
Top 10 Insights from the  
2016 Simpleview Summit 

Vito Fiore 
Marketing & Research Manager 
Visit Alexandria Board Meeting 

June 20, 2016 



#1: Moneyball Mindset 
• The art of doing more with less 

• Look outside your own industry  

• Poor performers off team 

• Measure process, not just results 

• Singles, not home runs 

• Using data to make smarter 
decisions: 

$ in data $$$ impact 



#2: Google Changes =    Organic Traffic  

• More real estate taken up by 
ads and Google-curated 
content 

• Pushes organic results down 
the page 

• Impacts attractions, hotels, 
events, etc. 

• DMOs have seen reduced 
organic traffic since November 
2015 

 
 



#3: Finding the DMO Website’s Role 
• Inspiration, not just listings 

• Curate and create content 

• Do what Google can’t 
automate 

• Don’t be “digitally 
contestable” 

• “Be less like a 
directory, and more 
like a friend.” 



#4: Consumer-Brand Connection  

• It’s not just about the product, 
it’s what the association with the 
product says about the 
consumer 

• Consumers want to associate 
with smart, mission-driven 
brands 

• Identity and psychological bonds 

 

 



#5: Brand is Authentic, not Manufactured 

• Locus of control has moved 
from producerconsumer: 

• Less about what we say 
about ourselves 

• More about what people 
say about us 



#6: Project: Time Off 

 

 
 

• Average American uses only 16 
of 21 annual paid vacation days 

• $52 billion forfeited each year 

• $66 billion employer liability in 
2014 alone 

• Opportunity to grow the pie 

• Work martyr culture 

• The competition is the 
workplace, not just other 
destinations 



#7: What if Alexandria Disappeared Tomorrow? 
• What would be missing from 

the Earth? 

• “Don’t try to convince 
all people that we have 
what they want.  Find 
the people that want 
what we have, and tell 
them about it.” 

• Identify unique assets 

• Where do they intersect 
with consumer trends? 

• Then craft individual 
sub-brands 



#8: Content Marketing Grows Up 

• Leading the horse to water 

• Always on, not seasonal 

• Gauge organic performance and 
boost what catches fire 

• Owned social media not efficient 
distribution system 

• True viral content is rare; dollars 
are needed 

• Pay to play (native + social) 

 



#9: Video Overtakes Display 

• 18-34 watch twice as much online 
video as TV 

• Attachment to smartphone, extension 
of one’s self 

• Video 5 times more impactful on 
visitation than display ads (banners) 

• Inspiration, not clicks/booking 

 



#10: Conversion Rate Optimization 

• A/B Testing 

• Increasing Visitor Guide requests 
without harming user experience 

 



Thank you! 


