
I CYHlBlT NO. ---- 
CITY COUNCIL WORK SESSION 

WITH 

THE ALEXANDRIA CONVENTION AND VISITORS ASSOCIATION (ACVA), 

THE ALEXANDRIA ECONOMIC DEVELOPMENT PARTNERSHIP (AEDP) 

AND 

THE SMALL BUSINESS DEVELOPMENT CENTER (SBDC) 

TUESDAY, MARCH 9,2010 

CITY COUNCIL WORK ROOM 

AGENDA 

5:00 p.m. I. Welcome and Introduction Mayor William D. Euille 

5:05 p.m. 11. Alexandria Convention and Visitors Association 
Charlotte Hall, Chair 

Stephanie Brown, CEO, ACVA 

Council Discussion 

5:55 p.m. 111. Alexandria Economic Development Partnership 
Allison Cryor DiNardo, Chair 

Val Hawkins, CEO, AEDP 

Council Discussion 

6:45 p.m. IV. Small Business Development Center 
Marcy Anderson, Chair 

Bill Reagan, Executive Director, SBDC 

Council Discussion 

7:00 p.m. V. Adjournment 

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 Ofice at 703-746-4500 (E''X/TDD 
838-5056). We request that you provide a 48-hour notice so that the proper arrangements may be made. 



SHOE DINE & CELEBRATE 
VISITALEXANDRIAVA-COM 

Alexandria Convention 6 Visitors Association 
421 King Street, Suite 300 
Alexandria. Virginia 22314 
t: 703.746.3300 ( f: 703.746.3314 

Alexandria Visiton Centar at Remsmy House 
221 King Street 
Alexandria. Virginia 22314 
t: 703.746.3301 1 to l l  fraa: 800.388.9119 

March 5,2010 

Dear Alexandria City Council Member: 

The Board of Governors and the staff of the Alexandria Convention & Visitors Association are looking 

forward to meeting with you on Tuesday, March 9 at 5:OO. Thank you for making time to  hear about our 

work program, i ts  outcomes, and our future plans for increasing revenues from visitor spending. 

Each year, Alexandria attracts more than 3.3 million visitors. In 2008 visitor spending totaled $645 

million and generated $22 million in City tax revenue. This spending increase topped 2007 by 10 percent 

and was the fourth largest increase in Virginia (about half of the jurisdictions experienced a decrease in 

visitor spending). 

This binder contains samples of recent sales and marketing initiatives. I will present additional details 

about these campaigns during the work session, but wanted you to have an opportunity to review these 

materials in advance, if you wish. 

We look forward to  an engaging discussion. 

With best regards, 

0 - Stephanie Pace Brown 

President & CEO 

Copies: City Manager's Office 

City Attorney 

Corporate Sponsors 

Dandy Restaurant Crurse Sh~ps  

George Wash~ngton s Mount  Vernon Estate & Gardens 

Potomac R~verboat Company 

Alexandr~a Hotel Assoc~a tlon 



TAB 2 :: 

TAB 3 :: 

TAB 4 :: 

TAB 5 :: 

Publications 

Both the Official Visitors Guide and Map are published for the ACVA by Morris Visitor 

Publications, the publisher of Where Magazine, who won the contract after a 

competitive bid produced five highly qualified finalists. 400,000 copies of the Visitors 

Guide and 300,000 copies of the Map are distributed annually. ACVA is guaranteed 

minimum revenue of $30,000; up from $20,000. The next edition of the Map will include 

an insert for Del Ray, and West End business will be included with a directional arrow 

and full listing. The 2011 edition of the Visitors Guide is being redesigned to  provide 

more powerful editorial content and to highlight major tourism assets. 

Advertising 

ACVA targets three primary segments with paid advertising: the Destination market for 

overnight stays; the Tourist market to reach regional visitors; and, the Regional 

marketing to  target Alexandria's residents and neighbors for shopping, dining and 

special events. Advertising media includes online, magazines, newspapers, radio and 

direct mail. We focus heavily on the efficiency of the media buy - in other words get as 

much advertising for the money as possible. Last year, the negotiated added value 

totaled $358,000. 

Promotions 

Promotions are an important technique for emphasizing aspects of Alexandria's brand. 

Visitors come to  Alexandria for our uniquely charming combination of "historic 

ambiance and contemporary flair." Boutique Week shines a spotlight on independently 

owned shops, while Restaurant Week announced that Alexandria's culinary scene 

stands on i t s  own. Ninety percent of restaurants who responded to our survey said that 

Alexandria Restaurant Week increased their business. 

The Key t o  the City Pass was developed to package Alexandria's historic sites with the 

ever-popular coupon book and i s  given as a booking incentive for hotel reservations 

made on VisitAlexandriaVA.com. We also provide it to Alexandria hotels that use it in 

packages and as a guest amenity. 

Group Sales 

ACVA's three-person group sales team made more than 32,000 contacts last year, 

resulting in actualized revenue of $2.5 million. More than 1,200 leads valued at $26 

million were distributed to Alexandria businesses. 

Media Highlights 

A small sample of media clips is  included in your binder. One full-time media relations 

position has been frozen since November 2008. 





Our Misslon 
The mission of the Alexandria Convention & Visitors Association is 
to generate tourism and conventions that increase revenues and 
pmmote the City of Alexandria and its assets. 

THE FISCAL YEAR 2009 
ACVA BOARD OF GOVERNORS 

Executive Cornmillee Board of Governors 

Chairman of the Board 
AHA President 
John Varghese 
General Manager, Westin A lmndr io  

Vice ChairIActing Chair 
At-Large Representatlve 
Charlotte Hall 
Vice President, 
Potomoc Riverboat Compony 

Treasurer 
Hotel ManagerIOwner 
Charlie Banta 
General Manager, Hilton Mark Center 

Secretary 
Stephanie Pace Brown 
President and CEO, ACVA 

Officer At-Large 
Retail OwnerlManager 
Robert Lorenson 
Owner, The Virginia Shop 

Officer At-Large 
City Manager's Representative 
Mark Jinks 
Deputy City Manager, City of Aleuandna 

Envlronmentally Conscious 
ACVA is conserving resources by making 
this report available online. 

Mayor's Representative 
Ludwig Gaines 
Member, Alexondrio City Council 

At-Large Representatlve 
John Renner 
Owner, Renner and Compony 

Attraction Representatlve 
Tara Zimnick-Calico 
Director of Events, 
Torpedo Factory Art Center 

Hlstorlc Preservation 
Ellen Stanton 
Choir, Historic Alexandria 
Resources Commission 

Hotel Managedowner 
Kevin Brockway 
General Monager, 
Hilton Alexandria Old Town 

lnlernationalMational 
Association Executive 
Dr. Suzanne Cook 
Senior Vice President of Research, 
U.S. Travel Association 

lnlematlonal/NationaI 
Association Executlve 
Bill Connors 
Executive Director & COO, 
National Business Travel Association 

Restaurant ManagerIOwner 
Wendy Albert 
Owner, Tempo Restaurant 

Restaurant Ownermanager 
Troy Clayton 
Owner, Geronio Ristorante 

Retail Ownermanager 
Cindy McCartney 
Owner, Diva 

ACVA PI 2009 Annual R e p o r t  

ACVA Staf f  

President and CEO 
Stephanie Pace Brown 

Vlce Presldent of Sales 
Lorraine LLoyd 

Dlrector of Public Affairs 
Merrie Morris 

Director of Marketing 
Anna Jones 

Group Sales Manger 
Brian Chung 

Sales Manger 
Elizabeth Knutsen 

Communlcations Manager 
Emily Hellewell 

Manager ot Visitor Sewices 
Renee Cardone 

Internet Content and 
Promotlons Specialist 
Meredith Kirkpatrick 

Office Manager, Executive Assistant 
Brandi Lee 



Dear ACVA Members, Tourism Partners and Alexandria Residents: 

As we look forward together t o  a more promising economic future, we wi l l  build upon a foundation of renewal 

laid by our City, business community and residents t o  welcome visitors arriving from across the region and 

around the world. 

The promise of National Harbor, looming with uncertainty at the beginning of the year, came t o  fruition and 

provided a return on investment for the many new amenities and marketing initiatives funded by the City as 
recommended by the National Harbor Collaborative Task Force. The Alexandria-National Harbor Water Taxi carried 

100,000 passengers during i ts  first season, and the King Street Trolley was used by more than 640,000 

passengers. A new advertising campaign targeting Alexandria's residents and neighbors launched i n  September 

2008 with supplemental funding provided by the City t o  stimulate shopping and dining i n  Alexandria. 

Alexandria's hoteliers have invested more than $388 million i n  new construction and renovations i n  recent 
years, bringing the to ta l  number of rooms i n  Alexandria t o  4,50b, and adding to  the City's unique collection of 

inspired cuisine and independently owned shops to  heighten the contemporary flair and wor1.d-renowned historic 
ambiance that attracts millions of visitors t o  the City each year. 

