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Welcome!

Patricia Washington
President & CEO, ACVA




Alexandria Convention and
Visitors Association
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Bylaws Amendments

Tobias Arff
Chair, Visit Alexandria Board
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BYLAWS UPDATE
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| Key Changes: |
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| A Permitting the annual meeting to occur in October |
: A Adjusting the quorum required for membership or board voting to a percentage,
| rather than a fixed number |
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: A Permitting one extra year of board service for the Vice Chair and Treasurer :
! A Aligning the timeline of the annual plan and budget with the City annual !
: planning process :
| A Allowing for future bylaw votes to occur by eitherperson or electronic voting |
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Alexandria Visitor Survey Findings

Erin Francig€Cummings
Destination Analysts




Destination ¢Analysts

Alexandria Visitor
Research

Erin Francis-Cummings
Visit Alexandria Tourism Marketing Forum




About This Research

Methodology Objectives

AOnline survey A Calculate Return on Investment of Advertising
Campaign

A4,808 random households _ _
A Generate Marketing Insights

ATwo geographic areas

AWashington, DC and Baltimore
DMAS dwS3IA2ylfé& 6blyyTo

AThe surrounding region 400 mile
radius of Alexandria, excluding
Washington, DC and Batimore
DMAST d 5SaGAYlFGA2YEé OblToZdomy

ATop line data: Reliability of +/1.2%
(95% confidence level)




Return on Investment

ncremental Trips: 593,001
ncremental Visitor Spending $176,611,889
ncremental Taxes Generated $6,105,872
Alexandria CVA Investment  $1,035,244

Visitor Spending RO $171:1
vs. ($133:1in 2010)
Tax RO $6:1

vS. ($4:1 in 2010)




% Visited Alexandria in Past Year

(Leisure)

Regional Destination

m Visited

®m Did not visit




Accommodations (% of visitors)

Question: During this trip in which you visited Alexandria, VA, in
what type(s) of lodging did you stay?
(May not add up to 100%, as multiple responses permitted)

) 15
Hotelin ALX =

Hotel outside ALX

Stay w/ friend/relative M Regional

M Destination

Home rental

Daytrip 69.4

80




Why Alexandria

Question: Which of the following were IMPORTANT to your decision
to make this visit to Alexandria, VA?

Restaurants, cuisine, food

Proximity to Washington, DC =

Easyjto pet fe bytar\taln, piahey | : » 38.7%
Clean and safe 33.6%
Walkable and easy to get around (do not need a car 31.4%
Waterfront location 30.5%
Overall ambiance and atmosphere 30.1%
Historic significance 28.9%
Well-preserveo Oth century architecture 22.5%
Alexandria is family-friendly 20.9%
Unique shopping opportunities 19.1%
Alexandria is upscale 17.0%
Museums and historic sites 16.4%
Public parks and green spaces 15.6%
Alexandria is a good value 15.2%
Art galleries/studios and other visual arts 14.8%
Alexandria is uncontrived and authentic 14.1%
Alexandria is romantic 13.7%
Special event and/or festival 12.3%
Nightlife 10.5%
| got a good deal on hotel, attractions or other travel components 8.6%
Theater and/or other performing arts/concerts/live music 5.5%




Activities in Alexandria

Question: Which of the following activities and attractions did you
participate in while in Alexandria, VA on this trip?

Dinein restaurants 59.8%
Shopping 42.4%
Stroll King Street ("Old Town") 41.8%
Visitthe Waterfront 36.6%
Visitlocal friends/family 26.5%
Visit Alexandria's historic sites 21.0%
Torpedofactory Art Center 19.4%
Visitart gallery or antique / design store 17.8%
Visit Mount Vernon 16.2%
Takea history tour 10.9%
Attend a special event or festival 9.5%
Visit Del Ray neighborhood 7.9%
Boat Tour 6.9%
BirchmereMusic Hall 6.7%
Bike Tour 6.5%
Participatein spa, yoga or other beauty / wellness activity | 5.5%
Attend a business meeting 3.2%
Attend a conference 3.0%




Other Destinations Visited

Question: Which other destinations did you visit on this trip in which
you visited Alexandria, VA?

_ 0
Washington, DC 4.3%
| 00
Arlington, VA 26.9%
_ Q
Tysons Corner, V£ 21.8%
_ 0
Elsewhere in Northern Virginia 18.5%
National Harbor, MD 17.0%
Loudoun County, VA ("DC's 5.3%
Wine Country") )
Other 9.9%
. . -~

0% 20% 40% 60%




Spending in Alexandria

Average Spending per Trip
Alexandria:

$297.83

Question: Approximately how much IN TOTAL did you spend on t
following while in the city of Alexandria, VA? (Please do not incluc
any spending outside Alexandria, VA, e.g., any expenses incurred
Washington, DC.JAVERAGE ALL VISITORS

Restaurants $106.11
Lodging $49.90
Retail $48.39
Entertainment & Sightseeing $42.88
Gas, parking & transportation $41.49
Other $9.(I)6/ p P

Vean=$29783 g0 $50 $100 $150




Spending in Alexandria

DEY

Hotel VFR :
Tripper

Hotel guests represent the FEENCIE ¢15006  $110.13  $87.62
highest economic impact to
all sectors of Alexandria.

Outside of lodging, REiEl $44.24  $36.57 $20.49
Destination and Regional

visitors spend similarly. Entertainment
& Sightseeing $50.82 3$44.67  $9.11

ety $105.26  $16.98  $0.00

Gas, parking ¢
localtransit

$45.37 $47.28 $11.72

$10.56 $9.65 $1.63

$406.30 $265.26 $130.57
129 53 290




Digital Resource Usage

Question: Which of these websites, web services and/or apps do

you recall using at least once in the past 12 months?

Google
Facebook_ 6{3%
Expedia_ 37.0% 71.8%
TripAdvisor | 35.7%
WashingtonPost.com_ 16.1%
Smithsonian.com_ 10.9%
Virginia.org | 6.0%
Washington.org | 3.8%
ExploreDC_ 3.5%
WashingtonBIade.com_ 2.1%
WashingtonExaminer.com_ 2.0%
WashingtonLife.com_ 1.8%
AIexandriaTimes.com_ 1.4%
AlexandriaGazette.com| 1.3%
| | | |
0% 200 40% 60%  80%




The Extraordinary Alexandria Effect

Question: After viewing this series of advertisements,
overall, how effective do you think these advertisements a
in portraying Alexandria, VA as a place you would enjoy
visiting for leisure reasons?

Unaided recall (%)

A%
Very effective
Advertising 14.4 |
) 46.1%
Effective
Merther effective nor 19.0%
.. ineffective
Travel Stories in 126 -
Media : Ineffective 6.4%
| 2.8%
Very ineffective
0 20 40 60 ]
No opinion; | don't know 4'33?// / /

0% 200 40% 60%




Likelihood to Recommend

Question: How likely are you to recommend Alexandria, VA as a
place to visit to family members, friends and/or colleagues?
(Among all those who have visited Alexandria)

m Likely = Unlikely




Thank you

Erin FrancisCummings
erin@destinationanalysts.com
415.716.7983
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National and Regional Trends

Vito Fiore i
Office Manager & Research Analyst, Visit Alexandric
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#2: Holiday retail spending up vs. 2013 (%!change

Sources: National Retail Foundation 2014 Holiday Retail Report, ACVA 2014 Holiday Ret



