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Mission +— What We Do

To attract visitors that

Increase revenues and

to promote the City of
Alexandria and its assets




CoreRuppesa— Why We 2ot

a Visitor economy

a Tax receipts
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Programst- How We [2oidt
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Visit AlexantiiaViakketihad fumgiel

A Advertising

A PR.

A Meetings Sales
A International

A Web

A Social Media

A VisitAlexandriaVA.com

A Official Visitor Guide, Official Map

A Visitor Center

A Promotions: Sidewalk Sale, Restaurant Weeks, et
AaSYOSNBQ hgy al N]SIAY3

A Product/Service Line
A Pricing

A Customer Service
A Invitation to Return
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Visitor Economy_Overview
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DESTINATION

REGIONAL VISITORS

VISITORS

ALEXANDRIA
RESIDENTS




Non-Resttents deenernate 4846 iVtitliom in
City LcatigipgRRestaurai 8aHaleskkaxes

m EDUCATING

averg?;\gg%lﬁgghold 2 ,662
$666 public school

PER YEAR students




JolbssSuppared by oloiimsm

6,546

6,340
6,150 6,171

2013 2014 2015 2016 2017




Alexandiia ThaxRRecetptsdromoliasism
(Home llocation 550-+ninHes)

$27.4
$26.6
$25.5
$24.2

2013 2014 2015 2016 2017

Millions of $




Hotel Qecuwpangy

FY14 FY17 FY18




How DeesrAdexandhniacompare?

B Occupancy | Average Daily Rate

16.4% 69.7% 12.4%

66.3%




Visit AlexanttaNvonthlyddashboard

Lodging Revenue per Available Room
Future Meeting Sales Leads Generated
Press Hits

Major Press Hits

Total Web Visits

Highly Engaged Web Visits

Total Membership

Visitor Center Traffic

Net Income

1.
2.
3.
4.
5.
6.
7.
8.
9.
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National Trends




Economy s§isepg Q18201 i fRisks2202

Global/US peak was in 2018, leading
Indicators flattening AVeryLongBull
2019 still positive

2020 Risks: Deficits, Interest Rates,
Trade Wars

Past 10 years increasing share of
wallet on travel

Do oo Ix



DCandCCompression
A Hotel demand Oct 2013ept 2018
o DC downtown +3.2%
o DCregion +1.1%
(22nd out of top 25 metros)
A C DCcitywide conventions
A DC accepting more government trave
A Absorbing business that used to go t¢
suburbs
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Mobile Phone Usage in Travel Planning

T

Percent using in past 12 months 64.7%

50%
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Growing |mpottanecodOQiticKititrivavel

A Road trips, shorter weekend
getaways, regional drive

A Visiting friends & relatives (VFF._—= -
still biggest reason to travel

A Add-ons to business or VAR

A Destination marketable trip§




The BariisiHigheniMake Hppic

A Digital social connectedness
Infinite content”A Need a
322R NBlazy ﬁﬂhk
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physical experiences
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FY 2019 Highlights




Advertising
Purpose:
Build foundation of awareness + drive inquiries

Highlights: T - .
[ . . . . . . ‘ rﬂ\ Lf | :
A Qver 32 million Impressions in paid digital TALEX ANDRIA
dISp|ay and SOCIaI* likes a quick rldetoD.C.— ” likes a slower pace.
A 1.7 million video completions across YouTube ~ otpTOWN

and inarticle preroll*
A 44% increase in regional paid search traffic
(FY19 to date) ,
A Regional ad campaign launching i
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Advertising

" o
The best-kept

DC TRAVEL SECRET /¢
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https://www.youtube.com/watch?v=HsZRPYOh Dc
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https://www.youtube.com/watch?v=HsZRPYOh_Dc

Digjital Marlkelﬂmg =

‘5' '“’ ININGSIO DO RESTAURANTS OLD TOWN HOTELS PLAN

Convert ad leads into sales,
provide onestop inquiry
fulfillment, generate social medi
buzz and worebf-mouth

Last chance for
#ALXRestaurantWeek! Explore

the West End neighborhood's
hidden gems like Tempo.

Highlights: o |

A 2.1 million annual web visits (+7%) ~ =% .