This uniquely charming balance was the focus of a new brand identity that  debuted i n  January. The "Fun Side of 

the Potomac" was replaced by a new Logo, advertising, printed materials, and website with the tagline, "Shop, 

Dine and Celebrate on America's Historic Main Streets." 

It has been a prolific year for the ACVA, the City of  Alexandria, and i ts business community, We have strived 
together t o  sustain Alexandria's tourism economy i n  challenging times, and we are enthusiastic about the 
opportunities that lay ahead. 

Charlotte Hall Stephanie Pace Brown 
2010 Chair President and CEO 





Guided by an intensive bmnd research study conducted in the fall of 2007, the ACVA repositioned Alexandria 
as a destination with historic ambiance and contemporaryfloir. A new logo and creative design articulated 
the sophisticated appeal of Alexandria, and an aggressive media plan distributed that message to target 
audiences. Enhanced tools - both online and in print - debuted to better serve visiton; meeting planners; 
residents and neighbon; and, ultimately, the Alexandria tourism industry and City tax base. 

The all new destination website, VisitAlexandriaVA.com, was released i n  November. The dramatic design of the 

site was complemented by significantly enhanced tools that improved both the user experience and selling 
opportunities. The Travelocity booking engine on Alexandria's site ranked i n  the top 20 destinations i n  the 

Travelocity system, with reservations totaling $100,000 i n  N 2009. I n  April, online restaurant resetvations 
were added through Alexandria-based Fishbowl, the trusted Leader i n  permission-based online 

marketing for the restaurant industly, making VisitALexandriaVA.com the first destination 

site i n  the countly to integrate dining technology. 

', 
I@ 

Additional features of the new site included an interactive histoly timeline and 
neighborhood portals that allow users to browse shops, restaurants, hotels, attractions 

and events for specific areas of the City. Member listings were expanded to feature a 
photo gallery, special offers, and individual calendars. The site is driven by state-of-the-art 

technology t o  control content that  is integrated with member and sales databases. 

Use of VisitALexandriaVA.com topped 500,000 visits and 2.4 million page views during M 2009. The bounce 
rate improved 11 percent and the average time users spent on the site increased 23 percent. 

The spring advertising campaign sported a new logo and creative design driven by the lp 

results of last year's brand study. Designed by Abrials & Partners, the logo illustrates 

the rich heritage and contemporary vibrancy of Alexandria, accompanied by 4 
effective copy and engaging photography by Ben Fink. 

"'I'HE ALEXANDRIA ORIGINALS FEATURED ON 
VISITALEXANDRIAVA.COM HIGHLIGHT THE 
CITY'S UNIQUENESS." 
Paul Morton. The Little Theatre of Alexandr~a 





Building on the strategy established i n  2008, the 2009 advertising campaign targeted three segments: 

Destination: Targeting a key demographic of women ages 25 to  64 within a five-hour drive of Alexandria, the 
destination advertising focused on culinary and lifestyle publications including Food & Wine, Town & Country, 

I n  Style, Travel & Leisure, Cooking Light, Country Living, House Beautiful, Real Simple, Southern Living, and 

AAA World. 

Tourist In-Market: Promoting daytrips by targeting visitors i n  D.C., Northern Virginia and National Harbor, this 

advertising segment used LC.-area publications with a proven track record, including Where, Smithsonian 

Guide, the D.C. Visitors Guide & Map, and Gaylord Magazine t o  target visitors after their arrival i n  the region. 

Regional: Developed with $300,000 i n  dedicated funding authorized by the Alexandria City Council, the regional 
campaign targets Alexandria's residents and neighbors. Spotlighting shopping and dining i n  the city, it featured 

both print and radio. 

The Regional Campaign was greatly enhanced by a cooperative marketing program with the Washington 
Metropolitan Area Transportation Authority that provided advertising i n  the Metro system valued at $134,000. 

The cooperative marketing encouraged the use of Metrorail, Metrobus and the free King Street Trolley to  visit 
Alexandria. Foskey Phillips, ACVA's media buyer, negotiated $358,000 i n  free advertising and enhanced value. 

Together, these efforts increased the total  value of our advertising budget by 50 percent. 

"The 12 Days of Holiday Giveaways" sweepstakes launched with the new 1 
website to  generate registrations for Access Alexandria, a monthly e- 

newsletter. ACVA members contributed $12,000 i n  prizes tha t  were 
awarded daily for 12 days following Christmas. The promotion resulted i n  

more than 1,200 additions to  the electronic marketing database - and 

12 happy winners of creatively themed prizes. 

"The Summer of  Historic Savings" campaign showcased the Key t o  the 

City Pass, created as an incentive to  book hotel reservations on 
VisitAlexandriaVA.com. The Pass featured free admission t o  nine 
historic sites plus 60 special offers. Nearly 1,000 books were 

distributed to  visitors May 1 - Labor Day, 2009. A second edition 
was printed with more than 1,000 pre-orders with distribution 

expected t o  reach 2,500 from Labor Day through Christmas. 7 





Focusing on a multi-year $388 million investment by the Alexandria hotel industry. 
"Alexandria: A Dazzling Destination, Close & AIforduble" was launched to highlight 
Alexandrio's collection of hotels, chef-driven restaurants, boutiques and legendary 
experiences. "Meet Alexandria" was developed in response to the sinking economy 
that was exacerbated by a backlash against meetings and incentive 
travel in the fall of 2008. 

"Meet Alexandria" encouraged local businesses, residents 

and City employees t o  bring events wi th which they 

were affiliated t o  Alexandria wi th outreach tha t  

included a letter from Alexandria Mayor William D. f: 

Euille to CEOs based in Alexandria. The campaign was 

supported by a city-wide sales bl i tz targeting 213 

associations based here and a networking-education 

breakfast attended by 28 meeting planners a t  the 

Holiday I n n  Hotel & Suites. 1 
"Keep It i n  Alexandria" supported the grassroots effort 

1 

with incentives targeting sales teams a t  Alexandria 

hotels and attractions t o  refer any business they could 
not  accept t o  the ACVA t o  keep the business within the 

City. The program generated 32 leads and $454,580 i n  

estimated revenue and the team received additional 

inquiries as a result of referrals by ACVA members. 

The destination campaign targeted meeting planners i n  the region wi th a rejuvenation theme. A Personal 

Revitalization Package contest was promoted t o  tradeshow attendees, on  the  website and through direct mail. 

The promotion generated 29 leads and 11 definite bookings. 

The "Puttin' on the Glitz" client event typif ied what the sales team did so well  throughout the year. Working wi th 

27 partners, they coordinated wi th Celebrate Productions and the Carlyle Club t o  host 250 planners and 

organizers for an evening o f  cocktails and canapes along w i th  such indulgences as massages, hair styling, makeup 
applications and fortune telling. Rejuvenation indeed! 

The ACVA sales team participated i n  10 tradeshows and hosted the popular "Bring Back the Memories Ice Cream 
Blitz." These efforts, combined w i th  online advertising, direct mail, and more than 32,000 contacts during the 

year, resulted i n  actualized revenue o f  $2.5 million. More than 1,200 leads valued at $26 mill ion were distributed 
t o  Alexandria businesses. 
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The lnauguratian of Barack Obama drew an estimated audience of 1.8 million 
to the nation's capital in January 2009. Mindful o l  its historic past. Alexandria's 
celebration ol  the Presidential Inauguration provided a warm welcome lor 
thousands of visitors. 

The ACVA initiated Alexandria's Inaugural Restaurant Week to capitalize on media 
exposure and to disperse hotel guesls throughout the Citp Thirty restaurants 
offered "Choice of Presidents" menus that were showcased on a promotional 
micro website. A JumboTron simulcast of the swearing-in ceremony was presented 
lo an estimated audience of 1,400 at Market Square. 

The Potomac Riverboat Company offered Inaugural Water Taxi servlce from 
Alexandr~a to the D~s t r~c t  o l  Calumb~a, openlng a promot~onal wlndow that resulted 3. 

In media coverage on CNN and every local televlslon station F~ve storles appeared 
'k: 3 5 

~n the Wash~ngton Post whlch proclaimed, "Alexandr~a rocked." 11 ?- 
Promotions included a lull-page announcement sponsored by the Alexandria 
Gazette-Packet and online advertising. Posters lor Restaurant Week were displayed 
throughoul the City, and 10.000 flyers were distributed to hotel guests at check-in. 
Two micro websites were developed to announce ever-changing logistical details 
and promote special activities. 

During January. website visits increased 55 percent to 42.602: including 4,000 
visits ta the inaugural website plus more than 11,000 to the Restaurant Week 
site. Total room revenue i n  the City increased 30 percent to nearly $13 million 
during January. 

"VISIT US ONLINE 
FOR MORE ALEXANDRIA 
ORIGINALS LIKE ME!" 
Slhdt111111r 0~1vr r111Ir 1 EY,~CLIII,I, Ct ivf  
T l ~  Iv 'n*~ 5t c 
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I n  January, a re-organization was completed to  create the Department of Public Affairs, 

unifying outreach t o  members, media, and the community. 

