria CVA has to motivate longer stays and visitors to stay in hotels

through its marketing.

Figure 510: Which best describes your reason for visitidtgxandria, VAon this most
recent leisure trip?

] 38.6%
Day trip
5% | ey 2% 404%
L : ay trip 2% 4%
Visit friend famil T .
ISt riends or tamily | Visit friends or family  24.3% 25.0%
11.7% Weekend getaway 12.2% 7.8%
Weekend getaway Vacation 12.7% 5.6%
1 0, 0,
10.5% ﬁtteng an event | 9.0% 6.1%
Vacation ttend a persona 4.4% 3.9%
. event or wedding
7.6% - i
5% AFid on to a business 2 304 2 20
Attend an event trip
Attend a personal event or 4.1%
wedding
2.1%
Add-on to a business trip

0% 10% 20% 30% 40%

FIGURE %0 - Question12 Which best describes your reason for visitikigxandria, VAn this most recent
leisure trip? Base: Respondents who visitegkandria)/A 515completed surveys.
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Travel Companiorfor Trip to Alexandria

Over half of Aleendriavisitorssurveyed traveledb the citywith their spousepartneror

significant otter (56.1%). While Alexandigprimarily an adult destination, the city does
K2gSOSNE |GGNIOG Yy AYLRNIFY(G210Kdcttisf 2F (GKS
visitors had at least one child in their party.

Figure 511: Who were you traveling with on this trip to Alexandria, VA? (Select all that
apply)

Spouse, partner or| 56.1%
significant other — -
1 1s.89 Destination Regional
. .8%
Children (your own) S_DOl_J?.’e, partner or 58.4% 48.9%
_ significant other
Solo 17.1% Children (your own) 20.0% 15.6%
i Solo 15.9% 19.4%
9 Friends (another coupl
Friends (same gender) 109% ( P 11.7% 8.3%
or couples)
Friends (another couple 10l9% Friends (same gender)  8.6% 16.1%
or couples) | Friends (mixed genders) 10.6% 11.7%
. . 0,
Friends (mixed genders) 10.6% Other family (reside
] ) . o outside your 9.0% 8.9%
Other family (reside 8.7%
outside your household) household)
y . Children (others) 2.9% 2.8%
. 3.1%
Children (others)

0% 20% 40% 60%

FIGURE 51 - Questionl3: Who were you traveling with on this trip to Alexandria, VB&se: Respondents who
visitedAlexandriaVA 556completed surveys.
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Total Trip LengthDays

Survey respondents who visited Alexandria were asked a series of questions about their total
trip length and the amount of that time spent specifically in Alexandha. typical
Alexandriavisitorfrom the area of studyeported anaverageotal trip lengthof 25 days

during which they visited Alexandria, VAsthis groupgenerallydoes nothave to travel

extensive distances to viglexandria and neighboring argaand the reported prpose of

many of these trips wertr day trips to visit friends and familyor weekend getaways this

may warrant shorter trips.

Figure 512 How many total days and nights was this trip in wh you visited Alexandria,
VA? (DAYS)

13.0%
Five or more
Destination  Regional
1 6.8% Five or more 16.5% 5.6%
Four Mean= 2.5 Four 5.9% 4.4%
| Three 9.3% 6.1%
9.0% Two 17.9% 12.8%
Three One 50.5% 71.1%
i Mean 2.9 1.7
16.6%
Two
54.7%
One
0% 20% 40% 60%

FIGURE 52 - Question14: How many total days and nights was this trip in which you visited Alexandria, VA?
Base: Respondents who visit&kkxandriaVA 501 completed surveys.
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TotalTrip Lengtli Nights

The typicalAlexandriavisitor surveyedeported an averagwotal trip length of 1.5 nights
Given the high proportion of dayips reported, aer half of visitorg54.2%) did not stay
overnightoutside their homeduringtheir trip in which they visited Alexandria

Figure 513 How many total days and nights was this tripuvhich you visited Alexandria,
VA? (NIGHTS)

i 6.6%
Five or more
| 5.5% Destination  Regional
Four Five or more 8.8% 1.7%
) Four 6.1% 4.4%
6.8% Mean = 1.5 Three 7.4% 3.3%
Three Two 14.1% 5.6%
] One 13.1% 17.2%
T 11.79 Zero 50.6% 67.8%
wo Mean 17 0.6
15.2%
One
54.2%
Zero
0% 20% 40% 60%

FIGURE B3 - Question14: How many total days and nights was this trip in which you visited Alexandria, VA?
Base: Respondents who visitgkxandriaVA 513completed surveys.
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Total Trip DaysSpecificalyspent n Alexandria

The findings suggest thtitosewho travel to Alexandritom the surrounding 40@nile area
for leisure are most likely visiting the city as their primary trip destinafitihen asked how
manyof their total tripdays hey specifically spent idlexandriathey reported araverag of
2.2days within thecity out of a total trip length of 2.5 days.

Figure 514: How manytotal days and nights did you specifically spend in Alexandria, VA
on this trip? (DAYS)

Destination Regional

Five or more 13.6% 6.7%
) Four 6.3% 3.3%
11.5% Three 8.7% 5.6%
Five or more Two 18.6% 11.7%
J Mean One 52.8% 72.8%
0,
Four 6.0% —292 Mean 2.4 1.7
| 7.8%
Three
§ . Hotel in VER in
Two 16.9% Alexandria | Alexandria
5 or more 25.2% 18.0%
57.7% 4 8.7% 14.0%
One
3 18.1% 16.0%
0% 2(')% 4(')% 6(')% 2 33.1% 26.0%
1 15.0% 26.0%
Mean 2.6 24
Base 127 50

FIGURE B4 - Question15: How manytotal days and nights did you specifically spend in Alexandria, VA on this
trip? Bag: Respondents who visited Alexandyi&,.497 completed surveys.
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Total TripNights Specificallspent n Alexandria

Further highlighting Alexandria as the prime fopus while demonstrating the need to
motivate longer stays, the average number of trip nights spent in Alexandria was 1.2 nights,
out of a total trip length of 1.5 nights. 56.3 perceaftvisitors did nostay overnight in
Alexandriaduring their trip.

Hgure 515: How manytotal days and nights did you specifically spend in Alexandria, VA

on this trip? (NIGHTS)
Destination Regional

Five or more 7.7% 2.2%
Four 4.5% 3.3%
Three 7.2% 2.8%
6.1% Two 14.4% 5.0%
Five or more 270 70
| One 14.0% 17.2%
4.1% Mean Zero 52.1%  69.4%
Four =1.2
| Mean 1.4 0.6
0,
Three 6.3%
J ] Hotel in VER in
Two 11.7% Alexandria | Alexandria
i 5 or more 16.3% 9.6%
15.6%
One 4 11.6% 9.6%
Jero 1 56.3% 3 16.3% 13.5%
y . . 2 28.7% 15.4%
0, 0, 0, 0,
0% 20% 40%  60% 1 25.6% 30.8%
0 1.6% 21.2%
Mean 2.4 1.7
Base 127 50

FIGURE 55 - Question15: How many total days and nights did you specifically spend in Alexandria, VA on this
trip? Bag: Respondents who visited Alexandyi&,.512 completed surveys.
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Place of Stay All AlexandriaVisitors

As a significant number dexandriavisitorssurveyedcame to the city for aay tripon their
most recent trip, the greatest proportion of visital&l not require overnight
accommodations (549). Nevertheless, one quart€p5.1%) ofall theseAlexandriavisitors
stayed in commercial lodging inside the cWith 25.4percent reporting their trip purpose
asvisitingfriends and familyin total, 163 percentstayed overnight at the residence of a
friend or family member.

