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The ACVA Mission

The mission of the ACVA is to generate tourism and 
conventions that increase revenues and promote the 

City of Alexandria and its assets



Economic Impact of 
Tourism in Alexandria

Alexandria attracts 3.3 million visitors annually

Alexandria visitors:

Spend $657 million

Supporting 6,000 Alexandria Jobs

Generating $22.4 million in Alexandria City Tax Revenue

City revenue from visitors equals 7-cents of 

real property tax

Source: TNS, Inc. and Virginia Tourism Corporation



Alexandria Visitor Spending
In millions
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Visitor Spending in Alexandria 
increased 16.8% during 5 
years of national recession.

Source: Virginia Tourism Corporation



Northern Virginia Visitor Spending 
Percent change 
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Alexandria’s growth outpaced the 
region, reflecting targeted 
investments in product and 
promotion.

Source: Virginia Tourism Corporation



Total Rooms Sold
Alexandria in thousands, US in millions
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Total Rooms Sold vs. Supply
by Year 2005-2011
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Occupancy in Alexandria
by Year 2005-2011
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Alexandria Transient Lodging Tax
In thousands of dollars
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Transient lodging totaled more than $10 
million in FY 11

Source: City of Alexandria



Alexandria $1 Room Night Tax
In thousands of dollars
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ACVA Revenue

FY  08 Actual FY 11 Actual % Change

City Allocation $1,851,127 $2,300,933 24

Membership Dues $100,177 $135,625 35

Members 250 350 40

Visitors Guide
Commission

$20,000 $39,325 97

Reservations
Commission

$234 $9,300 --

The City of Alexandria has increased its investment in tourism promotion. And, 
the ACVA has increased other sources of revenue and focused on effective and 
efficient sales and marketing programs.



Advertising

Reaches 100 million households
Almost $1 million in bonus



Added Regional Advertising in FY 10



Online Ads

http://googleads.g.doubleclick.net/aclk?sa=L&ai=Bphsu9zFWT5GLJ4_XqQG-tNjeBrvA1p8Ck8XqrirToLb0ZvDIIRABGAEguKv_ATgAUNGK9Lf-_____wFgyYajh9SjgBCyARFjYXJsLXNhbmRidXJnLmNvbboBCjE2MHg2MDBfYXPIAQLaASZodHRwOi8vY2FybC1zYW5kYnVyZy5jb20vYmlvZ3JhcGh5Lmh0bYACAcACBcgC0_DUG6gDAcgDFegDqCnoA-AE6AMW6AO1BOgD1Af1AwAIAMT1AwAAABCgBgI&num=1&sig=AOD64_3qod7lZIA6c29aW2RzrEd9xd4K5g&client=ca-pub-9145897793016412&adurl=http://visitalexandriava.com/civilwar/&nm=2


Website

Content Management System
Online hotel and restaurant reservations
Newsletter signup
Integrated member, customer and sales databases
New look and social media integration – coming 
May 2012!



New Mobile Website





Marketing: MobileVisits
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Marketing Results: Website Visits
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Website visits increased 32% to total 
nearly 800,000 (FY 11 v 10)

Visits expected to top 1 million in 2012



Earned Media Placements Double

800 Total Stories – Doubled prior year

• + 24% Print Stories 180 stories

• + 22% Print Value $514,000

• + 39%  Column Inches 4,400 col. in.

• Tripled online stories 600 stories

• More than doubled broadcast 24 stories



Advertising
Return on Investment 

Within 6 months, destination advertising generated

88,000 trips and $40 million of visitor spending with a

ROI in visitor spending of $133 for each $1 invested,

and $4 of city tax return for each $1 invested.

Regional advertising generated a return of $129 of

visitor spending for each $1 invested, and $3 of city tax

revenue for each $1 invested.

Source: Advertising Effectiveness Study, FY 2010 Media Plan



ACVA Sales Program

New brand introduced in 2012 
following a year of analysis









New Electronic Advertising



New Event Planner
Available in print or download



… or an interactive 
online version



New Trade Show Booth



Sales Department 
Return on Investment: FY 10

Economic Impact and ROI of ACVA Sales Department

Total Meetings/Groups 153

Service Provider Revenue $3,885,457

Number of Delegates 19,683

Average Non-Hotel Delegate Spending (source: TNS Profile of 

Alexandria Visitor, average business traveler spending)

$824

Total Delegate Spending $16,218,792

Total Economic Impact $20,104,249

Average Visitor Spending Tax Rate 3%

Total City Tax Generated $603,127

Sales Department Budget $336,854

City Tax ROI (tax revenue : program expense) $1.79 : $1

The sales team booked 153 meetings/groups with total spending of 
$20 million. The department’s budget totals $336,854 for a return on 
investment of $1.79 in city taxes for every $1 invested.



Leads Generated
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Estimated Revenue

$30,774,424

-

5,000,000 

10,000,000 

15,000,000 

20,000,000 

25,000,000 

30,000,000 

35,000,000 

FY03 FY04 FY05 FY06 FY07 FY08 FY 09 FY10 FY11

Estimated revenue is up 4% 
YTD through January 2012



Actual Revenue

$3,103,103
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2013 and Beyond

How to respond to a changing 
marketplace



Environment Risks

• Shrinking government market 

– Per diem not likely to grow

• DC and National Harbor struggling to attract 
conventions

– Lack of compression to drive occupancy and rate

• Increasing regional supply

– Consolidation into regional sales offices



Occupancy
By month 2010 v 2011
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Growth Opportunities

• Continue to develop leisure overnight
• Support product vitality with regional marketing
• Meetings

– Deploy marketing outside capital region focused on 
associations

– Identify and target mid-size rotating meetings

• International
– Brand USA, $200 million
– Visa waiver a priority 
– European markets rebounding



FY 13 Investment in Destination 
Advertising: $100,000
• Magazine ad appears 6 pubs, 

4 times in 8 markets
– Aug, Sep, Oct, Apr
– NJ, Norfolk/Richmond, Har/Lanc/York

Philly, Fairfield/Winchester, Long Island
New York

– Plus, Preservation and American Heritage

• $4 of city revenue : $1 advertising
– Incremental ROI with more bonus and better frequency

• Additional $100,000 would add frequency to the 
schedule (probably March or May) to support spring 
and summer visitation



Thank You