ACVA's growing membership reflected enthusiasm for the new brand identity. Membership 
grew to  312 businesses and individuals, representing al l  of the commercial neighborhoods 

the City. ACVA events offered members educational and networking opportunities. Six 
Tourism Marketing Forums were offered, drawing average attendance of 70. The popular 

Tourism Training Program, an overview of Alexandria designed for front-line hospitality 

employees, returned with sessions presented to  the King Street Trolley drivers and 

concierges of Gaylord National. 

The Official Visitors Guide and Official Old Town Map continued as important benefits for 
members, with advertising rates remaining steady, allowing more advertisers than ever to  

appear i n  both publications. 400,000 copies of the Guide and 300,000 copies of the Map were distributed. 

During the first annual Membership Appreciation Week, more than 40 member businesses visited the ACVA 

offices for website training and to learn about sales and marketing opportunities. I n  an event co-sponsored by 

the ACVA and the Office of Historic Alexandria, the Virginia Tourism Corporation brought their sought-after VTC 

Help Desk to  the Lyceum, with 13 VTC tourism experts assisting more than 50 tourism-related businesses. 

Earned media continued to enhance ACVA's marketing reach with a focus on leisure travelers. Two media 
familiarization (FAM) tours highlighted media outreach efforts. Seven journalists participated i n  a Girls' Getaway 

FAM weekend, visiting 20 Alexandria businesses. A second FAM tour put journalists i n  the drivers' seats, invit ing 
them to visit individually to experience a customized itinerary. The innovative approach attracted 11 journalists, 

with results expected throughout the next year. 

A total  of 40 journalists were hosted, garnering coverage i n  publications including USA Today, AAA Horizon, Los 

Angeles Times, and Miami Herald. 

Media outreach by the ACVA during the Presidential Inauguration resulted i n  print coverage of the Inaugural 
Water Taxi reaching a circulation of 10 million, plus CNN and local television outlets. The Market Square 

simulcast and the Restaurant Week promotion received strong local coverage, as well as the Huffington Post and 
MSNMoney.com. 

During FY 2009, media outreach resulted i n  coverage i n  publications totaling 54 million i n  circulation, valued a t  
$1.2 million. 

.... :.. 
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The Alexandria Visitors Center a t  Ramsay House extended i ts  hours to serve evening visitors, now open 10 a.m. 
to  8 p.m., April through December, and 10 a.m. to 5 p.m. January through March. The popular evening hours 

fueled a 13 percent increase i n  visitation totaling 78,000. The lower level was enhanced with a 20-minute 

promotional video that provides a lively ovelview of the City. 

A new line of  merchandise was introduced to  showcase the new Alexandria logo. The script "Alexandria" with i t s  

red feather is available on t-shirts, sweatshirts, caps, mugs, key chains, mouse pads, and other favorite 

souvenirs. 

I n  addition to  promoting the City's attractions, shops, restaurants and hotels, the Visitors Center staff provided 

critical support to the City's major events. Ticket sales this year included nearly 400 tickets for the Historic 

Homes and Gardens Tour, and First Night ticket revenue totaling $7,000. 

"GO TO VISITALEXANDRIAVA.COM 
TO LEARN HOW YOU TO0 CAN 
BECOME AN ORIGINAL." 
Nora Partlow. St. Elmo's Coffee PUS 



FY 2009 ACVA MEMBERS 

Random Harvest 
Raw Silk 
Red Barn Mercantile 
Red Roof Inn  Alexandria 
Red. Hot & Blue 

Strategic Partners: "An American Musical Landscape" 
216 - A  City Bed & Breakfast 
A la Lucia 
A Show of Hands 
Abrials & Partners 
Account 

Courtyard by Marriott - Alexandria 
Pentagon South 

Courtyard by Marriott Alexandria 
Crowne Plaza Old Town Alexandria 

Jake's of Old Town 
Jamieson Grille 
JJ's Hallmark 
Joe Theismann's Restaurant 
John 0. Adams Center for the Historj 

of Otolaryngology 
Julian Tours 
Kelly's Art 8 Frame. Inc. 
King Street Blues 
King's Jewelry 
Kit & Caboodle 
Knit Happens 
La Beqerie 
La Cuisine 
La Muse 
La Strada 
La Tasca 
Landini Brothers Inc. 
Laporta's Restaurant 
Lavender Moon Cupcakes 
Lawrence Miller 8 Company 
Lada's Lebanese Restaurant 

Alexandria Hotel Association 

Dandy Restaurant 
Cruise Ships 

Dairy Godmother Frozen Custard & 
Nostalgic Treab 

Dandy Restaurant Cruise Ships 
Daniel O'Connell's Restaurant 8 Pub 

Renner & Company, CPA, P.C. 
Residence Inn  by Marriott Alexandlia ACKC 

Affordable Signs & Bannen 
Alexandria 8 Arlington Bed & 

Breakfast Network 
Alexandria Archaeology 
Alexandria Black History Museum 
Alerandria Chamber of Commerce 
Alexandria City Council 
Alexandria Colonial T w n  
Alexandria Economic Development 

Partnen hip 
Alexandria Guide Magazine 
Alexandria Symphony Orchestra 
Alexandria Tours 
Alexandria Transit Comoanv 

a t  Carlyle 
Residence Inn  by Marriott, Alexandn'a 

- Old Town 
Restaurant Eve 
Reynolds Maps Inc. 
Robert Cummings Photography 
Royal Restaurant 
RT's Restaurant 
Sacred Circle 
Scoop Grill 8 Homemade Ice Cream 
Seagah Restaurant and Lounge 
Seichou Karate Ltd. 
Sheraton Suites Alexandria 
She's Unique 
Shoe Hive 

Dash's of Old Town 
Days I n n  Alexandria 
DC Livery 
DC Metm Food T w n  

Mount Vernon: George 
Washington's Estate & 
Gardens Decorium 

Del Merei Grille 
Del Ray Artisans 
Del Ray Business Assoc 
Dishes of India 

Potomac Riverboat Company 
Diva Designer Consignment & Other 

Delights 
Duke's Market Cafe 
East Coast Entertainment Pro-bono Legal Services: 

Vorys, Sater, Seymour & 
Pease LLP 
Andrew Palrnieri 
277 S. Washington Street, 
Suite 310 
Alexandria, VA 22314 

Alexandria Union Cab combany 
Alexandrias Footstep to the Past 
Ama.~as Canhna Seafooa Rese~ran t  

Eisenhwer Partnership 
E.der Crafterr of Alexandria Inc. 
f i n o r  Co.eman I Vintage Mirage 

Le'Tacne L'ngerie 8 Coupler Boutique 
Lee-fendal Ho~se  U J ~ ~ I I ~  8 Garden 
Little Theatre of Alexaidria 

Shooter McGee's 
Silver Parmt 
Smart Source Computer 8 AV Rental 
Smoathy Spa - Nail. Skin, Permanent 
Southside 815 

Amen'ca! 
American Holticultural Societu 

Ellen Stanton 
Em bassv Suites Alexandria Lorien Hotel 8 S D ~  

American in  Paris Fashion 8 
Couture Inc. 

American Legion Post 24 
Antiaue Guild 

~mbelli ihments of Alexandria 
Enchanted Florist 
eyeZeye Optometry Corner 
Fanah Olivia bv Morou 

Los Tios Grill 
Lyceum, Alexandria's Histoly Museum 
Mai Thai Restaurant 
Majestic 
Mango Mike's 
Marie Louise Meyer 
Martz Gray Line of Washington DC 
Masaya Thai 
McEnearney Associates Inc. 
Medieval Madness 
Medieval Times Baltimore/Washington 
Meetings and Events of Distinction 
Metrostage 
Mondav's Child 

Special Libraries Assoc 
St. flmo's Coffee Pub 
St. Paurs Episcopal Church 
Stabler-Leadbeater Apothecary 

Museum 
~ppl ;  Seed 
Architectural Ceramics 
Art League, Inc. 
Art on the Avenue 
A* Afire Glass Gallely 
Asian Bistm 
ASIS International 
Athenaeum 
Attlee Weddings and Portralts 
Banana Tree 
Barkley Square Gourmet Dog 

Bakery 8 Boutique 
Bastille 
Bellacara 
Beltway Transportation Service 
Best Western Old Colony Inn  
Bike and Roll 
Bilbo Baggins Restaurant 
Birchmere 
Bittersweet Cafe 
Birim Collection 
Bombay Cuny Company 
Brenda Stone, GRI 
Brides & Weddings of Northern 

Virginia 
Bugsy's Pizza Restaurant & Sports Bar 
BW Art. Antiques & Collectibles 
Caboose Cafe & Bakery 
Cafe Salsa 
Campagna Center 
Candi's Candies 
Carafe WineMaken - A  Micro Winerv 

Finn & porter. 
First Night Alexandria 
Fish Market 
Fleet Transportation 
flying Fish Restaurant 
Fontaine Caffe & Creperie 
Fort Ward Museum & Historic Site 
Fountains Day Spa 
Freedom House 
Full Cup Fine Lingerie 
Fusion Meetings 8 Events 
Gadsby's Tavern Museum 
Gadsby's Tavern Restaurant 
Gala Events. Inc. 

