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STR National Hotel Forecast

Source: STR Forecast, May, 2020



Unemployment by Industry



2020 Employment Outlook

Oxford Economics expects a 24 million job loss in April, implying that travel-related jobs 
will comprise one-third of this decline.



2020 US Tourism Revenue Outlook



Alexandria Business Impact Survey

Mar 4-10 Mar 16-22 Mar 31-Apr 6 Apr 13-19 Apr 27-May 3

Restaurants -5% -79% -74% -67% -74%

Hotels -36% -57% -95% -84% -71%

Retail -1% -44% -67% -71% -66%

Attractions -6% -48% -75% -68% -83%

Other -11% -59% -44% -63% -79%

Total -10% -62% -70% -70% -74%



Consumer Sentiment



Money Concerns

Source: Destination Analysts



Safety Concerns

Source: Destination Analysts



What Feels Safe?

Source: Destination Analysts



Safety Guidelines Impact

Source: Destination Analysts



Conference Outlook



Supporting Local

Source: Destination Analysts



Travel Interest



Re-Entry



First Activities



Pricing as a Motivator 



Shift to Regional Travel



Weekend Getaway Next 30 Days



Ready to Receive



Ready to Receive



Our Approach:
Market Prioritization



Approach: Market Prioritization

Local Regional Drive Fly

Couples/Friends

Families

Meetings



Market Prioritization
Questions for each market combination

1. What is the consumer mindset?

2. How can travel fill that need?

3. Why is Alexandria unique in filling that need?

4. What offer (if any) do we need to reach this market?

5. When do we need to deliver the message?

6. What are the right media to deliver it?



Stages of Implementation
Determined by government policy and consumer sentiment, not calendar/linear

Stay 
At Home

Travel 
Permitted

Safer 
At Home

Relatively
Open

Comfortable, 
but Cautious



Recovery Strategies



ALX Promise Program
Safety Standards & Messaging:
• Work with Business & Public 

Space Reopening Team and 
Health Department to establish 
clear set of safety standards, 
business pledge and training

• Communicate safety 
commitment to public with 
friendly & fun tone

• Provide on-site branding for 
businesses who adopt safety 
standards

• Offer branding for member use 
and on web site listings

ALX Promise



Drive Market Emphasis
Geography:
• 3-hour radius* to start
• Virginia, Maryland, DC Metro, 

Pennsylvania, Delaware
• Expand outward over time

Message:
• #3 Best Small City in U.S.
• Getaway
• Historic charm
• Driveable
• Value
• Flexibility
• Safety Standards



Flex Getaway Hotel Package

Offer:
• Starting at $69/night
• Fully flexible 
• Stay 2 nights or more and get 

up to $120 in added values:
o Free Overnight Parking
o 2 Key to the City 

Attractions Passes
• Valid through Dec. 31, 2020
• Perfect for visiting 

friends/family



Content Strategy
ALX at Home (launched March 16):
• Web hub to support local business 

during social distancing
• 200+ ways to support small businesses
• 100+ restaurants, 50+ boutiques, 11 

attractions, 6 arts organizations

ALX at Home Results (through May 11):
• 3.7 million marketing impressions
• 100 press hits
• 166,000 pageviews on ALX at Home 

landing pages
• 110,000 pageviews on member listings



Content Strategy

Phased Promotion of In-Person 

Experiences:

• Safety pledge program
• Leverage friends/family travel
• Things to Do Now page and 

weekend itinerary
• Only in ALX
• Launch of themed trails and 

walks: sweets, boutiques, 
brewers, architecture

• Paid advertising, media relations 
and social media continue



Meetings & Group Sales
Key Strategies:
• Small meetings focus
• Trends: Regional, cost-effective, hybrid
• Themes: United community, flexibility and safety
• Message: #3 Best Small City in your backyard
• Benefits: Full-service planning, destination attributes
• Key Targets: 

o Major 3 third-party planning companies 
o Domestic tour operators and weddings
o DMV, Financial, Health Care

• Value Added: ALX Extra Perks and ALX Insider Perks
• Leadership Collection: “From Survive to Thrive”



Connecting and Informing

Key Strategies:
• Industry specific webinars
• Virtual membership meetings
• Leadership Collection recovery webinar
• Research roundups
• Business impact surveys
• Member/partner updates



Visitor & Member Services

Key Strategies:
• Reopen June 11 with adapted space
• Ongoing updates of businesses and 

attractions open/closed
• 2021-22 Visitor Guide w/new vendor
• 50% Dues Relief Plan



Finance & Operations

Key Strategies:
• Neutral budget over two years
• $170K of FY 20 media buy →FY 21
• Ongoing budget adjustments with City
• Wage & hiring freeze
• Blend telework and office adaptation 
• Cloud server and full remote access
• Office move planning, with lease expiration in 

October 2021
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Values

Nimble Flexible

Healthy & SafeConsumer Centric

Partnering

COVID 19 Impact
• Nationally
• Statewide
• Locally

Strategies
Convening & Informing

Content Strategy
Recovery Marketing

Consumer Sentiment
• Safety
• Flexibility
• Personal Finances
• Buy Local
• Pent-Up Travel Demand

Stages of Reopening:
1. Stay-At-Home
2. Safer-At-Home
3. Travel Permitted
4. Comfortable, but Cautious
5. Relatively Open

• Trails
• Small Meetings
• Virtual Capability
• Dues Relief
• Office Relocation

• Reassuring Safety
• Drive Market
• Flex Getaway Package
• ALX At Home
• Only in ALX

Plan Highlights:

Leading



Comments/Questions?

• _________________________________ 
• _________________________________ 
• _________________________________ 
• _________________________________ 
• _________________________________ 
• _________________________________ 
• _________________________________ 



VisitAlexandriaVA.com | #VisitALX

Thank You!