Figure 516: During tis trip in which you visited Alexandria, VA, what type(s)of lodging
did you stay? (Select all that apply)

Paid accommodations (i.e. hotel, motel or bed & 25.1%

breakfast) inside the city of Alexandria, VA
Residence of friend or family member inside the city of 10.3%
Alexandria, VA

Paid accommodations (i.e hotel, motel or bed & 6.4%
breakfast) inside D.C.

Residence of frlend_or family member elsewhere outside 0 Percent of those on
the city of Alexandria, VA . .
overnight trips who

. . ) tayed in a hotel in
Paid accommodations (i.e. hotel, motel or bed & 4.3% S .
( L Alexandria = 56.7%

breakfast) elsewhere outside of Alexandria, VA or D.C.

Home rental (AirBnB, VRBO, etc) inside the city o 2.5%
Alexandria, VA

Home rental (AirBnB, VRBO, etc) elsewhere outside t 1’ 1.8%
city of Alexandria, VA

None of these (I was on a day trip only or just passing 54.83%
through)

0% 20% 40% 60%

Destination Regional

Paid accommodations inside the city of Alexandria, VA 29.3% 15.0%
Residence of friend or family member inside the city of Alexandria, VA 10.0% 10.0%
Paid accommodations inside the District of Columbia 9.2% 1.1%
Residence of friend or family member elsewhere outside the city of Alexandria, VA 5.8% 4.4%
Paid accommodations elsewhere outside of Alexandria, VA or the District of Columbia4.8% 1.1%
Home rental inside the city of Alexandria, VA 2.9% 1.1%
Home rental elsewhere outside the city of Alexandria, VA 2.4% 0.6%
None of these (I was on a day trip only or just passing through) 49.4% 69.4%

FIGURE 56 - Question16: Duringthis tripin which you visited Alexandria, MA what typés)of lodging did you
stay? (Select all that appBae: Respondents who visited Alexandy&.514 completed surveys.
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AlexandriaVisitor SpendingPerTrip

Alexandriavisitors were asked to report thetiip spending across several categoriggure
5.15 below shows the average spending for all visitors, includingigpgrs. Visitors spent
anaverage 0f297.83in the cityof Alexandriaduring their trip By farthe largest
proportion of this spending wam restaurants & ¢hing($106.11). Other visitor spending

was spread fairly evenly across loddiiP.90, retail ($48.39), entertainment & sightseeing
($42.88) and gas, parking & transportation ($41.49)

Figue 517: Approximately how mucHN TOTAMid you spend on the following while in
the city of Alexandria, VA (Please do notclude any spending outsidalexandria, VA
e.g., any expenses incurred Washington, DG CAVERAGE ALL VISITORS

$106.11
Restaurants
49.90
Lodging i
Retail $48.39
Entertainment & $42.88
Sightseeing
Gas, parking & $41.49
transportation ] Mean =
$297.83
Other $9.06 /
$0 $50 $100 $150

Hotel in VFR in Day
Alexandria | Alexandria | Tripper

Restaurants $150.06 $110.13 | $87.62

Lodging $105.26 $16.98 $0.00

Retail $44.24 $36.57 $20.49

Entertainment

& Sightseeing $50.82 $44.67 $9.11

Gas, parking &

local $45.37 $47.28 $11.72

transportation

Other $10.56 $9.65 $1.63

Mean $406.30 $265.26 | $130.57

Base 129 53 290

Destination  Regional

Restaurants & dining 112.04 87.62
Lodging 64.54 34.68
Retail purchases 48.22 53.82
Entertainment & sightseeing 58.93 30.74
Gas, parking & local transportation  47.75 52.35
Other 15.38 7.16
Mean 346.86 266.37

FIGURE %7 - Question17: Approximately how muchN TOTAHid you spend on the following while in the city
of Alexandria, VA (Please do not include any spending outéiixandria, VAe.g., any expenses incurred in

Washington, D Base: Respondents whisitedAlexandriaVA 515completed surveys.
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Alexandriavisitors were then asked how many people thetal spending in the city
covered. Repoed visitor spending covered 2pgrsons on average, miak] the mean per
personspending represented iheseAlexandria visitor$125.57.

Figure 518 How many people did this spending cover (including yourself)?

] 6.6%
Five or more
T Mean = 2.4
11.0%
Four
0,
Three 13.1%
44.4%
Two
24.9%
One 0

0% 20% 40% 60%

Five or more
Four

Three

Two

One

Mean

Destination
4.9%
9.9%
15.2%

45.0%
25.0%
2.4

Regional
8.9%
11.1%
8.3%
42.2%
29.4%
25

FIGURE 18 ¢ Question 18 How many people did this spendingseo(including yourself)? Base: Respondents

who visited Alexandria/A.502completed surveys.
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The reported averag@lexandrigravel party amongst this group ofisitorsconsisted 08.3
people the largest proportion of whiclvere adults over the age of 18.81adult party
members on average

Figure 519: How many people were in your immediate travel party (including yourself)?

Adults age 18+

0.10 Destination Regional
Children age 14-17 Adults age 18+ 2.72 3.04
_ Children age 14-17 0.13 0.05
. 0.08 Children age 11-13 0.04 0.13
Children age 11-13 Mean =3.3 Children age 6-10 0.1 0.11
. Children under age6 0.15 0.24
0.12 Mean 3.1 3.6

Children age 6-10

0.19

Children under age 6

00 05 10 15 20 25 30

FIGURE %9 ¢ Question 19 How many people were in your immediate travel party (including yourself?) Base:
Respondents who visitellexandriaVA 515completed surveys.
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Forthis group oftravelers,! f SE I yeRaufartstaad food scen@6.3%)as well asts
close proximity to Washington, D@0.2%)and easy accessibility (38.7%#re the most
important motivating factosin choosing Alexandria as a tradeistination.Alexandria being
clean and saf¢33.6%)and walkable (31.4%), as well as its waterfront location (30e5fb)
overall ambiance and atmosphere (30.:#&re alsoimportant to why visitors selected the
city as their destination.