Stanton~al lery 
Stardust Restaurant 
Studio Antiaues and Fine Art, Inc. 
Sugar Cube 
Sugar House Day Spa and Salon 
Sunspot Productions 
Suzanne Cook 
Taverna Cretekou 
Team Rover Adventures 
Tempo Restaurant 
Ten Thousand Villages 
Thailand o n  Royal Street 
Tisara Photograhy 
Today's Caqo 
Torpedo Facmly A n  Center 
Torpedo Factory Food Pavilion 
Tourmobile Sightseeing 
Travelhost Magazine - Metm OC 
Treat 
Trojan Antiques 
Two Nineteen Restaurant 
U.S. Patent & Trademati Office 

Museum 
Union Street Public House 
Van Bommel Antiek Haus 
Vermilion 
Villa Di G te  Restaurant 
Virginia Commerce Bank 
Virginia Shop 
Viqinia Theological Seminary 
Vista Graphics 
Warehouse Bar & Grill 
Washington Metro Area 

Transportation Authority 
Washington Suites Alexandn'a 
Waterfmnt Gourmet 
Well Dunn Catering Inc. 
Weding Financial Planning Services 
West End Business Assoc 
Westin Alexandria 
Wharf 
Wheel Nuts LLC 
Whistle Stop Hobbies 
Why Not? 
Windows Catering Company 
Windsor Room and Duke's Bar 8 Grill 
Winterthur Museum Store 
Woodlawn - Frank Lloyi Wrighfs 

Pope-Leighey House 
Wyndham 

~onro;s An Amencan Trattoria 
MontdgLe 8 Sor - The Birkenstock 

store, , 
Morris Vtsrtor Publications 
Morrison House 
Momson House's The Grille 
Murphy's In'sh Pub 
Mystery Dinner Playhouse 
Mystique Jewelers 
National Business Travel &roc 
National Harbor 
National Museum of the Marine Corps 
Newseum 
Nick's Nightclub 
Northern Viqinia Executive Town Car 

& Limo Svcr Inc 
ORice of Historic Alexandria 

Gallery Lafayette 
Gallery West 
George Washington Birthday 

Celebration Committee 
George Washington MasonicMemorial 
Geranio Ristorante 
Global Events Washington 
Gold Works 
Golden Rhodes 
Gossypla 
Grape +Bean 
Gunston Hall Plantation 
Hampton I n n  8 Suites - Alexandria 

Old Town Area South 
Hampton Inn  Old Town King Street 

Metro Station 
Hangar Aviation Specialties 
Hant's Oyster Bar 
Hard Times Cafe 
Harmon's Horse-Drawn Hayn'des and 

Carriages 
Hawthorn Suites LTD Alexandria 

Old Presnyteriai Meeting HoLse 
Old Town Business 8 Pmfessional 

ASSOC 
Old Town Crier Inc. 
Old Town Experience 
Old Town Massage Center, Inc. 
Old Town Pendleton Shop 
Olde Towne Gemstones 
Olde Towne Hone & Carriase 

Carlyle Center - A RegurProperty 
Carlyle Club 
Carlyle House 
Celebrate Produch'ons 
Chadwicks 
Chariots for Hire 
Chart House Restaurant 
Chateau Animaux 
Cheny Blossom Weddings 8 

Events. LLC 
Chester Simpson 
Cheyrs Fresh Mex 
Christ Church 
Christmas Attic Inc. 
Chuck Fazio Media 
Circe 
City o f  Alexandria 
Club Managers Assoc of America 
Clyde's at Mark Center 
Collingwood Library & Museum 
Comfort Inn  Alexandria 
Comfort Inn Alexandria Landmark 
Comfort One Shoes 
Conrad's Furniture Gallery 

rli lton Alexandria a t  Mark Center 
rli lton Alexandria Old Town 
rloliaa) Inn - Eisenhower Melm 

Ove~wood 
PEC Art Inc. 
Pat Tmgs Restaumnt F. Pub 
Patricia Palermino Studio 
Patrict's Designs LLC 
Paul McGehee's Old Town Gallery 
Phillips flagship 
Pink & Brown 
Pita House Family Restaurant 
Pizzeria Venti 

Center 
Holiday Inn Hotel 8 Suites - Historic 

District Alexandria 
Hollin Hall - The Meeting House 
Hooray for Books! 
Hotel Monaco Alexandria 
Huntinuton Creek Garden Club 
Hysterii 
Il port0 
Imagine Artwear 
Imperhctions -Antiques and Great 

stuff 
Indigo Landing 
Indulge Mobile Spa 
International Assoc of Chiefs of Police 
Irish Walk 
Jackson 20 

Poooi Inc. 
~okomac Bead Company 
Potomac Belle Charters 
Potomac Riverboat Company 
Preferred Offices a t  Kinq Street 

Station 
Prince Michel Winery Tasting Room 8 

Gift Boutique 
auinn Essential Hair Salon 
Ramparts 

ACVA PI 2009 Annual Repor 





















































































































ACVA's Mission 

The mission of the ACVA is to generate tourism and 
conventions that increase revenues and promote the 
City of Alexandria and i ts  assets. 

Supplemental funding provided in FY 09 & 

FY 10 to promote Alexandria -shopping and dining 
in particular - to residents and neighbors 

SHBFJ DINE €3 CELEBRA-TE 
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Alexandria's Tourism Economy 

3.3 million domestic visitors annually 

Visitors spent $645 million in 2008, up 10.3% 

Visitor spending generated $21.7 million in City 
taxes, up 11.4% 

Tourism supports 6,023 jobs in Alexandria with a 
payroll of $111 million 

Sources: TNS Travels America, 

Virginia Tourism Corporation and 

U. S. Travel Association 

SHC)? DINE & CELEBRATE 
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Total Citywide Room 
Supply vs. Demand 

(Calendar Year, in thousands) 

More rooms are being sold, but the gap has widened pointing to a 
need for demand generators in the market. 

2005 2006 2007 2008 2009 

Source: Smith Travel Research, total number of rooms X 365 nights 

Demand 

Supply 



Total Citywide Hotel Occupancy 
(Calendar Year, in thousands) 

80% 75.4% 

Source: Smith Travel Research, number 
of rooms sold/number of available rooms 



ACVA Program Summary 
Marketing 
- Advertising, Website, Direct Mail, Seasonal Promotions 

Group Sales 
- Tradeshows, FAM tours, Sales Calls, Events, Industry 

Sponsorships 

Public Affairs 
- Media Relations, Corporate Communications, 

Membership, Publications, Networking/Education Events 

Visitor Services 
- Visitors Center, Parking Passes, 

Distribution 
SHOE DINE & CELEBRATE 

VISITALEXANDRIAVA C Q M  
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Advertising: Tourist 

Virginia Travel Guide 

Official DC Visitors Guide 

DC Pre-Destination Map 

Where Magazine 

Where Guest Book 

Where Map 

Old Town Trolley Maps 

Old Town Trolley Side Bill boards 



Advertising: Regiona 

Regional Magazines 
- Washingtonian, Northern VA, Capitol File 

Weekly Newspapers 
- Blade, Connection Papers, Alex Times, 

Old Town Crier, Examiner 

Washington Post: Express, Weekend 

Radio: Fall only, 30 spots per week for 8 weeks 



Advertising: Added Value 
Negotiated bonus value worth $419,765 : 

adding 50% to advertising impact 
Free ads totaling $101,960 
- Fa11/09 NOVA Editions of Newsweek, SI Time, US News 

- Nov/Dec 09 Preservation Magazine editorial + online 

- Old Town Trolley (in DC) inside billboards 

Remnant ads purchased a t  discount valued a t  $74,620 
- AAA World: saved $29,030 

- Southern Living: saved $11,100 

- Preservation: saved $13,000 

- American Heritage: saved $12,500 

- Cherry Blossom Festival: saved $3,000 

- Go Smithsonian: saved $5,390 

Negotiated ad-ons valued a t  $243,18 





Key to the City Pass 

Developed to highlight historic sites 

Booking incentive for hotel reservations on 
VisitAlexandriaVA.com 
- Booked $85K in room revenue in 

Admission to 9 historic sites 
- ACVA reimburses sites 

60 coupons 
- Free participation for businesses 

Now offered by hotels in 

packages and as guest amenity 



First Annual 
Boutiaue Week 

I 

50 participating shops 

Sweepstakes for $1,000 
shopping spree and stay a t  
Morrison House 
- Collect 5 stamps to enter 

3,400 web visits to micro site 

200 completed entries 





FY 07 Total 

Website Total Visits 
= 371,407 FY 08 Total = 501,480 FY 09 Total = 500,335 

Online Ads = $21 9K Online Ads = $1 25K 

10,000 

0 .  