Anc: FNB aSy 3l 35 R
minutes on site, SigIps) ’

A 138,000 social media followers

VISItALX  minesToDo  FO0DGDRINK  ARTS  SHOPPING fv @ 9P i a

4

VISITALEXANDRIAVA.COM G
23rd Annual Art on the Avenue | Alexandria, VA 22305 X { The Ultimate King Street
Art on the Avenue is a multicultural arts festival celebrating our community’.... el ; . ",{,‘,’,’;f,""f,ﬁ,."',‘,’;{" £ 0




uroose. Pulblic lRélaiitons

Build foundation of awareness and drive inquiries

Highlights:
A 710 stories placed in 8 months (+6%)

A 107 major press hits15%)

[Fdveler  ©@Expedic  Forbes

The Telegraph  Southermliving  The Washington Post
EST ShermansTravel  -instinct i

PRODUCTS
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G2l aKAy3Ia2yAlya FINB it Ay 2y (0KS aSONBOX odzi Al &@a yz
charming, historic city just across the Potomac River from our nation's capital, is a finatkavelers and future residents/al] S

Travéler
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Why Alexandria, Virginia is Your Next LGBTQ Destinafibis isAlexandria, Virginia, which is located about 20 minutes
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201819 Aceotades

v BestSmallCitiesin the U.S (Alexandria#4)
T CondéNastTravelerw S | RGhbideWwards
v #1 BestValueU.S TravelDestination(Alexandria#l)
T MONEY
s TheSouth'sPrettiest Cities(Alexandria#14)
T SouthernLiving
+  Most DogFriendly Vacation Destinations in the U.S.
T Expedia
s BestBike Citiesin America(Alexandria#25)
T Bicycling

g Safest Cities in America (Alexandria #2)
T SmartAsset



https://www.southernliving.com/souths-best/prettiest-cities#alexandria-va-pretty-city
http://time.com/money/page/best-places-to-travel-2018/
https://www.southernliving.com/souths-best/prettiest-cities#alexandria-va-pretty-city
https://viewfinder.expedia.com/features/most-dog-friendly-vacation-destinations-in-the-us/#Alexandria
https://www.bicycling.com/culture/a23676188/best-bike-cities-2018/
https://smartasset.com/checking-account/safest-cities-in-america-in-2018

Meetings&lh@mimlsswes
Purpose:

Generate meetings, group and international busine i ==

Highlights: 0 Y I B,
Aa/f2z2asS G2 5/ 3% CIF NI TN FA#"‘F%LgsJEoX%EC;ED
A ALX Networks launched m [0 A e %
A Bleisuré U NI} OSf —\~,@| g
A $27 million in leads generated YTB%) £
A Leveraged partnerships to maximize

international reach e R

e —

(EC AT T ) — )

~ MEETINGS

SECION pestination VIRGINIA . e A T A AXEXTRAPERIS

IS FOR. N V A oesTiaTion " 03 65 | e
AAAAAA DC &% N© T




King SStreetCCoftidorinitigtive

STREET

Purpose:
Ensure vibrant downtown core, compete with wklhded
neighbors like the Wharf, Yards, MGM/National Harbor

INITIATIVE

Highlights: T
A 9,000 attendees at fall Portside festivasss
A 124 press hits :

A Raised $175,000 as pubpdvate . e\,
partnership W .
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SeasonaPRyemotion

mll.mm mm;

PARKWAY
ACLASSIC

APRIL 28,
2019
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MAKE OLD TOWN PART OF =TI L LI [T T SeEREEENS
YOUR HOLIDAY TRADITION. (=g 7 /'\' !“ L[]
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OLD TOWN
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Member & Vistior Ssevriiees

Purpose:
Increase length adtay, repeat visitation and member

connection

Highlights:

A 372 members, record high

A 88% Member retention rate

A 56 new members in first 8 months
A Visitor Center garden redesigned

~ EXTRAORDINARY
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SMALL
CITIES

IN THE U.S.

= Condé Nast Traveler Readers’
Choice Awards, 2018

Charleston, SC
Santa Fe, NM
Savannah, GA
Alexandria, VA
. Sarasota, FL
Sedona, AZ
Monterey, CA
Asheville, NC
Greenville, SC
10. Key West, FL
1. Portland, ME
12. Napa, CA
13. Palm Springs, CA
14. Newport, Rl

. Santa Barbara, CA
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EST. 1749

AlexandriaVA



Pudziigit AlfcdethArLl.

IN THE U.S.

2018 Condé Nast Traveler

EST. 1749

VisitAlexandriaVA.com

~
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https://www.youtube.com/watch?v=FVy5aK8SM

VISIT


https://www.youtube.com/watch?v=FVy5aK9-lSM

VISIT
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King SStreetCCotitddomnitigtve

STREET

INITIATIVE

.
_’!




Executivel keacleishiprBgegram

Position Alexandria as the premier
location for small executive meetings
Programs: Leadership, team building
Facilities: Unigue, historic, innovative
Destination: Inspirational, accessible,
walkable, friendly

Packaging: Onstop for: facility, hotel,
transportation, oftsite events, dining

Do ToTooT