Figure 520: Which of the fdlowing were IMPORTANT to your decision to make this visit to
Alexandria, VAR (Select all that apply)

Total Destination Regional
Restaurants, cuisine, food scene 46.1% 46.7% 46.7%
Proximity to Washington, DC 40.1% 31.3% 51.7%
Easy to get to by catrain, plane 38.5% 33.6% 47.2%
Clean and safe 33.5% 32.9% 33.9%
Friends or family in the area 32.9% 32.9% 32.2%
Walkable and easy to get around (do notneed acg 31.3% 29.9% 34.4%
Waterfront location 30.4% 32.2% 29.4%
Overall ambiance and atmosphere 30.0% 32.6% 25.6%
Historic significance 28.8% 32.6% 20.6%
Wellpreserved 18th and 19th century architecture 22.4% 23.1% 18.3%
Alexandria is familyriendly 20.8% 20.2% 21.7%
Unique shopping opportunities 19.1% 18.9% 20.6%
Alexandria is upscale 16.9% 17.6% 15.0%
Museums and historic sites 16.3% 19.5% 10.0%
Public parks and green spaces 15.6% 15.7% 13.9%
Alexandria is a good value 15.2% 15.1% 15.0%
Art galleries/studios and other visual arts 14.8% 16.0% 12.8%
Alexandria is uncontrived and authentic 14.0% 15.0% 12.2%
Alexandria is romantic 13.6% 15.3% 10.6%
Special event and/or festival 12.3% 14.9% 9.4%
Nightlife 10.5% 12.9% 6.7%
| got a good deal on hotel, attractions or other trave 8.6% 12.0% 1.7%
components
;r:les?éer and/or other performingrts/concerts/live 5.4% 6.3% 4.4%

FIGURE 20 - Question20: Which of the following were IMPORTANT to your decision to make this visit to
Alexandria, VA (Select all that applyBase:Respondents who visitelexandriaVA.512completed surveys.
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Activities & Attractions During Alexandria Trip

Survey respondentsvho visited Alexandrievere askedvhich activities and attractions they
participated in during theitrip to the city. Given the importance of the food and restaurant
scene as a destination attribute, diniimgrestaurantsvas the most common visitor activity
(59.8%) Shopping (42.4%), strolling King Street (41.8%) and visiting the waterfront (36.6%)
were also amonghe most populawisitor activities.

Figure 521: Which ofthe following activities and attractions did you participate in while in
Alexandria, VA on this trip? (Select all that apply)

Dine in restaurants 59.8% Destination Regional
Shopping- 42 .4% Dine in restaurants 56.9% 57.8%
. Shopping 38.5% 43.9%
Stroll King Street ("Old Town"), 41.8% Stroll King Street ("Old Town") 41.1%  37.8%
Visit the Waterfront 36.6% Visit the Waterfront 36.5% 34.4%
Visit local friends/family i 26.5% Visit Ioca[ friends/fa\r\nily 3 23.3% 28.9%
4 + 3 (i 1 b
+AaAG 1 SEFYRN 280% G 2INR O ;it};SaAu PESEFYR Hisw  15.6%
Torpedo Factory Art Center 19.4% Torpedo Factory Art Center 19.5% 18.3%
Visit art gallery or antique / design store 17.89 Visitartgallery or antique/ 5 o0 18.9%
o . 16.2% design store
Visit Mount Vernon | Visit Mount Vernon 143%  16.7%
Take a history tour 10.9% Take a history tour 10.9% 6.7%
Attend a special event or festival 9.5% Atte.nd a special event or 10.6% 6.7%
o ) 1 7.9% festival
Visit Del Ray ne'ghborhOOd_ Visit Del Ray neighborhood 8.1% 5.6%
Boat Tour 6.9% Boat Tour 8.8% 2.8%
Birchmere Music Hall | 6.7% Birchmere Music Hall 7.9% 3.3%
) T Bike Tour 7.3% 5.6%
Bike Tour 6.5%
J Spa, yoga or other beauty / o .
Spa, yoga or other beauty / wellness activity 5.5% wellness activity sy 2
Attend a business meeting- 3.2% Attend a business meeting 4.1% 1.1%
1MW 3.0% Attend a conference 3.8% 1.1%
Attend a conference

0% 20% 40% 60% 80%

FIGURE 81 - Question21: Which of the following activities and attractions did you participate in while in
Alexandria, VA on this trig®electall the apply Base:Respondents who visitefllexandriaVA.495completed
surveys.
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Other Destinations Visited

Alexandriavisitors were asked if they spent any timenearbydestinationson their most
recentAlexandridrip. Overhalf (54.3%) also visited Washington, D@st over a quarter

went to Arlington, VA (26.9%21.8 percent visited Tysons Corner, VA and 18.5 percent spent
time somewhere else in Northern Virginia during their AlexandriaThese isitors were

less likely to spend time in Maryland on their trip to Alexandria.

Figure 522 Which other destinations did you visit on this trip in which you visited
Alexandria, VA? (Select all that apply)

Washington, DC

Arlington, VA

Tysons Corner, VA
Elsewhere in Northern
Virginia

National Harbor, MD

Loudoun County, VA
("DC's Wine Country")

Other

5.3%

9.99

26.99

21.8%

18.5%

7.0%

54

0%

20%

40%

60%

3%

Destination Regional
Washington, DC 50.5% 56.1%
Arlington, VA 28.9% 22.0%
Tysons Corner, VA 22.3% 23.6%
Elsewhere in Northerr
Virginia
National Harbor, MD 14.7% 23.6%
Loudoun County, VA
("DC's Wine Country"
Other 10.2% 9.8%

23.2% 10.6%

6.7% 3.3%

FIGURE 82 - Question22: Which other destinations did you visit on this trip in which you visited Alexandria,
VA? (Select all that applfgase: Respondents who visitéléxandriaVA 394completed surveys.
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Familiarity with Alexandria as a Leisure Destination

All survey respondents were asked how familiar they are Aligixandriaas a place to visit

for leisure.46.4 percenfeel they aeatlek 30 & a2 YS g K| Alexahdrizdshaf A I NE
leisure destination; of thes®,5percent describe themge @S & A& AE AINBPEF [ S
quarter ofthis groupfeelsti KS& | NB ay 2 0 Alexandrlat £ FIF YAT A NE

Figure 523: How familiar are you with Alexandria, VA as a place to visit for leisure?

. 9/5%
Very familiar
1 1 1% Destination Regional
Familiar ' Very familiar 9.3% 14.0%
i Familiar 10.3% 16.2%
N 25.8% Somewhat familiar 24.4% 31.6%
Somewhat familiar Somewhat unfamiliar  13.0% 14.4%
. Unfamiliar 17.5% 11.2%
. 13.4% Not at all familiar 25.6% 12.7%
Somewhat unfamiliar
16.6%
Unfamiliar
23.7%

Not at all familiar

0% 10% 20% 30% 40%

FIGURE 83 - Question23: How familiar are you with Alexandria, VA as a place to visit for leigBede€ct all
that apply).BaseAllrespondents4807completed surveys.
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Alexandrighasa high degree opotential to attract visitorsfrom the region and surrounding

400-mile radiugfor leisure in the comingyeab ST NI @ 2yS Ay (Sy ale& GKSe
(8.9%). In addition, oveme thirdsay theyaré G f St a i GIEWEdbRGiESI & 2 NJ
Alexandrian the next twelve months.