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 

-FY 07 ----FY 08 FY 09 -FY 10 





10 Tradeshows with 13 ~artners 
- generated 30 RFPs YTD with 

estimated revenue of $1 million 

- Pre-mailer for each show 

- Follow-up with leads 

Partner participation pays 50% 

of total budget, expanding AC' 

budget by more than $11,000 







New Sales In i t iat ives 

Corporate Socially Responsible Programs 
- Partnering with Volunteer Alexandria 

Website Initiatives 
- Keep It Green in Alexandria 

Website launching in April with green hotels, 
experiences, Eco-City Alexandria, meeting planner 
resou rces 

- Legendary Experiences 

- Incentives Page 

SHOF: DINE 6r CELEBRATE 
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Alurrdr ia  CmmIt ior  & V i s b n  k r o c l r t l o ~  
421 King Street, Suite 300 
Alexandria, Virginia 22314 
f 703.748.3300 1 1: 703.746.3314 

Almxrrdrir V l s b n  C.Wr al R r r u v  H o w  
221 King Street 
Alexandria, Virginia 22314 
t: 703.748.3301 1 toll fram: 800.388.9119 

SHOP DINE & CELEBRATE 
VISITALEXANDRIA~A.COM 

March 5,2010 

Dear Alexandria City Council Member: 

The Board of Governors and the staff of the Alexandria Convention &Visitors Association are looking 

forward to meeting with you on Tuesday, March 9 at 5:OO. Thank you for making time to hear about our - ----------- 
~kprogram i i x o u t c o m ~ ~  m m u r e  pXnsTorTncTSas~ng revenues from visitor spending. 

Each year, Alexandria attracts more than 3.3 million visitors. In 2008 visitor spending totaled $645 

million and generated $22 million in City tax revenue. This spending increase topped 2007 by 10 percent 

and was the fourth largest increase in Virginia (about half of the jurisdictions experienced a decrease in 

visitor spending). 

This binder contains samples of recent sales and marketing initiatives. I will present additional details 

about these campaigns during the work session, but wanted you to have an opportunity to review these 

materials in advance, if you wish. 

We look forward to an engaging discussion. 

With best regards, 

Stephanie Pace Brown 

P r e s i d e n u  - 

Copies: City Manager's Office 

City Attorney 

lexandria @tel gssociation 



TAB 1 :: 

TAB 2 :: 

TAB 3 :: 

TAB 4 :: 

TAB 5 :: 

Publications 

Both the Official Visitors Guide and Map are published for the ACVA by Morris Visitor 

Publications, the publisher of Where Magazine, who won the contract after a 

competitive bid produced five highly qualified finalists. 400,000 copies of the Visitors 

Guide and 300,000 copies of the Map are distributed annually. ACVA is guaranteed 
minimum revenue of $30,000; up from $20,000. The next edition of the Map will include 

an insert for Del Ray, and West End business will be included with a directional arrow 

and full listing. The 2011 edition of the Visitors Guide is being redesigned to provide 

more powerful editorial content and to highlight major tourism assets. 

Advertising 
ACVA targets three primary segments with paid advertising: the Destination market for 

overnight stays; the Tourist market to reach regional visitors; and, the Regional 

marketing to target Alexandria's residents and neighbors for shopping, dining and 

special events. Advertising media includes online, magazines, newspapers, radio and 

direct mail. We focus heavily on the efficiency of the media buy - in other words get as 

much advertising for the money as possible. Last year, the negotiated added value 

totaled $358,000. 

Promotions 

Promotions are an important technique for emphasizing aspects of Alexandria's brand. 

Visitors come to Alexandria for our uniquely charming combination of "historic 
ambiance and contemporary flair." Boutique Week shines a spotlight on independently 

owned shops, while Restaurant Week announced that Alexandria's culinary scene 

stands on its own. Ninety percent of restaurants who responded to our survey said that 

Alexandria Restaurant Week increased their business. 

The Key to the City Pass was developed to package Alexandria's historic sites with the 

ever-popular coupon book and is given as a booking incentive for hotel reservations 

made on VisitAlexandriaVA.com. We also provide it to Alexandria hotels that use it in 

packages and as a guest amenity. 

Group Sales 

ACVA's three-person group sales team made more than 32,000 contacts last year, 

resulting in actualized revenue of $2.5 million. More than 1,200 leads valued a t  $26 

million were distributed to Alexandria businesses. 

Media Highlights 

A small sample of media clips is included in your binder. One full-time media relations 
position has been frozen since November 2008. 







Dear ACVA Members, Tourlrm Partners and Alexandria Rasidentr: 

As we look forward together to a more promising economic future, we will build upon a foundation of renewal 
laid by our City, business community and residents to welcome visitors arriving from across the region and 
around the world. 

The promise of National Harbor, looming with uncertainty at the beginning of the year, came to fruition and 
provided a return on investment for the many new amenities and marketing initiatives funded by the City as 
recommended by the National Harbor Collaborative Task Force. The Alexandria-National Harbor Water Taxi carried 
100,000 passengers during its first season, and the King Street Trolley was used by more than 640,000 
passengers. A new advertising campaign targeting Alexandria's residents and neighbors launched i n  September 
2008 with supplemental funding provided by the City to  stimulate shopping and dining i n  Alexandria. 

Alexandria's hoteliers have invested more than $388 million in  new construction and renovations in  recent 
years, bringing the total number of rooms i n  Alexandria to 4,500, and adding to the Ciqs unique collection of 
inspired cuisine and independently owned shops to heighten the contemporaly flair and world-renowned historic 
ambiance that attracts millions of visitors to  the City each year. 

This uniquely charming balance was the focus of a new brand identity that debuted i n  January. The "Fun Side of 
the Potomac" was replaced by a new logo, advertising, printed materials, and website with the tagline, "Shop, 
Dine and Celebrate on America's Historic Main Streets." 

It has been a prolific year for the ACVA, the City of Alexandria, and its business community. We have strived 
together to  sustain Alexandria's tourism economy i n  challenging times, and we are enthusiastic about the 
opportunities that lay ahead. 

Charlotte Hall 
2010 Choir 

Stephanie Pace B m n  
President and CEO 



I Visitor  Spending lncreaseu 

Hotel  Room Revenue lncreased 

Ci ty 's  Tour ism Tax Revenues In  creased 

Total vlsttor spending topped $645 million in 2008 generating 
$21.7 million in City taxas and supporting 6,023 jobs wlth 
payroll of S l l l  million. Desptte unprecedented national declines 
in tourism, vfsltor spending in Alexandria rose 10.3 percent 
compared to 2007. 

Cltyvvide, hotel room revenue r m  15 percent durlnp 2008 for 
total revenue 01 $171 rnllUon. Demand for Alexandria hotel 
moms Increased 7.8 percent wlth 1;102,133 rooms sold. Room 
supply Increased 9.5 percent, leading to a declne In occupancy 
of 1.6 percent to total 67.1 percent. 

I 4 1 ACVA Pi 2009 A n n l i o i  Repor t  



NEW BRAND SHOWCASES HISTORIC AMBIANCE 
AND CONTEMPORARY FLAIR 
Guided by an intensive bmnd mean% study conducted in thefill of 2007, the ACYA repositioned Alexandria 
as a destination with histotic ambiance and cantempomry flair. A new logo and cmtive design articulated 
the sophisticated appeal of Alexandria, and an aggressive media plan distdbuted that message to target 
audiences. Enhanced tools - both online and in print - debuted to better serve visitors; meeting planners; 
residents and neighbors; and, ultimately, the Alexandria tourism industry and Ctty tax base. 

The all new destination website, VisitALexandriaVA.com, was released i n  November. The dramatic design of the 
site was complemented by significantly enhanced tools that improved both the user experience and selling 
opportunities. The Travelocity booking engine on Alexandria's site ranked i n  the top 20 destinations i n  the 
Travelocity system, with reservations totaling $100,000 i n  FY 2009. I n  April, online restaurant reservations 

were added through Alexandria-based Fishbowl, the trusted leader i n  permission-bared online 4 - 
marketing for the restaurant industry. making VisitAlexandriaVA.com the first destination 

1 4 
' I site i n  the country to integrate dining technology. I Additional features of the new site included an interactive history timeline and 

'L neighborhood portals that allow users to  browse shops, restaurants, hotels, attractions 
and events for specific areas of the City. Member Listings were expanded to feature a 

b 
photo gallely, special offers, and individual calendars. The site is driven by state-of-the-art 

technology to  control content that is integrated with member and sales databases. 

rate improved 11 percent and the average time users spent on the site increased 23 percent. 
Use of VisitAlexandriaVA.com topped 500,000 visits and 2.4 million page v iew during FY 2009. The bounce 

The spring advertising campaign sported a new Logo and creative design driven by the 
results of last yeafs brand study. Designed by Abrials & Partners, the logo illustrates 
the rich heritage and contemporary vibrancy of Alexandria, accompanied by 
effective copy and engaging photography by Ben Fink. 

