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Dear Friends and Members:

Fiscal Year 2021 was a year of resiliency and recovery. In the summer and fall of 2020, we were still reeling 
from a pandemic that would not go away. By December, hope had emerged with the launch of vaccines. 
Ambitious vaccination rollouts in the winter and spring of 2021 boosted our optimism. And as summer began, 
visitors, many regional and local, returned. Our restaurants and shops filled again, and with them, critical 
revenues that power our economy, fund City services and provide jobs to our residents.

In so many instances, the key to Alexandria’s resilience and recovery was partnership. Business leaders 
invested, adapted and pledged their commitment to safety through ALX Promise. City Council, departments 
and partner agencies introduced zoning and economic adaptations that enabled outdoor dining and shopping, 
curbside pickup, expanded alcohol sales, grants and revenue flexibility that improved cash flow. But the most 
critical partners in the recovery were our frontline and behind-the-scenes staff members who pulled together 
and welcomed visitors back as hospitality demand returned. We are so grateful to all of you.

At Visit Alexandria, our team was also committed to ongoing adaptation. As conditions and the market shifted, 
so did we. Adjusting our message and timing, we were able to capitalize on resurgent demand at the end of 
the fiscal year. Sales, meals and lodging taxes, though still below their pre-pandemic peak, finished $6 million 
higher than originally forecast. Marketing impressions, web traffic and membership all grew. We obtained over 
1,000 media stories with record broadcast coverage. And Alexandria was named a Best Small City in the U.S. 
for the third consecutive year by Condé Nast Traveler—this year ranking #3. 

As we entered Fiscal Year 2022, there still remained challenges to our continued recovery. New variants, 
emerging inflation, labor and supply chain shortages all pose obstacles. But if this pandemic has taught us 
anything, it’s how to stand up and meet challenges.

At Visit Alexandria, we are committed to working with all of you to continue our recovery through expanded 
advertising, new campaigns to reach diverse visitors, a new website, promotion of our neighborhoods and 
waterfront and the return of business meetings. Thank you for standing with us and ensuring that we continue 
this recovery that means everything to our City, our residents, our employees and our guests.
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ECONOMIC 
IMPACT
Each fall, the Commonwealth of Virginia releases data 
for all municipalities measuring the economic impact of 
the tourism sector in the prior calendar year. In 2021, 
because of the COVID-19 pandemic, the Commonwealth 
expanded its analysis to include a forecast of the impact 
of the pandemic into the next two years, 2021 and 
2022. The graph to the right demonstrates the steady 
upward trajectory of Alexandria’s performance through 
2019, and the subsequent effect of the pandemic and 
forecasted recovery.* 
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*Source: 2020 Economic Impact of Domestic Travel on Virginia and Localities, 
Virginia Tourism Corporation”. Data is based on macroeconomic modeling and 
provides an estimate of receipts of actual taxes and receipts from visitors 
traveling from a radius 50+ miles outside of Alexandria. Note: because of the 
change in VTC’s research partner in 2021, data reported in prior Visit Alexandria 
Annual Reports is not directly comparable to data reported here. 
**Source: 2020-2022 Analysis and Forecast of COVID-19’s Impact on Virginia’s 
Visitor Economy, Tourism Economics
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COMMUNITY 
IMPACT

WHAT’S AT STAKE? 
Consumption tax revenues are critical to support City services. In Fiscal Year 2021 
Alexandria’s combined sales, meals and lodging tax receipts were initially forecast to 
come in at $53 million, but recovered by year-end to actually deliver $59 million.

SALES, RESTAURANT & LODGING TAX RECEIPTS ($MILLIONS)

EST. ACTUALSources: FY 15-21 Actual, City of Alexandria Revenue Dept.
FY 21 Estimate, City of Alexandria Approved FY 22 Budget

Source: City of Alexandria Revenue Dept.
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Retail and restaurants led our 
recovery, but the hotel sector 
is still lagging.

Alexandria’s hotel occupancy is 
starting to recover, and finished 
the year above 50%. We have 
been recovering faster than key 
regional peers, but there is still 
a long way to go to return to 
pre-pandemic levels.
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RESILIENCE,
RESTRUCTURING
& RECOVERY
Fiscal year 2021 tested us in many ways as the coronavirus persisted long beyond all initial expectations. Alexandria was 
not content to ride out the pandemic—instead we met the challenge with an adaptive multifaceted approach to business 
recovery. The City of Alexandria, Alexandria Economic Development Partnership, Alexandria Health Department and Visit 
Alexandria coordinated a response that included relaxing restaurant regulations, supporting outdoor dining and retail, 
launching safety branding, providing grant support, conducting workshops and promoting to local and regional markets.  

The 100 Block of King Street became pedestrian-only

Al fresco dining drew patrons back to restaurants

Over 400 Alexandria businesses took the 
ALX Promise pledge to protect guests and staff
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MEETING THE MOMENT

30-second video

Digital banner campaign

Key to our response and recovery was the ability to create content, adapt promotions and adjust media 
timing to ensure that our marketing was resonating with consumers and meeting the moment.  

Consumer research told us that “outdoors” and “small cities” were key attractors.

Expanded promotions 
like Shop Small Week 
and Sidewalk Sale 
attracted shoppers.

Our expanded, walkable waterfront was a new asset to promote.

OUTDOORS

RETAIL

THINK SMALL CAMPAIGN

WATERFRONT