Figure 524: How likely are you to visiAlexandria, VA foteisure or personal reasons the
next 12 months?

] 819%
Will certainly visit
. 11.8%
Very likely
_ Destination  Regional
) 22.2% Will certainly visit 8.3% 14.1%
Somewhat likely -
Very likely 10.8% 17.7%
) Somewhat likely 21.3% 26.7%
. 16.0% g
Somewhat unlikely Somewhat unlikely 16.3% 14.3%
. Very unlikely 16.9% 12.5%
Very unlikely 16{5% Wwill not visit ) 9.1% 4.4%
| L R2Yy QU (1y2617.4% 10.3%
, o 8.4%
Will not visit
L R2yQi 16-3%

0% 10% 20% 30% 40%

FIGURE 34 - Question24: How likely are you to visklexandria, VAor leisure or personal reasons in the next
12months? (Select on®ase: Allespondents4807completed surveys.
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Recall ofAlexandriaAdvertisements (Unaided)

When survey respondents were asked if they had seen or heard any advertisements for
travel to Alexandria in the last 12 montfigl.4percentreported with certainty that they
indeed hadAnother18.4 percentwere unsure.

Figure 525: In the past 12 months, do you recall seeing and/or hearing any
advertisements (in magazines, newspapevsitors guidespnline, in an app, oon the
radio) for leisure travel toAlexandria, VAR

Yes, 14.4%\

Destination  Regional

Yes 14.0% 17.6%
No 68.1% 61.0%
Maybe / Not Sure 18.0% 21.4%
Not Sure,

18.4%

FIGURE 85 ¢ Question 25 In the past 12 months, do you recall seeing and/or hearing any advertisements (in
magazines, newspape®,A a /giiddd\dpline, in an app, or on the radfor leisure travel tAlexandria, VA
Base: Allespondents4,807completed surveys.
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Respondents who said they recalled seeing advertising for leisure tradeddandrian the
past year were asked to select the media in which they had seen this adverlibegost
significant percentage of respondents who recalled seAlegandridravel advertising said
they saw an ad(s) in a magaz{b6.9%6). Over 40 percentecdled seeing sth advertising
online, and 33.percent said they sathe advertising in a newspapefiven these results,
this group wagairly likely to have been exposedAdexandrigdourism messages across

multiple media.

Figure 526: Where did yousee and/or hear this advertising? (Select each of the following
media inwhich you recall having seen an Alexandria, Wavel advertisement in the past

12 months.)

Magazine 50.96
. 42.3%
Internet/Online | ° Destination ~ Regional
Newspaper 33.1% Magazine 54.2% 40.9%
J Internet/Online 42.7% 40.3%
Radio 25.7% Newspaper 34.3% 33.1%
. Radio 23.0% 37.7%
Visitors Guide 16.6% Visitors Guide 17.9% 13.0%
T News weekly 12.9% 9.1%
13.7%
DC Metro ’ DC Metro 12.5% 19.5%
News weekly 11.6% Mobile app 11.4% 10.4%
J Amtrak 6.4% 7.1%
Mobile app 10.8% None of the above 3.7% 9.7%
Amtrak .8%
None of the above 5.3%

0% 10% 20% 30% 40% 50% 60%

FIGURE 56 - Question26: Where did you see and/or hear this advertising? (Selach of the following media
in which you recall having seen an Alexandria, tk&el advertisement in the past 12 months.Base:
Respondents who sawiseire travel advertisements for Alexandiéd.692completed surveys.

Destination Analysts, In&5
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Respondents were showhe print ads that comprised theampaign and asked whether

they had seen the ads imgmagazines in the past year. 1gdscent recalled seeing these
magazine adsCf the campaign media tested in the suryeyagazinesiad the highest recall.
[Print also enjoyed the highest levels of unaided recall, B0tB percent of those who saw

or heard the ads saying they saw/aexandrideisure ad(s) in a magazih®ne of the
factors contributing to these resulis likely the wide geographic area covelbsdthe
magazinemedia used in theampaign.

Figure 527: During the past 12 months, do you recall having seen any of these
advertisements in any magazines visitors guide®

Yes, 14.6%\

Destination
Yes 15.0%
No 73.4%
Maybe / Not Sure 11.6%

Maybe /
Not Sure,
12.1%

No, 73.3%

Regional
14.5%
71.2%
14.4%

FIGURE 87 - Question27: During the past 12 months, do you recall having seen any of these advertisements in

any magazinesr visitors guide® Base: Allespondents4,876completed surveys.
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Recall ofNewspaperAdvertisements(Aided)

Similarly, penetration by the campaign's newspaper advertisements reached more than one
in tenresidentsof the area of study 12.1percent of survey respondents said they recall

having seen one or more of the atisit appeared in newsprint

Figure 528: During the past 12 months, do you recall having seen any of these
advertisements in any printed newspapeos hews weeklie®

Yes, 12.1%\

Destination
Yes 12.3%
No 75.2%
Maybe / Not Sure 12.6%
Maybe /
Not Sure,
13.0%

No, 74.9%

Regional
12.8%
71.8%
15.4%

FIGURE 88- Question28: During the past 12 months, do you recall having seen any of these advertisements in

anyprinted newspapersBase: Allespondents4,807completed surveys.
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Respondents were then shown tdeital displayadvertisements used in the campaign and
were asked if they had seen these ads anywhere onlit®1percentsaid theyhad in fact
seen theseads onling the second highest recall rate of the ad creative/medgted.

Figure 529: During the past 12 monthslo you recall having seen theselvertisement
anywhere online?

Yes, 13.1%
Destination Regional
\ Yes 13.8% 11.1%
No 72.6% 72.9%
Maybe / Not Sure 13.6% 16.1%
Maybe /
Not Sure, No, 73.2%

13.7%

FIGURE 89 - Question29: During the past 12 monthglo you recall having seen thesevertisemens
anywhere online? Base: Adspondents4,807completed surveys.
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Respondents were then shown tiAdexandriavideo advertisemenandasked if they had
seenthis adanywhere online Similar to the recall rates for the digital display ads6
percentsaid they recalled seeing the vidadonline in the past year.

Figue 530: During the past 12 months, do yaecall having seen thesadvertisement
anywhere online?

Yes, 12.6%\

Destination Regional

Mavybe / Yes 12.7% 13.3%

Noe':ysjre No 77.3% 76.5%

i 0 0

9.9% Maybe / Not Sure 9.9% 10.1%
No, 77.6%

FIGURE 80 - Question30: During the past 12 months, do you recall having seen this advertisement anywhere
online? Base: Attspondents4,807completed surveys.
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Respondents were then shown tAdexandrisadvertisements that were featured iBC

Metro stationsandasked if they had seghese ads Just under one in ten residera$the
area of study(9.7%) said they recalled seeing the DC Metro ads in the past year.

Figure 531 During the past 12 months, do you recall having seen these advertisements on
the DC Metro?