A 

"THE ALEXANDRIA ORIGINALS FEATURED ON 
VISITALEXANDRIAVA.COM HI6HLIGHT THE 
CITY'S UNIQUENESS." 
Paul Morton. The Little Theatre of Alexandria * 





Building on the strategy established in  2008, the 2009 advertising campaign targeted three segments: 

Destlnatbn: Targeting a key demographic of women ages 25 to 64 within a five-hour drive of Alexandria, the 
destination advertising focused on culinary and lifestyle publications including Food & Wine, Town & Country, 
I n  Style, Travel & Leisure, Cooking Light, Country Living, House Beautiful, Real Simple, Southern Living, and 
AAA World. 

murlst i n - W e t :  Promoting daytrips by targeting visitors i n  D.C., Northern Virginia and National Harbor, this 
advertising segment used LC.-area publications with a proven track record, including Where, Smithsonian 
Guide, the D.C. Visitors Guide & Map, and Gaylord Magazine to target visitors after their arrival in  the region. 

Regional: Developed with $300,000 i n  dedicated funding authorized by the Alexandria City Council, the regional 
campaign targets Alexandria's residents and neighbors. Spotlighting shopping and dining in  the city, it featured 
both print and radio. 

The Regional Campaign was greatly enhanced by a cooperative marketing program with the Washington 
Metropolitan Area Transportation Authority that provided advertising in  the Metm system valued at $134,000. 

The cooperative marketing encouraged the use of Metrorail, Metrobus and the free King Street Trolley to visit 
Alexandria. Foskey Phillips, ACVA's media buyer, negotiated $358,000 i n  free advertising and enhanced value. 
Together, these efforts increased the total value of our advertising budget by 50 percent. 

was pnnrea w t n  more tnan i,uuu pre-oraers w t n  aistnbution 
expected to reach 2,500 from Labor Day through Christmas. 

Pi 2009 Annual  Repor t  



THE "PUTTIN' ON THE GLITZ" CLIENT EVENT 
TYPIFIED WHAT THE SALES TEAM DID SO WELL 
THROUGHOUT THE YEAR. 

I K m  Yi. Fontaina we o &q~& 



Focusing on a mulff-year $388 million investment by the Alexandria hotel indusby, 
"Alexandria: A Dazzling Desffnation, Close 8 Amable"  was launched to highlight 
Alexandria3 cdlection of hotels, chef-driven restaumnts boutiques and legenday 
experiences. "Meet Alexandria" was developed in mponse to the sinking economy 
that was exadmted by a backlash against meetings and incentive 
tmvel in the fi l l  of 2008. 

associations based here and a networking-educatim 
breakfast attended by 28 meeting planners at the ' 

Holiday Inn  Hotel & Suites. 

"Keep It i n  Alexandria" supported the grassroots effwt 1 

"Meet Alexandria" encouraged local businesses, residents 
and City employees to  bring events with which they 
were affiliated to Alexandria with outreach that 
included a letter from Alexandria Mayor William D. 
Euille to CEOs based i n  Alexandria. The campaign was 
supported by a city-wide sales blitz targeting 213 

with incentives targeting sales teams at  Alexandria 
hotels and attractions t o  refer any business they could 
not accept to the ACVA to  keep the business within the 
City. The program generated 32 leads and $454,580 i n  
estimated revenue and the team received additional 
inquiries as a result of referrals by ACVA members. 

The destination campaign targeted meeting planners i n  the region with a rejuvenation theme. A Personal 
Revitalization Package contest was promoted to tradeshow attendees, on the website and through direct mail. 
The promotion generated 29 leads and 11 definite bookings. 

The "Puttin' on the Glitz" client event typified what the sales team did so well throughout the year. Working with 
27 partners, they coordinated with Celebrate Productions and the Carlyle Club to host 250 planners and 
organizers for an evening of cocktails and canapbs along with such indulgences as massages, hair styling, makeup 
applications and fortune telling. Rejuvenation indeed! 

The ACVA sales team participated i n  10 tradeshows and hosted the popular "Bring Back the Memories Ice Cream 
Blitz." These efforts, combined with online advertising, direct mail, and more than 32,000 contacts during the 
year, resulted i n  actualized revenue of $2.5 million. More than 1,200 leads valued at  $26 million were distributed 
to  Alexandria businesses. 



The Inauguration of Lrack Obama drew an estimated audience of 1.8 minion 
to the natfon's capital in January 2009. Mindful of Its historic past, Alexandria's 
celebTation of the M L n t i a 1  Inauguration provided a warm welcome lor 
thousands 01 rlsltors. 

The ACVA lnllitlted Alexandria's Inaugural Restaurant Week to capitalize on media 
exposure and to disperse hotel guests throughout the City. Thlrty restaurants 
offered "Choice of Presidents" menus that were showcased on a promotional 
micro webslte. A JnmboTron simulcast of the swearing-in ceremony was presented 
to an estimated audience of 1,400 at Market Square. 

The Potomac Riverboal Company offered Inaugural Water Taxi seMce from 
Alexandrla to the Disbict of ~olukbla, opening-a promotional window that resulted 
In media coverape on C H  and every local television station. Five stories appeared 1 . . 
In the ~ashingtin Post which proclaimed, "Alexandria rocked." 

RomoUons Included a full-paw announcement sponsored by the Aiexandrla 
Gazette-Packet and online advertfsing. Posters lor Restauranl Week were displayed 
thmuuhout Ute City, and f0,000 flyers were distributed to hotel guests at check-In. 
Two mkm websltes were developed to announce ever-changing Io~lsElcal details 
and promote special activWes. 1 

A 
Durlng January, website visits increaaad 55 percent to 42,602; Including 4,000 
visits to the Inaugural website plus more than 11,000 lo the Restaurant Week 
site. Total mom revenue in the Csty lnereased 30 percent to nearly $13 million 

I 
during January. 

"VISIT US ONLINE 
FOR MORE ALEXANDRIA 
ORIGINALS LIKE ME!" 
Shannon Overmiller. Executive Chef 

1 
The Majestic i 
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MEMBERSHIP AND VISITOR SERVICES 
I n  January, a re-organization was completed to create the Department of Public Affairs, 
unifying outreach to members, media, and the community. 

virirnrsM/$ ; 
Guide 

ACVA's growing membership reflected enthusiasm for the new bland identity. Membership 
grew to  312 businesses and individuals, representing all of the commemal neighborhoods of 
the City. ACVA events offered members educational and networking opportunities. Six 
Tourism Marketing Forums were offered, drawing average attendance of 70. The popular 
Tourism Training Program, an overview of Alexandria designed for front-line hospitality 
employees, returned with sessions presented to the King Street Trolley drivers and 
concierges of Gaylord National. 

The Official Visitors Guide and Official Old Town Map continued as important benefits for 
members, with advertising rates remaining steady, allowing more advertisers than ever to 

appear i n  both publications. 400,000 copies of the Guide and 300,000 copies of the Map were distributed. 

During the first annual Membership Appreciation Week, more than 40 member businesses visited the ACVA 
offices for website training and to learn about sales and marketing opportunities. I n  an event co-sponsored by 
the ACVA and the Office of Historic Alexandria, the Virginia Tourism Corporation brought their sought-after VTC 
Help Desk to the Lyceum, with 13 VTC tourism experts assisting more than 50 tourism-related businesses. 

Earned media continued to  enhance ACVA's marketing reach with a focus on leisure travelers. Two media 
familiarization (FAM) tours highlighted media outreach efforts. Seven journalists participated i n  a Girls' Getaway 
FAM weekend, visiting 20 Alexandria businesses. A second FAM tour put journalists i n  the drivers' seats, inviting 
them to  visit individually to experience a customized itinerary. The innovative approach attracted 11 journalists, 
with results expected throughout the next year. 

A total of 40 journalists were hosted, garnering coverage i n  publications including USA Today, AAA Horizon, Los 
Angeles Times, and Miami Herald. 

Media outreach by the ACVA during the Presidential Inauguration resulted i n  print coverage of the Inaugural 
Water Taxi reaching a circulation of 10 million, plus CNN and local television outlets. The Market Square 
simulcast and the Restaurant Week promotion received strong local coverage, as well as the Huffington Post and 
MSNMoney.com. 

During FY 2009, media outreach resulted i n  coverage i n  publications totaling 54 million i n  circulation, valued at  



The Alexandria Visitors Center at Ramsay House extended i ts hours to serve evening visitors, now open 10 a.m. 
to 8 p.m., April through December, and 10 a.m. to  5 p.m. January through March. The popular evening hours 
fueled a 13 percent increase i n  visitation totaling 78,000. The lower level was enhanced with a 20-minute 
promotional video that provides a lively overview of the City. 

A new line of merchandise was introduced to showcase the new Alexandria logo. The script "Alexandria" with i ts 
red feather is available on t-shirts, sweatshirts, caps, mugs, key chains, mouse pads, and other favorite 
souvenirs. 

I n  addition to promoting the City's attractions, shops, restaurants and hotels, the Visitors Center staff provided 
critical support to the City's major events. Ticket sales this year included nearly 400 tickets for the Historic 
Homes and Gardens Tour, and First Night ticket revenue totaling $7,000. 

