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FY 2017 Headlines



Visitor Spending in Alexandria 
(millions)
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Jobs
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Tourism Tax Receipts
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City Tax Revenue from Visitor Spending (millions)

Source: 2016 Economic Impact of Domestic Travel on Virginia and Localities, Virginia Tourism Corporation
Data is based on macroeconomic modeling and provides an estimate of receipts, not an accounting of actual taxes and 
receipts.



Occupancy

Source: Smith Travel Research
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Revenue Per Available Room (RevPAR)

Source: Smith Travel Research
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How Does Alexandria Compare?
Occupancy and Average Daily Rate

Source: Smith Travel Research; D.C. Suburbs includes Arlington County, Fairfax County, and 
Prince George’s County (MD). July 2016-June 2017.



Community Impact



Source: 2016 Economic Impact of Domestic Travel on Virginia and Localities, Virginia Tourism Corporation
Data is based on macroeconomic modeling and provides an estimate of receipts, not an accounting of actual taxes and 
receipts.







Source: Alexandria Economic Development Partnership



Source: Longwoods International, TTRA Marketing Outlook Forum 2015



Visitors support all Alexandrians.



FY 2017 Key Activities



What We Do



New Advertising Campaign Launched



New Advertising Campaign Launched



New Advertising Campaign Launched



Advertising ROI

Source: Advertising Effectiveness and ROI Study, Destination Analysts, San Francisco, 2014



IPW International Showcase

Reached 1,000+ Tour 
Operators and 500+ Media



User-Generated Content Expanded



Mercy Street Season 2

100+ million ad 
impressions across 

Seasons 1 and 2



LGBT Initiative Launched

LGBT travelers spend $57 
billion annually,

travel more, spend more 
and stay longer



Key to the City Expanded

Sales      86%



Key Performance Indicators



Key Performance Indicators
1.94 MILLION WEB VISITS   4%



Key Performance Indicators
110,000 SOCIAL MEDIA FOLLOWERS   29%



Key Performance Indicators
$40 MILLION MEETING LEADS   4%



Key Performance Indicators
76,000 VISITOR CENTER GUESTS  24%



Key Performance Indicators
1,023 PRESS HITS  - A NEW RECORD  11%



Increasing 
Alexandria’s 

Global 
Recognition



FY 2018 Preview



Visually Driven Itineraries



Welcoming National Science Foundation



New Marketing Partners



Targeting Group Segments



Increased Video Content



Engaging Alexandrians in 
Welcoming Guests



360° VR, Video & Photography Experiences



#VisitAlexandria360



Visit Alexandria 360 available on:

1. VisitAlexandriaVA.com

2. Smartphone app

3. Virtual reality headset via app



2+ minute 360/VR video plus over 20 sites to explore. 
See the full virtual experience at VisitAlexandriaVA.com/360

http://www.visitalexandriava.com/360


VisitAlexandriaVA.com/360

http://www.visitalexandriava.com/360


https://youtu.be/Q8Tw3_n1sJs

Member 360 Degree Photography Demo

https://youtu.be/Q8Tw3_n1sJs


Let’s Get Together.

VisitAlexandriaVA.com