Yes, 9.7%\

Destination Regional

Yes 9.2% 13.6%
Maybe / No 82.3% 74.3%
9 0
Not Sure, Maybe / Not Sure 8.5% 12.1%
9.1%
No, 81.2%

FIGURE 81 - Question31: During the past 12 months, do you recall having seen these advertisements on the
DC MetroBase: Allespondents4,807completed surveys.
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After viewing the major create components of theampaign, respondents were asked how

effective the ads are in portrayirgexandriaas a place they would enjoy visdifor leisure

reasons.The advertising creatiweas veryeffective at positioning\lexandriaas an attractive

leisure destinatn. Twaethirds of respondents (66.9%yreed that the campaign creative is
GSTFSOUGADSE 2 NI G O Albkhndrize® & packinky@Suld erfjoy vistid?) fodi NI & A Y =
leisure Only 9.2JSNOSy & FStd GKS FROSNIAaAY3a gl a aAyST
Figure 532 After viewing this series of advertisements, overall, how effective do you

think these alvertisements are in portraying Alexandria, \& a place you would enjoy
visiting for leisure reasons? (Select one)

. 20.8% Destination  Regional

Very effective Very effective 21.6% 17.4%

. Effective 46.6% 45.7%

Effective 46.1%|  Neither effective nor ineffective 18.3% 21.8%

) Ineffective 6.3% 7.0%

Neither effective nor 19.0% Very ineffective . 25% 3.3%
ineffective b2 2LIAYAZ2YT L R2¢yTDAU | Y280

Ineffective 6.4%

. . 2.8%
Very ineffective

b2 2LAYA2YT Lhai%y’QG),y’Qé

0% 20%  40%  60%

FIGURE 82 - Question32: After viewing this series of advertisements, overall, how effective do you think these
advertisements are in portraying Alexandria, &Aa place you would enjoy visiting for leisure reasons? (Select
one) Base: Allespondents4,807completed surveys.
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Survey respondents wethen asked to use a scale to rate how effective the advertising was
overall in portrayingilexandrian the ways that te campaign intended. Figure 5.Below
shows the percent of respondents who said that the advertising portrayed each messaging

I & LIS O

advertisingcampaigreffectively portrayedilexandrid: a

cultural scene 78@%.

4 STTSO0 A O RespandetNibdith® Bigidst agrdeent@hiatth@ S & d ¢
al

HafvibradiSarts@&A (i

Figure 533: Overall, how effective do you think these advertisements are in portraying the following aspects

of Alexandria, VAPlease use the five point scale below wheiep €

NBLINBaSyila

A place with a vibrant arts & cultural scene:
A historical place
A place with an exciting food and dining scen:
A romantic place
A good destination for a weekend getawai
A place with lots to see and do
An authentic place
A place that offers a unique travel experiencg
A place with unique shopping
A place to unwind |
A modern/contemporary city
A destination that is a good value for the monei
A good place for a family vacation
A good place for a business meetin

A place with a vibrant arts & cultural scene

A historical place

A place with an exciting food and dining scene
A romantic place

A good destination for a weekend getaway

A place with lots to see and do

An authentic place

A place that offers a unique travel experience
A place with unique shopping

A place to unwind

A modern/contemporary city

A getaway destination that is a good value for the money
A good place for a family vacation

No Answer

NBLINSaSyia ax+SNE STFSOGAC
G+SNE AYSTTFSOUADSt & dé
m Very Effectively Effectively
| 1
41.2% )
41.1%
45.4%
41.1%
45.1% J
43.9% |
41.4% ]
42.8% )
40.1% J
40.6%
] 39.5% y
29.0% )
274% |
28.9%
0% 20% 40% 60% 80%
Destination Regional
79.2% 76.1%
78.4% 75.3%
77.8% 74.2%
77.6% 69.7%
73.4% 69.7%
72.4% 67.3%
71.5% 64.8%
68.4% 60.5%
67.7% 62.6%
63.4% 57.1%
61.8% 55.3%
47.2% 43.8%
44.6% 42.3%
A good place to visit for a business meeting, conference or convention 43.7% 39.2%
56.4% 61.6%
FIGURE 83 - Question33: Overall, how effective do you think these advertisements are in portraying the
6ttt SrasS dzasS GKS FABS LRAyG aortsS o

following aspects ofAlexandria, VK
AYSTFSOGAGStee yR p
Base: Allespondents4,807 completed surveys.
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Survey respondents were asked how the ads they viewed would affect their likelihood to
visit Alexandrian the next year.Over 40 percent of responderfit that the ads made

them more likelyto visit AlexandriaOnly 4.percent said the ads had a negative effect on
their likelihood to visit, while 7.fercentwereunsure. The remainirtplf said they were

' yOKE YAPRIKSANI t A1SEAK22R (2 GAaArd ! f SElFyRNX

Figure 534: How did the advertisements you viewed today affect your likelihood to visit
Alexandria, VAor leisure in the next 12 months? (Select one)

LQY Y2NB fA1S8te |d BH% v RN
VA for leisure in the next 12 months.

A A . TI% " N
LQY fSaa tA1Ste |0 /7\37\' 'f SEI Y RNA
for leisure in the next 12 months.

Unchanged. | am not more or less 46.2%
likely to visit Alexandria, VA for
leisure in the next 12 months.

y 7.6%
L R2yQi )

0% 20% 40% 60%

Destination  Regional
LQY Y2NB fA18te (2 @GAaArd !t SEFYRNRIFZ ! ¥F2N 82%%3a dzNIB.3% y
Unchanged. | am not more or less likely to visit Alexandria, VA for leisure in the next 12 months. 44.8% 51.8%
LQY fSaa fA1Ste G2 graad '€ SEFYRNARIZ ! F2N 8864 & dzNB3%A
L R2yQl 1y2sd 8.0% 5.6%

FIGURE 384 - Question34: How did the advertisements you viewed today affect your likelihood to visit
Alexandria, VAor leisure in the next 12 months? (Select oBake: Allespondents4,807completed surveys.
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Those survey respondents who reported having made at least one #ilexandrian the
past year and who retlad seeing at least one of tlaels were asked if the ad or ads they
saw had in any way influenced their deaisto visitAlexandria 52.5percent of these
persons reported that the advertising did indeed influence theiisiec to visitAlexandria

Figure 535¢ You said that you recall seeing one or more of thkexandria, VAourism ads
that you reviewed earlier in the survey. Did this ad (or ads) you saw in any way influence
your decision to visiAlexandria, VAR

Yes, 52.5%

Destination Regional

Yes 55.6% 43.4%
No 44.4% 56.6%
No, 47.5%

TABLE 835¢ Question 35You said that you recall seeing one or more ofAkexandria, VAourism ads that you
reviewed earlier in the survey. Did this ad (or ads) you saw in any way influence your decisioAlexsisdria,
VA? Base: Respondents wivisitedAlexandrisandrecall seeing one or moteurismadvertisements 179
completed surveys.
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Those survey respondents who reported having made at least one #ilexandrian the
past year and who retiad seeing at least one of the ads were askeahat point in their
decision process they were when they savg tidvertsing. 40.ercentreport having been
at a point of potential influence.