"60 TO VISITALWUIDRIAVA.COM clr 
TO LEARN HOW YOU TOO CAN 1 

BECOME AN ORIGINALw 
Nora Partlow, St. Elmo's Coffee Pub 

A 
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Foskey Phillips 

Alexandria CVA 
FY0910 
DESTINATION 

18-Feb-10 Gross 
Impressions Issue Date Ad Size Freq Description Circulation 

MNI LUXURY GROUP 
Net Cost Gross Rate' Sp Close Mat Close 

Food & Wine, In Style, Town& Country 
Travel & Leisure 
Sep issues release in Aug and Oct release in Sep 
RaleighIDurham 24,190 Page 4c 

Page 4c 
Page 4c 
Page 4c 

1 xlbook 
lxlbook 
1 xlbook 
lxlbook 

New Jersey Metro 

NorfolklRichmond 

Page 4c 
Page 4c 
Page 4c 

1 xlbook 
lxlbook 
1 xlbook 

Page 4c 
Page 4c 
Page 4c 
Page 4c 

1 xlbook 
1 xlbook 
1 xlbook 
lxlbook 

Page 4c 
Page 4c 
Page 4c 

lxlbook 
1 xlbook 
lxlbook 

Philadelphia 137,517 Sep-09 Page 4c 1 xlbook 
137,517 Oct-09 Page 4c 1 xlbook 
137,517 Apr-10 Page 4c lxlbook 

Sub Total Luxury Group 

MNI HOME GROUP 



Foskey Phillips 

Alexandria CVA 
FY0910 
DESTINATION 

18-Feb-10 Gross 
Description Circulation Impressions Issue Date Ad Size Freq Net Cost Gross Rate* Sp Close Mat Close 
MNI LUXURY GROUP 
Food & Wine, In Style, Town& Country 
Travel & Leisure 
Sep issues release in Aug and Oct release in Sep 
RaleighlDurharn 24,190 55,637 Sep-09 Page 4c 1 dbook $ 4,975.90 $ 5,322.22 15-Jun-09 22-Jun-09 

55,637 Oct-09 Page 4c 1 dbook $ 4,975.90 $ 5.322.22 20-Jul-09 27-Jul-09 
55.637 Nov-09 Page 4c 1 dbook $ 4,975.90 $ 5,322.22 17-Aug-09 24-Aug-09 
55,637 Apr-10 Page 4c 1 dbook $ 4,975.90 $ 5,322.22 8-Jan-1 0 15-Jan-1 0 

New Jersey Metro 

NorfolklRichrnond 

Philadelphia 

Sub Total Luxury Group 

147,780 339,894 Sep-09 Page 4c 1 dbook $ 22,593.00 $ 24,165.47 15-Jun-09 22-Jun-09 
339,894 Oct-09 Page 4c 1 dbook $ 22,593.00 $ 24,165.47 20-Jul-09 27-Jul-09 
339,894 Apr-10 Page 4c 1 dbook $ 22,593.00 $ 24,165.47 8-Jan-10 15-Jan-10 

40,300 92,690 Sep-09 Page 4c ldbook $ 6,853.55 $ 7,330.56 15-Jun-09 22-Jun-09 
92,690 Oct-09 Page 4c 1 dbook $ 6,853.55 $ 7,330.56 20-Jul-09 27-Jul-09 
92,690 Nov-09 Page 4c 1 dbook $ 6,853.55 $ 7,330.56 17-Aug-09 24-Aug-09 
92,690 Apr-10 Page 4c 1 dbook $ 6,853.55 $ 7,330.56 8-Jan-10 15-Jan-1 0 

14,120 32,476 Sep-09 Page 4c 1 dbook $ 4,628.25 $ 4,950.38 15-Jun-09 22-Jun-09 
32,476 Oct-09 Page 4c 1 dbook $ 4,628.25 $ 4,950.38 20-Jul-09 27-Jul-09 
32,476 Apr-10 Page 4c 1 dbook $ 4,628.25 $ 4,950.38 8-Jan-10 15-Jan-10 

59,790 137,517 Sep-09 Page 4c 1 dbook $ 9.826.85 $ 10,510.80 15-Jun-09 22-Jun-09 
137,517 Oct-09 Page 4c 1 dbook $ 9,826.85 $ 10,510.80 20-Jul-09 27-Jut-09 
137,517 Apr-10 Page 4c 1 dbook $ 9,826.85 $ 10,510.80 8-Jan-1 0 15-Jan-1 0 

MNI HOME GROUP 



Cooking Light, Country Living, 
Food & Wine, House Beautiful, and 
This Old House, and eff 10/1/09 Real Simple 

Richmond 73,021 
sans Food 8 Wine (rate discounted) 

Westchester County 35,257 

Southern New Jersey 83,296 
sans Food 8 Wine (rate discounted) 

Sub Home Group 191,574 
Rates reflect a negotiated 15% discount from ratecard 
VALUEADDED 
Value added MNI Reader's Service page 
wlguarantee of 500,000 in circ per month for 
3 months. Added Value: $37,000 

News Group bonus for 09 or 10 
in Northern Virginia Network or another market of 
Circulation 139,410 

Total MNI 

Southern Living - Mid Atlantic LI 365,000 

Sub Total Southern Living 

AAA World 
Page inside back cover and 

Page 4c 
Page 4c 
Page 4c 
Page 4c 

Page 4c 
Page 4c 
Page 4c 

Page 4c 
Page 4c 
Page 4c 

ldbook 
1 dbook 
IXJbook 
1 dbook 

ldbook 
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T h e  Carlvle House dates  to 1753. . . 
nock-i~nd were seaiiorls in their d:lv. Both are 
t~iur is t  cities, rich il; Colonial and civil War 
history, and both c la i~n  Georgr Washington a ~ l d  
Rohcrt E. I.re as f a~nous  residents. 

Much of Old Town Alcxalttlri, stands on tract5 
of land originally owned hy Margaret Rrrnt, 
a 17th-century lawyer who ;~lso owned much 
land in present-dav Stafford C<]unty, 

Both cities have w . ~ I < ; I I I ~ c  ( I O W I I L O W I I  districts, 
with charming, 1titl1- and 1 9 t h - c r ~ ~ t u r y a r i l ~ i l e ~  - 

t l~ re ,  res ta~lrants ,  ,111tiqt1eb s11opa 311d bouticjt~es. 
linth are arts townh. 

...:. !LI.I ,.,,-,.,I r Alexandria was founded in 154~). 21 years after 
Museum shows black contributions. Fredericlcsburg. 'rl~clay, Al<:sa~~dria is much 

larrrer, wit11 ;I ~ ~ o p t r l a t ~ n ~ ~  of ne;~rl\, I ~ A . O U ( I .  

beater Jr. (left) and Edward Stabler (shown in 1930) left i t  

~vern ' s  Birthnight Ball A Union headquarters was the 
th-century dancing. model for the  Fort Ward Museum. 

T11r company was so success- After t h e  business bhut do 
i u l  l l ~ e t  at one point it owlwd in ,933, tile contents were 
11 buildings in town, supplied purchased at  auction by tllr 

ALEXANDRIA OFFERS 
SHOPPING, DINING, ARTS 
BY GWEN WOOLF 
IHE FRC[ CAI  I ?  i ,l,rl 

1,EXANDRIA has Inany sinril.lritirs to A F~.edericltsburg, i t s  neighbor 50 miles 
to  th r  solltll. 

Both arc. situated o n  rivers-Alexandri;~ o n  thc 
1'oto111;1c and Fredcriclcsl>urg on the P ~ ~ p p a l ~ a n -  

, . > . .  . 
cnn~pared wit11 Fretlrricltsburfi'a.ricl<sburg's lwarly 2 3 , 0 0 0  
reside~lt.; 

T.oc;~ted six miles h o n ~  Wi~shington. Alexiln- 
drid has a11 air or sophistic at in^^ ancl affluencr 
ahnut i t ,  with ni;lny vs~-ll-hreled profeasionais 
nlillting their l lo~nes  tilere. 

Brsidrs siglitsccing at historic sites, it's the 
kind of place nrliert. people ]night go for a 
romantic weekend, a girls' getaway or to a n ?  of 
ita numerous festivals. For example, an annual 
a r t s  festival on Iiing Strert draws thousands. Thc 

' ' ' ' ' " ' t  liolidays are higlllighted Iiy a Scottish Christmas 
Lee-Fendall House: Ties to  family. Walk, boat p.~rade of  lights and First Night 

w n  dria, which reopened it as 
61 museum in 1939. Tlie city 
received the museum as a gift in 

events. 
People throng do the Saturday farmers n~arlcet 

211 Market Square to buy produce, baked gouds, 
SEE ALEXANDRIA. PAGE 10 

Archaeology Museum volunteer 
Joan Amicko cleans artifacts. 

nearly 500 pharmacies in the Friends of the Arneric~~n Phar- 2006. Volunteers arc still ca1.t~- I .YILIY, i . . I , ,  

W ~ s h i n g t o n  area and sold its maceutical Associar io~~ and the lojiuing the trove of artifacts T h e  farmers market a t  Market Square 

products throughout the mid- building was acquired by the  and documents is a popular and colorful weekly attraction. 

