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Alexandria’s Tourism Economy
Hotel Stays are the Core of the Economic Benefit 

Derived from Tourism
24 hotels / 4,500 rooms

1,500,062 Total Room Supply 

1,642,500 in 2008

$152,402,116 Total Room Revenue

$147 ADR

68.8 % Occupancy

Alexandria Hotels Contributed $19,008,976 to the Tax 
Base in 2007. 2



Alexandria’s Tourism Economy
Total Economic Impact of Tourism (FY 06)

$563 million ‐ Total Expenditures by Visitors

$102 million ‐ Payroll

$24 million ‐ State Tax Receipts

$19 million ‐ Local Excise Tax Receipts

Visitor spending supports 5,658 Alexandria jobs

Source: Travel Industry Association, TIEM 3



ACVA’s Mission

To increase tourism and conventions that 
generate revenues and promote the City of 

Alexandria and its assets.
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The Work Plan
Modernizing our Marketing 

Strategies



Destination Weddings

• Generate revenue for Alexandria businesses through 
targeting the weddings market
• Hotel Weekend Business

• Develop new marketing opportunities that appeal to 
a broad section of Alexandria businesses

• Offer a full wedding package of services 

for brides
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National Harbor Preparation

November through March
1. Convention: Sales Materials and Events

2. Water Taxi Video

3. Kiosks

4. Rack Brochure 

5. Space Advertising

6. Shop & Dine Alexandria: Old Town Map

Consistent with current brand, updated to reflect info from 
study, and revised to be more response oriented 9
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Rack Brochure
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Ad for Gaylord’s Worth 
It



13

Shopping & Dining Map



Advertising
Phase One: Getting Our Ducks in 

a Row



National Harbor

FY08 Marketing PlanFY09 Marketing Plan

Hire Ad Agency Website Redesign

Increased
Visitor

Spending

Marketing in an Ideal World
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National Harbor

FY08 Marketing Plan

FY09 Marketing Plan

Website Redesign

Increased
Visitor

Spending

Marketing in the Current Reality

Hire Ad Agency
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Advertising: Phase One

Action Items
1. Receive results from the brand study ‐ December

2. Input Meeting ‐ January
a. Foskey/Phillips: Media Buy

b. Abrials: Design

c. ACVA: Strategic Direction

3. Identify Target Markets ‐ January

4. Clarify Key Messages ‐ January

5. Refine Creative ‐ February

6. Art Due to Publications ‐ April
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Advertising: Phase Two

Action Items
1. Form Marketing Advisory Committee – Spring 

2. RFP for Full‐Service Ad Agency with significant 
tourism/hospitality experience – Late Spring

3. Create new brand – Summer

4. Launch new campaign – Fall 
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Website

Action Items

1. Online Marketing Training – November

2. Modify Current Site
a. Add Online Reservations/Tickets

b. Collect E‐mail addresses

3. RFP to Identify Vendor – March

4. Award Contract – April

5. Build New Website – 4‐6 months
a. Build e‐mail marketing system

b. CMS

c. More planning tools… more selling
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Alexandria Brand and Image 
Research

December 17, 2007



21

Background

Identify brand attributes that:
• Are authentic 

• Closely associated with travel motivators

• Differentiate Alexandria from its competition
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Competitive Framework

• Discriminant analysis was used to categorize the attributes to 
see how they relate to one another 

• It provides a visual reference of the distance between 
attributes

• We can then look at the destinations tested to see how 
closely they are related to the attributes and to each other

• The following diagrams show relative positions – they are not 
good or bad
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Competitive Framework
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Opportunity Map
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SWOT Analysis
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Brand Focus

Is full of historical ambiance

Is a showcase for period architecture

Charming

Has great restaurants

Offers an interesting mix of retail shops



Regional Marketing Campaign

Supplemental Request for 
Funding to Stimulate Shopping 

and Dining in Alexandria



Situation Analysis

• No funding dedicated to marketing the City’s 
businesses to the City’s residents and 
neighbors.

• Increasing competition to attract shoppers 
and diners to newer retail developments.

• Slowing economy will put increasing pressure 
on meals and retail tax base
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Foundation for Success

ACVA recommends adding responsibility and 
funding to its current programs to close the 
gap in the City’s marketing strategy. 

• New VisitAlexandriaVA.com website

• Full‐service advertising agency with 
destination experience

• Destination campaign with coverage in mid‐
Atlantic region
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Allocation of Funds

The expertise of an advertising agency is necessary to 
develop a strategy, but some rules of thumb apply.

• Newspaper and radio with an online component is 
the most likely media mix for this region.

• Television is going to be expensive during an election 
year and production cost could erode the budget, 
although the footage shot for the water taxi video 
make this an option for a spring campaign.
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Allocation of Funds

• $100,000 generally buys four to six weeks of radio 
and newspaper. A sustained campaign would 
typically start with the heaviest frequency, 
decreasing the cost per week as awareness builds.

• Each unit of investment is incrementally more 
productive because it builds upon the awareness 
created by the preceding unit of investment.

• August is an advertising dead zone to avoid, and the 
new brand is scheduled to launch in September.
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Supporting the Tax Base

• Taxes on meals totaled $10,461,035 in 2007
• Up 5% over 2006

• Retail sales tax totaled $25,440,638 in 2007
• Flat to 2006
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Discussion