Figure 536 - When you saw the advertisement(s) félexandria, VAwhere were you in
the process of deciding to travel? Please select the one option that best describes where
you were in your travel decision.

| had already decided to visit 59.8%
Alexandria, VA

| was interested in visiting
'f SEFYRNAEF S =+ IR
travel plans yet

N
X
<R
o]
[
_<
puls
u»

| was just considering destinations 9.5%

for a trip

8.4%

I had no plans to travel

0% 20% 40% 60% 80%

Destination Regional

| had already decided to visit Alexandria, VA 59.0% 60.4%

L 6Fa&a AYGSNBSAGSR Ay @GAraArdAy3d ! f SElFYyRRBI%S +132%d
| was just considering destinations for a trip 4.7% 18.9%

| had no plans to travel 9.4% 7.5%

FIGURE 86 - Question36: When you saw the advertisement(s) fslexandria, VAvhere were you in the

process of deciding to travel? Please select the one option that best describes where you were in your travel
decisionBase: Respondents who visitéigxandrisandrecall seeingne or moretourismadvertisements 179
completed surveys.
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The Alexandria CVA facilitajgsblic relations outreach efforts tgenerate earned media for
Alexandrialn total, 12.6percent ofresidentsof the area of studyeported having seen a
newspaper or magazine article about leisure traveéhiexandrian the past yearAt this

level, awareness of public relations is very close to the 14.4% reported for advertising. This
suggests that public reliains is highly efficient, given that spending on P.R. was one tenth
that of advertising

Figure 537 ¢ In the past 12 months, do you recall seeing ararticles in newspapersio
magazineg; either printed or onlineg that made you want to visit Alexandria, VA?

Yes, 12.604\

Destination Regional
Yes 12.8% 13.5%
No 76.4% 74.8%
Maybe / Not Sure  10.8% 11.7%

Maybe /
Not Sure,

No, 76.6%
10.9%

FIGURE 87 - Question37: In the past 12nonths, do you recall seeing aasticles in newspapers or magazirges
either printed or onling; that made you want to visit Alexandria, VB&se: Allespondents4,807completed
surveys.
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As PR efforts also extetmlinternet press, respondents were asked if they recalled seeing
any leisure travel features dmogs or other internet siteabout Alexandria In total, 91
percent repated having seen such a story online

Figure 538¢ In the past 12 months, do you recaéeing anyfeatures on blogs or
elsewhere online that made you want to visit Alexandria, VA?

Yes, 9.1%\

Destination  Regional

Yes 9.5% 9.4%
No 82.1% 82.1%
Maybe / Maybe /NotSure  8.4% 8.6%
Not Sure,
0,
8.2% No, 82.7%

FIGURE 88- Question38: In the past 12 months, do you recall seeing feayures on blogs or elsewhere online
that made you want to visit Alexandria, VBase: Allespondents4,807completed surveys.
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Similarly respondents were asked if they recalled seeing any leisure travel features on
television aboullexandria In total, D.6 percent reported having sedravetrelated
coverage of Alexandrian television.

Figure 539¢ In the past 12 months, do you recall seeing astgries or features on
television that made you want to visit Alexandria, VA?

Yes, 10.6%\

Destination Regional

Yes 10.5% 12.3%
No 79.3% 77.3%
Maybe / Not Sure 10.2% 10.4%
Maybe /
Not Sure,
10.1%
No, 79.3%

FIGURE 89- Question39: In the past 12 months, do you recall seeing stoyiesor features on television that
made you want to visit Alexandria, VBase: Allespondents4,807completed surveys.
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Likelihood to Recommendlexandria

Survey respondents were asked how likely they would be to recommierdndriaas a
place to visit. Intotal, 41RISNOSy i &l AR (KB&f ﬁ$l£“ af B2SRBE a2
322LISNOSy G alFAR 0KS& 4SNB aaz2yYSgKI G f)\léf“qbs

Figure 540¢ How likely are you to recommendlexandria, VAas a place to visiio family
members, friends and/or colleagues? (Select one)

. Destination Regional
16.7% Very likely 16.9% 19.0%
Very likely o Likely 25.0% 26.0%
Somewhat likely 32.4% 30.4%
T Somewhat unlikely 16.6% 16.2%
Likely 25.2% Very unlikely 9.1% 8.3%
Somewhat likel 82.2% Visitors Non-
y Visitors
- Very likely 42.8% 13.5%
s hat unliket 16.[7% Likely 35.8% 23.9%
omewnat unitkely Somewhat likely 15.9% | 34.2%
. Somewhat unlikely | 4.6% 18.1%
0, i 0, 0,
Very unlikely 3% Very unlikely 1.0% 10.3%

0% 10% 20% 30% 40%

FIGURE 80 - Questior40: How likely are you to recommerflexandria, VAs a place to visib family
members, friends and/or colleagues? (Select Bwe: Allespondents4,807completed surveys.
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This section presents a demographic profile of survey respondents. The findings of the
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Gender

Survey respondents skewed female, véth6percent being women.

Figure 6.1¢ What is your gender? (Select ope

Female | prefer
64.6% not to
___answer, R _
0.6% Destination  Regional
Female 64.7% 63.4%
Male 34.7% 35.8%
| prefer no 0.6% 0.8%
Male,
34.8%

TABLE 6.¢ Questiord1: What is your gender? (Select gnBase: Allespondents4,807completed surveys.
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Age

Survey respondents were fairly evenly spread amongst millennials, GenX and Baby Boomers
The mean age is3%6years.

Figure 6.2; Which best describes your age? (Selene)

Under 21
31.5%
21to 34
3510 44 Destination Regional
Under 21 5.7% 5.9%
45 to 54 21to 34 31.3% 33.8%
35to 44 15.9% 16.8%
55 to 64 45 to 54 16.0% 15.3%
55 to 64 17.2% 14.7%
65 to 74 10.8% 10.9%
65t0 74 75 or above 2.4% 2.1%
i 2 4% | prefer not to answer 0.7% 0.6%
75 or above Mean 43.8 42.8
. ' Mean = 43.6

| prefer not to answer

v

0% 10% 20% 30% 40%

FIGURE 6-Questiond2: Which best describes your age? (Select one.) Bagespgdndents4,807 completed
surveys.
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Employment Status

The majority of survey respondents are employed in some capdifity®o). 3.8 percent

are enployed fulltime and another 6.percent are selemployed. 13 percent are
employed parttime. With many survey respondents over the age of385percent are not
currently employed or retired.

Figure 6.3; Which best describes your curreemployment status? (Select one

Employed full-time

Employed part-time

Self-employed

Not currently employed /
retired

| prefer not to answer

13.8%

6.9%

'3.1%

39.8%

36.5%

0% 20% 40% 60%

Employed full-time

Employed part-time
Self-employed

Not currently employed / retired
| prefer not to answer

Destination
37.9%
14.0%

7.2%
37.6%
3.3%

FIGURE 6-3Question43: Which best describes your currarployment status? (Select ogrigase: All
respondents4,807completed surveys.

