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* Note that these stats represent those that visited Alexandria from the survey audience and not necessarily all Alexandria visitors in general. For example, the survey audience was age 24+,
so the median age is likely artificially high. The survey audience also focused on Eastern US markets, so the demographics of visitors are biased towards visitors from those markets. 



1) History is Top of Mind
Those that love 

Alexandria value the 
following more than 

other travelers:

History
Small City Intimacy

Healthy Lifestyle
Arts and Culture

Beautiful Architecture
Cultural Diversity

Sophistication





2) Water Moves People
76% say they find Alexandria’s waterfront setting motivating for visitation 

Only trails 1) Walkability and 2) Old Town



3) Shift to Building Awareness



3) Shift to Building Awareness
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West/Florida
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#6 Aspen #7 Monterey #8
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Tourism Budgets of Condé Nast Traveler Readers’ Top 10 Small Cities



4) DC is a Double-Edged Sword

Positive – 72% rate proximity to major 
attractions as good or very good

Negative – Perceived weaknesses: 
Expensive and Congested

Overcoming these weaknesses? We are 
the solution to these problems.



5) Destination or Home Base?

PAST VISITORS:



6) Affirming the Media Strategy

Other than word of mouth, most important 
channels for inspiration:

1. Online search
2. Travel review sites

3. Magazine and online articles

Social Media top channels:
1. Facebook
2. Instagram
3. YouTube



7) A Value (Not Budget) Destination

Expense is a WEAKNESS. 
(#1 negative perception)

BUT affordability compared to DC is an ASSET. 
(#4 positive motivator)

Much of our audience 
“happily spends more for higher quality things”



8) Service and Satisfaction

82% were satisfied on prior Alexandria trip

56% rated Alexandria as 4 or 5 out of 5 on 

being “welcoming”



9) Accolades are Powerful

When presented in interviews, many found 
them surprising

Independent verification of national 
significance/stature

3 in 10 travelers get travel ideas from 
magazine articles



10) Opportunity to Extend 

“Bleisure”: 65% of those in the DC area for business would find 

staying an additional night or two in Alexandria appealing

Current Length of Stay

1.5 Days
Potential Length of Stay

2.6 Days



10 National Tourism and Consumer Trends for 2020



Warning Signs, but Consumer Strength
• Manufacturing decline, Inverted yield 

curve
• Meeting planners cautious
• Pessimism at DMOs (Optimism index 

down 22 points from 2018)
• BUT domestic leisure travel intentions 

generally positive
• Consumer spending strong – can it save 

us?
• 25-40% chance of recession in 2020
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Hotels: Record Performance, Challenging 
Environment

• US Occupancy and RevPAR near records

• BUT expansion is over and growth has stopped

• Weathering a recession – different world from 

2008

• Acquisition costs (15-20%), new gatekeepers 

(FB, Google, Amazon), workforce issues

• Hotels battling OTAs → offering personalization 

and controlling experience
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Is Everyone Part of the Story?
• Non-white visitors to 

attractions and historic sites 
on decline

• Feeling welcome is important
• Inclusion across all content
• LGBTQ travel as cultural 

identity
• 76% worry about rollback 

of rights in next year
• White non-Hispanic = 68% →

60% and falling
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What Happened to Millennials?

• Millennial hype
• Actually: weaker travel 

intentions than other 
generations (down 2% from 
previous year)

• Declining attendance at 
attractions: represent 36% of 
attendance vs. 39% in past years

• Intent to visit and satisfaction 
declining
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The Evolution of “Sustainability”
• Beyond environmental 

impact
• Placemaking + placekeeping
• Yield management –

revenue increase without 
visitation increase
• Increased length of stay
• Higher ROI visitors
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Personalization and Choice
• 171 hotel brands among top 8 

companies
• Targeted marketing
• Interest and location data for 

customers
• Niche audiences
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Brand Clarity on the Decline
• Down 33% compared with 

2008
• Differentiation is necessary
• Conflict with previous trend 

of customization?
• Don’t get trapped – find the 

best segments but keep it 
simple and play to your 
strengths
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Advertising to Algorithms

• Before: Brand → Consumer
• Now: Consumer → Consumer

• Social media, review sites
• Next: The Internet of Things Buying 

Things
• Algorithms use consumer behavior 

to make decisions for them
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Contact on a Human Scale
• Rise of printed media
• Farmers’ markets, cafes, buy 

local, etc.
• Increased demand for 

walkability
• Alexa, Google Home, Siri
• Desire for human-level 

interaction
• Combining tech + 

humanity?
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International Inbound Weakness

• Mexico/Canada 
inbound to US down in 
2019

• US declining share of 
global travel market

• Rebounding in coming 
years but growth will be 
very slow
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