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MISSION 

To generate tourism and meetings that increase 

revenues and promote the City of Alexandria and 

its assets 

 
 

 

                         

 

 



Integrated Marketing Strategy 



THREE STAGES OF MARKETING 

• Advertising 
• Public Relations 
• VisitAlexandriaVA.com 
• Social Media 
• International 
• Meetings Sales 

• Web Listings  
• Publications 
• Local Advertising 
• Visitors Center 

• Experience 
• Sense of Place 
• Personal Service 
• Invitation to Return 

Before They’re 
Here 

Once They’re  
Here 

Delivering an 
Extraordinary Experience 



Data Inputs 



 

FY 15 YTD Results 
 

• Advertising ROI*:  $133:1 $171:1 (Visitor Expenditures) 
     $4:1 $6:1 (Tax Receipts) 
 

• Occupancy**      70.0%  ↑6.2% 
• Average Daily Rate**    $145  ↑ 8.6%  
• Revenue Per Available Room**  $101 ↑ 15.3% 
• Room Revenue**         ↑ 8.1% 

*Source:  Destination Analysts, ACVA 2014 Advertising Effectiveness and ROI Study 
**Source:  Smith Travel Research, April 2015 Alexandria CVB Lodging Report 



Primary 
Research 



King Street :30 ad 

http://www.youtube.com/watch?v=AGPnJOOq9-s 

 

https://www.youtube.com/watch?v=AGPnJOOq9-s
https://www.youtube.com/watch?v=AGPnJOOq9-s
https://www.youtube.com/watch?v=AGPnJOOq9-s


Secondary Research: Consumer Trends 
 

• 38 sites visited prior to booking* 

• DMOs’ share of visits has grown 30% since 2010* 

• Planning cycle: 21 days pre-booking + 17 days before 
visit = 38 days* 

• 2015: Millennials > Boomers 

• Millennials: Spend less, spontaneous, shorter trips 

•   Boomers:  Spend more, planners, longer trips 

*Source:  Expedia Media Solutions, The Travelers’ Path to Purchase, 2014 

http://visitalexandriava.com/


Secondary Research: Technology Trends 
 

•          search algorithms      responsive sites 
•  Smartphone minutes ↑27% to 1:25/day* 

•  Smartphone now surpasses tablet in travel spending** 

•  Live TV watching ↓ 7%*   

•  40% of households stream video* 

   
* Source:  The Nielsen Company 
** Source:  Adobe 2015 Summer Travel Report 



Example #1:  
Market Selection 



Geographic Trends 

2015 Forecast:  
• South Atlantic + 2.7%,  
( > N.E., Mid-Atlantic, Midwest) 
• International + 4% 



FY16 Media Market Selection Index 



Geographic Market Shift 
Data 

• South Atlantic region accounts for almost half of 
overnight visitation to DC region 

• Many competitors to the north 
• Market Selection index: Overnight visitation:      
     ƒ (distance, education, prior experience, web   
     engagement) 
 

Implication 
Advertising ROI varies by geographic market 

Decision 
Concentrate media buy on markets with the highest ROI  

Evaluation 
% Change in web engagement scores for selected markets 



Example #2:  
Digital Advertising 









Digital Media Adjustment 
Data 

• Ads on “Undertone” media vendor 

underperforming in post-click engagement  

• “Things to Do” landing page has lower bounce 

rate than homepage 

• Destination DC click-through rate and 

engagement outperforms other ad channels 

Implication 
Need to re-evaluate advertising channels and   

where clicks are directed 

Decision 
Replace Undertone in media plan, increase   

 investment in Destination DC ads, and change  

  landing page for ads to “Things To Do”  page 

Evaluation 
Continue to monitor click through rate and post- 

click engagement  



Example #3:  
Social Media 





Social Media Content Adjustment 
Data 

• Promoted Facebook posts with video have 

engagement over 6 times as high as other posts 

• “Top 10” roundup lists have higher engagement 

than other posts 

Implication 
Visit Alexandria’s social media audience prefers    

visual content and lists of things to do/places to visit 

Decision 
Future blog posts will incorporate lists, and include 

video when possible 

Evaluation 
Continue to monitor number of shares, number of   
clicks, etc. for promoted blog posts going forward  



Example #4:  
Pet-Friendly Niche Market 



Dog-Friendly Distinction 
Data 

• U.S. Spending on Pets:  $56 Billion  

• Spending Per Pet Owning Household:  $1,333 

• Pet Owning Households:  42 million or 36% 

• Number of Dog-Owning Households in Target 

Radius > 50 miles & < 200 miles:  4 million 

• Alexandria credentials: 2,400 rooms in pet 

friendly hotels, 18 dog parks, Canine Cruise, 

Yappy Hour 

Implication 
Opportunity to segment Alexandria based on meaningful 

market differentiator 

Decision 
Create dog-friendly content for ad, PR, web, blog, social 

media 

Evaluation 
Number of dog friendly press hits 

Making list of most dog-friendly destinations 



Pet-friendly :30 ad 

https://www.youtube.com/watch?v=bODZAHztgBw 
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Thank you! 