Regional
45.6%
13.7%

6.0%
32.2%
2.5%
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Formal Education

Figure 6.4 illustrates thatverthree quarters of survey respondents have at least some
college education45.6percent hold &leastad  OK St 2 ND&A REGPHNBB > Ay Of dzRA

who havea graduatedegree

Figure 6.4; Which best represents the highest level of formal educatipou have
completed? (Select one

1 18.5%
Graduate degree Destination ~ Regional
s q h I_ 5.0% Graduate degree 16.9% 25.9%
ome graduate sc oo_ Some graduate school 4.9% 5.7%
. R . O K & 5 R& &0 0
. F OKSE 2 NI @ 1% . I OKST 2NDd RSINES%  208%
] ld43a20AF 0SQa RSINRKS 6.5%
| A3220AF 0S8 6YNE & Attended some college 21.3% 21.6%
4 High school graduate 20.3% 17.1%
Attended some college 21.3% some high school or less 2.4% 1.7%
. o | prefer not to answer 1.2% 0.8%
High school graduate 20.1%
7 0
Some high school or less 23
| prefer not to answer ' 1.1%

0% 10% 20% 30%

FIGURE 6-4Questiond4: Which best represents the highest level of formal education you have completed?
(Selecbne)Base: Arespondents4,807completed surveys.
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Annual Household Income

The average annual household income of survey respondEsitd 090 with 54 percent
having an annual household income in excess of the $50,000 threshold.

Figure 6.5 Which of the following bestlescribes the combined annual income of all
members of your household? (Select one.)

Less than $25,000

$25,000 but less than $50,000

$50,000 but less than $75,000

$75,000 but less than $100,000

$100,000 but less than|
$125,000

$125,000 but less than_
$150,000

$150,000 but less than_
$200,000

$200,000 or more

| prefer not to answer

13.6%0

22.4%

18.7%

13.1%

7.8%

4.6%

Mean =

4.8%
' $74,090

4.9%

10.0%

0% 10% 20% 30% 40%

Destination Regional

Less than $25,000

$25,000 but less than $50,000
$50,000 but less than $75,000
$75,000 but less than $100,000
$100,000 but less than $125,000
$125,000 but less than $150,000
$150,000 but less than $200,000
$200,000 or more

| prefer not to answer

Mean

14.1%
22.1%
19.0%
13.5%
7.5%
4.4%
4.7%
4.6%
10.0%

$73,002

11.5%
22.2%
16.4%
11.2%
8.9%
5.1%
5.5%
7.6%
11.5%
$81,073

FIGURE 6-8Question45: Which of the following best describes the combined annual income of all members of
your household? (Select on8ase: Allespondents4,807completed surveys.
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Ethnic Background

Themajority (74.3%) of respondents are Caucasi@neater than ae in ten is African
American(11.8%) Asians representesl4 percent of respondents anidatinos 4.gpercent.

Figure6.6 ¢ Which best describes your race ethnic background? (Select ophe

1 74.3%
White/Caucasian
i 11.8% — .
Black/African-American Destination Regional
] White/Caucasian 77.0% 63.1%
Asian/Pacific Island 5.4% Black/African-American 9.3% 21.4%
sianfractiic Islander Asian/Pacific Islander 4.9% 7.9%
T . Hispanic/Latino 4.9% 3.4%
Hispanic/Latino 4.6% Other 1.9% 2.1%
4 | prefer not to answer 2.0% 2.2%
1.9%
Other '
| ¥ |2.0%
| prefer not to answer

0% 20%40%60%80%

FIGURE 66Question 46Which best describes your raceathnic background (Select onBase Al
respondents3,876completed surveys.
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Marital Status

Figure & (below) shows the proportion of survey respondents in each marital status
category.534 percent of survey resmdentsreported being married or in a domestic
partnership. More thana third (35.8%) of respondentare single.20.8 percent have
childrenunderthe ageof 18.

Figure 6.7 Which best describes your cuent marital status? (Select one

Single

Single with children
under age 18

Married/Partnered

Married/Partnered with
children under age 18

Other

| prefer not to answer

0%

FIGURE 6-Muestiond7: Which of the following best describes your current marital status? (Select Base)

10% 20% 30% 40%

Allrespondents4,807completed surveys.

8%

A%

Single
Single with children under age 18
Married/Partnered

Married/Partnered with children und

Other
| prefer not to answer

Destination
34.1%
4.9%
38.3%
16.7%
4.5%

1.4%

Destination Analysts, In6&7

Regional
40.3%
4.7%
34.3%
14.7%
3.8%
2.3%
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The complete survey questionnaire is presented following.
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Travel Survey

Thank you for your help with this survey. Please thoroughly read each question and carefully review any
imagesor other media shown to youlhe survey will take approximately-18 minutes to complete.

1. Are you 18 years of age or older?
¢ Yes
¢ No

2. In which state do you reside?
Connecticut
Delaware

District of Columbia
Georgia

Kentucky

Maryland
Massachusetts
New Jersey

New York

North Carolina
Ohio

Pennsylvania
Rhode Island
South Carolina
Tennessee

Virginia

West Virginia
NONE OF THESE

-

(S T N T e N N o N N T N N e N N o N T T

3a. Do you live within 50niles of Philadelphia?
¢ Yes
¢ No

3b. Do you live within 50 miles of Washington, DC or Baltimore, MD?
¢ Yes
¢ No

4. What is your zip code? Please enter it below.
Zip code:

4. Assume that you want to take a getaway trip in the Eastern U.S. You are considering a destination that is
historic picturesqueandromantic while offeringcontemporary diningunique shoppingarts and culture

nearby a major metropolitan aré&hich destinations in the Eastern U.S. first come to mind as offering this
experience?

Please list up to four (4) destinations that first come to mind in the spaces below.
1

2.
3.
4,

5. Which of these magazines do you recall reading or looking through at least once in the past 12 months?
(Select all that apply)
C Amtrak Arrive
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C Cooking Light

C Elle Décor

C Food & Wine

C Food Network Magazine
C Goad Housekeeping

C Pathfinders Magazine

C Philadelphia Magazine

C Real Simple

C Redbook

C Town & Country

C Travel & Leisure

C Virginia Living Magazine
C Washington Life Magazine
C Where Magazine

C Women's Day

C Washingtonian

C Washington Post Sunday Magazine
C Where Magazine

6. Which of the printed versions of these newspapers and news weeklies do you recall reading or looking
through at least once in the past 12 months? (Select all that apply)

C Alexandria Gazett@acket

C Alexandria Times

C Arlington Connection

C McLean Connection

C Mount Vernon Gazette

C Old Town Crier

C Potomac Almanac

C Springfield Connection

C The Express

C Washington Blade

C Washington Post

C TheWashington Informer

7. Which of these websites, web services and/or apps do you recall using at least once in the past 12
months? (Select all that apply)

C Expedia

C ExploreDC

C Facebook

C Google

C Smithsonian.com

C TripAdvisor

C Virginia.org

C Washington.org

C WashingtonBlade.com

C WashingtonExaminer.com

C WashingtonLife.com

C WashingtonPost.com

C AlexandriaGazette.com

C AlexandriaTimes.com

8. In the past 12 months, how many leisure trips (vacations, wegkémaays, and trips for other personal
reasons) have you takerPlease enter a numeric value below.
Leisure Trips:
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9. In the past 12 months, which of these cities did you visiefeure or other personal reasdr{€onsider
bothovernight and day visits. Select all that apply)

C Alexandria, VA

C Annapolis, MD

C Atlanta, GA

C Baltimore, MD

C Boston, MA

C Chicago, IL

C Miami, F

C New York City, NY

C Orlando, FI

C Philadelphia, PA

C Pittsburgh, PA

C Raleigh, NC

C Richmond, VA

C Washington, DC

C Williamsburg, VA

C NONE OF THE ABOVE

10. You said that you visited Alexandria, VA for leisure or other personal reasons in the past 12
months. How many trips foleisure reasondid you makeo Alexandria, VA in the past 12 months?
(Please enter the number below.)

