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Tourism Is BIG Business for Loudoun 

Á $1.5 billion in visitor spend 
 

Á 1.2 million overnight visitors 
 

Á $67,860,503 state and county taxes 
 

Á 15,789 tourism jobs 
 

Á $604.88 per household tax relief 
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Á Washington Dulles International Airport 
Á Washington, DC 
Á Capital Region USA 
Á Virginia Tourism Corporation 
Á Loudoun County Tourism Product 
Á Visit Loudoun Five Year Commitment 

 

Á Opportunities 
Á US Overseas Visitor Arrivals ς 27.9 million 
Á 2014 arrivals expected to increase 5.5% 

Á US Overseas Visitor Spend - $90.4 billion 
Á Top Activities For International Visitors 

 #1 ς Shopping 
 #2 ς Culinary 
 #3 ς Sightseeing 
 #4 ς Visiting Historical Places 



Where Are They Coming From 

United States Top Five Overseas Markets 
 #1 United Kingdom 3.8 million 
 #2 Japan   2.9 million 
 #3 Germany  1.6 million 
 #4 France   1.2 million 
 #5 Brazil   892,000 



Facts and Figures - CRUSA 

Á2011 Overseas Arrivals 
Á2,175,000 

 Washington Dulles International Airport 
 Reagan International Airport 
 Baltimore Washington International Airport 

 

Á2011 Overseas Spending 
Á$1,704,200 

 

Á2011 Length of Stay 
ÁWashington DC ς 5.4 Nights 
ÁVirginia ς 13.8 Nights 
ÁMaryland ς 9.9 Nights 
ÁAverage Nights in Capital Region: 8 nights 



Interests of International Visitors 

ÁOutlets, Unique and Specialty Shopping 
 
ÁDestination Restaurants, Farm to Table, 

Wineries, Breweries 
 
ÁOutdoor Recreation, Golf, Paintball 

 
ÁCivil War, Journey Through Hallowed Ground, 

Historical Sites 
 
ÁEvents and Festivals 



How We Market Internationally 
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Target Markets 

ÁTarget Markets 
 Primary:  United Kingdom 
   Germany 

Secondary: Brazil 
  France 
Emerging: China 
 

ÁMarketing Efforts 
ÁPartnerships with Capital Region USA, Destination DC and  

Brand USA  
ÁTrade and Media Fams 
ÁCo-op Programs 

ÁUS Travel International Pow Wow 
ÁReceptive Operator Sales Calls / Event 
ÁMarketing Collateral 
ÁTravel Trade eNewsletter 
ÁWebsite Enhancement (Coming in Fall 2013) 
ÁProduct Development 



Integrated Plan For Germany 

ÁLoudoun ς German Connection 
ÁSister County Relationship - Main-Taunus-Kreis 
ÁTrade Missions ς Department of Economic Development 

ÁDirect Air Service 
Á55 Weekly Flights - Frankfurt and Munich 

ÁIn-Market Tour Operators / Travel Agents 
ÁCANUSA consumer promotion 
ÁTravel agent training 

ÁReceptive Tour Operators 
ÁRelationship building ς sales calls, making hotel connections 
ÁSales mission and  client event 

ÁMedia 
ÁHosted two media events 
ÁFam tours 

ÁVisit Loudoun Marketing Collateral 
ÁGerman language fulfillment piece 
ÁGerman language video ς Brand USA 

 
 
 
 
 



Event Promotion 



Benefits Of Working  
With A Receptive Operator 
Stacey Cohen - AlliedTPro 



 
 
 
 

What is a Receptive Tour Operator 

A receptive tour operator is a local tour company that 
specializes in United States Tourism experiences and 
manages products and services for incoming visitors 
most often booked through international tour operators.  

 

DCõs Wine Country 



Saveur Magazine 
Benefits of Working with 

Receptives 

Á A good receptive tour operator holds the key to a unique 
packaged experience. 

Á Knows the market inside out and provides interesting and 
unique itineraries 

Á Has access to a well developed network of resourceful 
hospitality providers.  

Á Uses trustworthy vendors that pay attention to detail 
Á Ability to develop additional packages based on tour operator 

demand 
Á Annually produces a listing of the products and packages and 

rates 
Á Monitors quality and has in depth knowledge of supplier 

products 
Á Creates documentation for end user (ex. vouchers) to verify 

purchase of products such as transportation, hotels, guide 
service, admissions to attractions, planned meals 

 



Top 5 Producers for DC 
(total room nights for 2012) 
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Responsibility 

ÁPartner with large CVB (Destination  D.C.) 

ÁPartner with Regional Organization (Capital Region USA) 

ÁAttend international tradeshows to give greater 
exposure to the destination 

ÁSell destination as cost effective alternative 

 

 

 



The Hotel Perspective 
Mary Twomey ς /ƘƛŎŀƎƻΩǎ 9ǎǎŜȄ Lƴƴ 



3 Questions To Ask 

ÁWhat is the yearly occupancy at your hotel? 
 
ÁDo you have 3-5 years to commit to market? 

 
ÁAre you in it for the long haul? 

 



 
 
 
 
 
 
 
 
 
 

 
Relationships 

 
 

ÁWe are in a relationship based business! 
 
ÁPeople like to do business with people they know and 

trust 
 
ÁBuild relationships with: 
ÁDMO (Visit Loudoun) 
ÁGateway Destination (Destination DC) 
ÁRegional Partner (Capital Region USA) 
ÁOther tourism suppliers in and around the area 

 
ÁReceptive Operators 
Á In-Market Tour Operators 

 

These are like minded people doing like minded business! 
 



Your Next Steps As A Hotel 

Use those relationships 
ÁLook for opportunities to promote my property 
 

ÁHost Travel Trade (operators and agents) FAMS 
ÁHost Travel Writer FAMS 
ÁCreate  special offers for Receptives during need times 
ÁProvide new/relevant information for your hotel 
ÁFollow the $$$ 
ÁWhere is my DMO investing? 

ÁUtilize in-market representation  
ÁExplore attendance/participation at trade shows and 

sales missions 
ÁParticipate in co-operative marketing/promotions with 

your DMO 
 



Marketing Smaller Destinations 
Internationally 
Gail Orr ς GO Global, LLC 



Illinois 

Rockford  

Chicago  

Great River Road  

Springfield  



Springfield 



Lincoln 



Route 66 



Saveur Magazine Route 66 Festival 



 
 
 
 
 
 
 
 
 
 

 
Rockford 


