
CITY COUNCIL WORK SESSION y 

with the ( - & 5 - / j  
ALEAXANDRIA CONVENTION & VISITORS ASSOCIATION (ACVA) AND 
THE ALEXANDRIA ECONOMIC DEVELOPMENT PARTNERSHIP (AEDP) 

TUESDAY, JANUARY 25,2011 
5:30 P.M. 

CITY COUNCIL WORKROOM 

AGENDA 

I. Welcome and Introductions by the Mayor Mayor William D. Euille 

11. Alexandria Convention & Visitors Association (ACVA) 

A. ACVA Strategic Plan Charlotte Hall, Immediate Past Chair- ACVA 

B. Destination and Regional Advertising Campaigns 
and Return on Investment Stephanie Brown, 

President- ACVA 

C. ACVA Strategic Plan and FY 2012 Budget Preview Stephanie Brown 

D. Discussion City Council 

111. Alexandna Economic Development Partnership (AEDP)/Small Business Development 
Cornoration (SBDC) 

A. Opening Remarks Allison Cryor Dinardo, 
Chair- AEDP 

B. State of the Office and Retail Markets Val Hawkins, President and CEO-AEDP 

C. City Strategic Plan Focus Areas for AEDP Val Hawkins 

D. Current and Future AEDP Efforts and Initiatives Val Hawkins 

E. SBDC Update Val Hawkins 

F. N 2012 Budget Preview Val Hawkins 

G. Discussion City Council 

IV. Conclusion Mayor Euille 

Individuals with disabilities who require assistance or special arrangements to participate in the City Council 
Work Session may call the City Clerk and Clerk of Council's Office at 746-4500 (TTYtTDD 838-5056). We 

request that you provide a 48-hour notice so that the proper arrangements may be made. 









1. Marketing ROI 

- Destination Advertising Campaign: Attracts 
overnight visitors 

- Regional Advertising Campaign: Targets residents 
and neighbors for shopping and dining 

2. Sales Department ROI 

3. ACVA Strategic Objectives 

4. FY 2012 Budget Preview 
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Destination Advertising 

Generates overnight stays by 
targeting a key demographic 
within 5-hour drive radius 

Appears in culinary and lifestyle 
publications including regional 
editions of Food & Wine, Town & 
Country, Travel & Leisure, Cooking 
Light, Real Simple, Southern 
Living and AAA World 

kll~)kl. I li\l & l. 11 I I ~ I ~ I l  t cY+% 11511 R l t + A >  1 l l h [ ~ ) l < k  h l ' % l Y S ~ I ~ l ~  t 5  Reaches 7.5 million households 

Supplemented by direct mail and 
online display advertising and 
pay-per-click 
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The campaign generated 60,350 room nights - 5% of annual room sales. 
Room taxes based on 6.5% tax rate and $1 per room per night. Each $1  of 
marketing investment generated $1.67 of city room tax. 

* ~ m o n ~  overnight visitors, 59% used paid accommodations and 41% stayed with family or 
friends. Tax revenue calculated in report based on mixed tax rate of 6.5% plus $1 per room 
per night. 

City Tax Rate Worksheet 
Total City 

Tax 

$500,000 

$646,917 

$70,585 

$1,217,502 

Lodging* 

Meals 

Shopping 

Other: Attractions, 

Museums, Transportation, etc 

Total 

Total 
(in thousands) 

$12,264 

$12,441 

$7,059 

$8,293 

$40,057 

Tax Rate 

Specific 

.052 

.O1 

Varied 

Avg/Tri p 

$139 

$141 

$80 

$94 

$454 

# Trips 

88,232 

88,232 

88,232 

88,232 



Targets Alexandria's residents and 
neighbors to shop and dine in the city 

Focuses on events to 
showcase brand attributes 
and create urgency 

Print, radio and online 
Reaches 14.5 million 

Expands ACVA's mission 
through supplemental 
funding 
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* The study also estimated 43,000 resulting overnight visits that have been excluded due to 
insufficient sample size 

City Tax Rate Worksheet 

Lodging* 

Meals 

Shopping 

Other: Attractions, Tickets, 

Museums, Transportation, etc 

Total 

Avg/Tri p 

n/a 

$84 

$82 

$50 

$216 

Total 
(in thousands) 

n/a 
$11,834 

$11,552 

$7,044 

$30,430 

# Trips 

n/a 
140,877 

140,877 

140,877 

Tax Rate 

n/a 
,052 

.01 

Varied 

Total City 

Tax 

n/a 
$615,350 

$115,520 

$730,870 



Daily sales activities included 892 face-to-face 
contacts 

34,000 email, eblast and phone contacts 

Generated 743 leads 

Estimated revenue of $25 million 

Actualized revenue of $3.8 million 



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. 

Economic Impact and ROI of ACVA Sales Department 

I Total Meetings/Groups 

I Service Provider Revenue 

I Number of Delegates 

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

Alexandria Visitor, average business traveler spending) 

I Total Delegate spending 

( Total Economic Impact I $20,104,249 1 
I Average Visitor Spending Tax Rate I 3% 1 
I Total City Tax Generated 



The ACVA sales team books the first meeting, 
then the hotels generate repeat business (that 
is not included in ACVA revenue). 

Group business builds hotel occupancy 
- Higher occupancy raises hotel room rates 

- Higher hotel room rates increase leisure visitor 
spending 


























