Leisure Trips to Alexandria, VA:

11. In which month(s) did you visit Alexandria, VA on a leisure trip(s)? (Select all that apply)
C August 2013
C Sepember 2013
C October 2013
C November 2013
C December 2013
C January 2014
C February 2014
C March 2014
C April 2014
C May 2014
C June 2014
C July 2014
C August 2014
C Other

The next questions will ask you about the most recent leisure trip you took to Alexandria, VA in the past 12
months. Thus, if you took more than one trip to Alexandria, VA in the past 12 months, please only consider
your most recent tripn your responses.

12. Which best describes your reason for visiting Alexandria, VA on this most recent leisure trip? (Select

one)
¢, Vacation

Weekend getaway

Day trip

Visit friends or family

Attend an event (fair/festival, sporting event, concert)

Attend a personal event or wedding

Add-on to a business trip

[aX e C e T o O 0

13. Who were you traveling with on this trip to Alexandria, VA? (Select all that apply)
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C Spouse, partner or significant other

C Friends (another couple or couples)

C Friends(same gender)

C Friends (mixed genders)

C Children (your own)

C Children (others)

C Other family (reside outside your household)
C Solo

14. How many total days and nights was this trip in which you visited Alexandria, VA?
Total tripdays:
Total trip nights;

15. How many total days and nights did you specifically spend in Alexandria, VA on this trip?
Total trip days in Alexandria, VA:
Total trip nights in Alexanda, VA:

16. During this trip in which you visited Alexandria, VA, in what type(s) of lodging did you stay? (Select
all that apply)

C Paid accommodations (such as a hotel, motel or bed & breakfast) inside the city of Alexandria, VA

C Paid accommodations (such as a hotel, motel or bed & breakfast) inside the District of Columbia

C Paid accommodations (such as a hotel, motel or bed & breakfast) elsewhere outside of Alexandria,
VA or the District of Columbia

C Home rental (AirBiB, VRBO, etc) inside the city of Alexandria, VA

C Home rental (AirBnB, VRBO, etc) elsewhere outside the city of Alexandria, VA

C Residence of friend or family member inside the city of Alexandria, VA

C Residence of friend or family member elseweheutside the city of Alexandria, VA

C None of these (I was on a day trip only or just passing through)

17. Approximately how muchiN TOTAL did you spend on the following while in the city of Alexandria,

VA? (Please do not include any spending owgMkxandria, VA, e.g. any expenses incurred in

Washington, DC.)
Lodging (before tax)
Restaurants & dining
Retail purchases
Entertainment & sightseeing
Gas,parking & local transportation
Other

18. How many people did this spending cover (including yourself)?
Number of people:

19. How many people were in your immediate travel p@ngluding yourself)?
Adults age 18+:
Children under age 6:
Children age 6L0:
Children age 1113:
Children age 14.7:

20. Which ofthe following were IMPORTANT to your decision to make this visit to Alexandria, VA?
(Select all that apply)

C Well-preserved 18th and 19th century architecture

C Friends or family in the area

C 1 got a good deal on hotel, attractions or otherdraomponents

Destination Analysts, IncZ2



C Alexandria is romantic

C Alexandria is upscale

C Alexandria is familyfriendly

C Alexandria is a good value

C Alexandria is uncontrived and authentic

C Historic significance

C Art galleries/studios and other visualsart

C Walkable and easy to get around (do not need a car)
C Easy to get to by car, train, plane

C Clean and safe

C Waterfront location

C Public parks and green spaces

C Museums and historic sites

C Proximity to Washington, DC

C Restaurants, cuisine, food scene

C Unique shopping opportunities

C Special event and/or festival

C Theater and/or other performing arts/concerts/live music
C Nightlife

C Overall ambiance and atmosphere

21. Which of the following activitieand attractions did you participate in while in Alexandria, VA on this
trip? (Select all that apply)

C Attend a special event or festival

CVisit Alexandriads historic sites

C Take a history tour

C Visit art gallery or antique / design store

C Participate in spa, yoga or other beauty / wellness activity

C Stroll King Street ("Old Town")

C Visit Del Ray neighborhood

C Visit Mount Vernon

C Dine in restaurants

C Visit local friends/family

C Visit the Waterfront

C Boat Tour

C Bike Tour

C Torpedo Factory Art Center

C Shopping

C Attend a conference

C Attend a business meeting

C Birchmere Music Hall

22. Which other destinations did you visit on this trip in which you visited Alexandria, VA? (Select all that
apply)

C Washington, DC

C Tysons Corner, VA

C Arlington, VA

C Loudoun County, VA ("DC's Wine Country")

C Elsewhere in Northern Virginia

C National Harbor, MD

C Other. Please specify:

23. How familiar are you witllexandria, VA as a place to visit for leisure?
¢ Very familiar
¢, Familiar
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¢, Somewhat familiar
¢, Somewhat unfamiliar
¢, Unfamiliar

¢, Not at all familiar

24. How likely are you to visit Alexandria, VA for leisure or personal reasoti®enext 12 month®
;, Will certainly visit

Very likely

Somewhat likely

Somewhat unlikely

Very unlikely

Will not visit

I dondt know

[aoNe TN e N NS

25. In the past 12 months, do you recall seeing and/or hearing any advertisements (in magazines,
newspapers, visitors guides, online, in an app, or on the radio) for leisure travel to Alexandria, VA?
¢ Yes
¢ No
¢ Maybe / Not Sure

26. Where did/ou see and/or hear this advertisin@elect each of the following media in which you
recall having seen an Alexandria, VA travel advertisement in the past 12 months.)

C Magazine

C Newspaper

C News weekly

C Internet/Online

C Radio

C Mobile app

C Amtrak

C DC Metro

C Visitors Guide

C None of the above

We would like to ask you a few questions about some recent Alexandria, VA travel advertisements.

Please scroll down and carefully examine the eight (8) print advertisemeniglow. After reviewing
these ads please answer the question that follows.
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Let’s getcarried away.

Plan your escape at VisitAlexandriaVA.com
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