Atl~*atlc region. Landmarks Society of Alrxan- SEE TOUR, PAGE l o  



TOWN & COUNTY FREDERICKSBURG.  VA.  S A T U R D A Y ,  OCTOBER I?,  a 0 0 9  T H E  FREE LANCE-STAR 11 

TOUR: Where Washii~gton, Jefferson, Monroe, Lee walked the streets 
FROM PAGE 10 

into disrepair until it was restored in 
the 1970s and the hotel was torn 
down. 

Of interest t o  Fredericksburg resi- 
dents will be the fact that the stately 
Palladian-style house, completed in 
1753, was built of Aquia sandstone 
quarried in Stafford County. The 
stone was replaced with limestone 
during the house's restoration, but 
a remnant of Aquia stone can be seen 
under the eaves at the front door. 
In addition, displayed upstairs in the 
architecture room i s  the original 
Aquia sandstone keystone, plus an 
interior wall of sandstone bearing 
chisel marks. 

Visitors can view the public rooms, 
filled with 18th-century furnishings, -- well as family bedrooms, including 

~ n ' s  room where his tutor was his 
mmate. ("That's creepy," com- 
nted a little girl visiting from 

Oklahoma.) 
A film shown in the  servants' 

quarters explains Carlyle's evolution 
from a European to an American. 

A charming garden in the back 
features crape myrtles and a gazebo. 

A LEE PRESENCE 
Civil War confederate commander 

Robert E. Lee, who also has connec- 
tions with the Fredericksburg area, 
is represented at the Lee-Fendall 
house. 

Lee's father, Henry "Light Horse 
Harry" Lee (who once owned Strat- 
ford Hall in Westmoreland County), 
sold the property that became the 
Lee-Fendall House in 1784 to his 
cousin Philip Fendall. Over the 
generations, some 37 members of the 
Lee family livedin the house, which is 
the only remaining Lee family home 
still open to the public in Alexandria. 

Washington and Lafayette also 
visited the house, and Light Horse 
Harry Let. wrote Washington's eulogy 
("First in war, first in peace, and first 
in the hearts of his countrymen") in 
the dining room. Young Robert lived 
across the street before he went to 
West Point. 

The  house left the Lee family's 
possession in 1903. A iater occupant 
was $mow labor leader John L 
'- ~ W I S ,  president of the Unlted Mine 

'wkers. 

The home is the only historlc 
attraction in Alexandria whose inte- 
rior is decorated in the Victorian-era 
style of ~Rso-70. A restored garden 
is often rented out for private parties 
and wsddings. 

DIGGING ALEXANDRIA 
Tuclced into a third-floor corner 

at the Torpedo Factory Art Center 
is the Alexandria Archaeology Muse- 
um, where archaeologists and volun- 
teers lovingly clean and document 
the millions of artifacts excavated 
around town that will later be 
preserved and stored or displayed. 

"Privies are gold mines for archae- 
ologists," offers volunteer Joan Am- 
icko, 77, one of the "Lab Ladies" 
working on a recent Friday. She was 
using a toothbrush to wash tiny 
fragments still to be identified. 

Others were marking pieces of 
broken European creamware and 
pottery and putting them back to- 
gether like a jigsaw puzzle. 

"I enjoy the learning experience," 
says Montie Kust, who, at 87, is the 
oldest volunteer. A one-time Radio 
City Music Hall Rockette, she joins 
the group of volunteers who range 
from high school and college student 
interns to retired professors and 
Foreign Service personnel. They work 
under the guidance of an archaeolo- 
gist. 

"We have a feeling they were a lot 
like us:' said one volunteer, talking 
about the people who once owned the 
artifacts they handle. 

There's also lots of hands-on fun' 
for museum visitors. 

The museum's holdings cover all 
time periods of city history. The 
oldest item is a 13,ooo-year-old 
Paleo-Indian Clovis point found 
at Freedman's Cemetery. 

HISTORY OVERVIEW 
The Lyceum connects all the 

strands of community history with 
its collections and educational pro- 
grams. 

Built in 1839 in the shape of aGreek 
temple, the building was traditionally 
used by the public for intellectual and 
cultural pursuits and the display of 
odd scientific specimens. 

The building was used at various 
times as a library, a Union hospital 

BENFINK 

The -Water Taxi takes visitors t o  and 
from Alexandria to National Harbor. 
Mount Vernon and Georgetown. 

during the Civil War, a private 
residence, an office building and, in 
1974, as the nation's f i s t  Bicentenni- 
al visitors center. 

Now known as Alexandria's Histo- 
ry Museum, The Lyceum has re- 
turned to its original purpose with 
lectures, concerts and social events 
as well as permanent and changing 
exhibits from its collections, includ- 
ing artifacts, silver, furniture, photo- 
graphs, maps and original art. 

(A tip: Tourists are welcome to use 
The Lyceum's parking lot-the only 
free parking in town-as home 
base.) 

BLACK ALEXANDRIA 
An enlightening addition to 

Alexandria's historical attractions is 
the Alexandria Black History Muse- 
um. As in other Virginia cities, 
slavery was a fact of life in Colonial 
Alexandria. Blacks made a tremen- 
dous contribution to the fabric of the 
city and its neighborhoods. 

The displays serve as a reminder 
that many great honses and planta- 
tions in Virginia were made possible 
by slave labor. 

They also invite the \.isitor to 

ponder the essential paradox of the 
Revolution: "How could one group of 
people searching for freedom in the 
New World deprive another group 
of the same rights?'' 

The museum highlights the city's 
African-American heritage with ex- 
hibits from its collections, but also 
has a thriving contemporary pres- 
ence, with concerts, exhibits and 
lectures. 

One hero in Alexandria black 
history was lawyer Samuel U5lbert 
Tucker. He organized a nonviolent 
sit-in by five blacks at the segregated 
Alexandria library (The Lyceum) in 
1939-two decades before the civil 
rights movement began in earnest. 
The end result was that Alexandria 
built a separate library for blacks in 
1940; the Robinson Library is now 
incorporated into the Black History 
Museum. 

FIGHTING FIRES 
The Friendship Fire Museum tells 

the story of the city's first volunteer 
fire company, organized in 1774. 
The current firehouse dates to 1855. 

Exhibits show early firefighting 
equipment, such as hand-drawn fire .L 

engines and leather water buckets. 
There's also a display of ceremonial 
objects, such as parade uniforms, 
banners and other regalia. 

CIVIL WAR ALEXANDRIA 
Civil War buffs won't want to miss 

Fort Ward Museumand Historic Site. 
Immediately after Virginia seceded in 
1861, Alexandria was occupied by 
Union troops. As a large map in the 
Inuseurn shows, Fort Ward was part 
of a ring of 164 Union forts and 
batteries built to protect Washington 
during the Civil War. Ironically, the 
fort was never attacked. 

The fifth-largest of these installa- 
tions, the fort today is the best- 
preserved. Visitors can explore a 45- 
acre expanse of original earthwork 
walls and a reconstructed gun bas- 
tion, ceremonial entrance gate and * 
officers' hut. 

The museum buildlng was modeled 
after a Union headquarters builtling, 
and contains many C~vil War atti' 
facts. * I - ~ 

01 particular interest is a display 
SEE TOUR. PAGE 12 
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Alexandria: Bv Geor~e. this town uavties! 
rginia t o w  across &om 
iation's capital can claim: 

bvshington really slept here. 
By RUTH ROVNER 
Special to he Tmes 

L ocated oc the Potomac River just 
across from Washington, D.C., 
Alerandria is one tam that can 
truly h o s t  that George 

Waabington slept here. 
His famils boms was 10 miles away in 

Mount Vernon, but our f i s t  president bnd 
dose ties to hlexandris, Vr., a reaport 
tam founded in 1749. He had a t o m  
borne here, &d his first boops in 
Market Square in 1764, had a pem at 
Christ Episcopal Church and bad both 
business and rocid advities m 
A l e x d i a .  

Wbt'r more, it wan yourrg George 
Wosbiogton who put Alexandria on the ' 
map -literally. When he WP r 17-yew- 
old swveyor's apprentice, he helped lay 
out it5 streeb md drew its fist map in 
the 1750s. 

The t o m  honors its most h o u s  red- 
dent rritb the nntion's krgeat George 
Washington Birthdpy Parade, and it hose 
other epecial events dub-- President's 
Day Weekend, which this ;ear nill be cele 
brated from Feb. 13.15. t iou to \ n r ~ o n ' s  life hare. This tour Old Town Alaunndrla, Va., Is packed wllh 

hionday, Feb. 16 is the o f t i d  is d.60 offered on tbe three other Sundays lntereat and Is easy to explore. It remains 
President's Day holiday, and it's the 278th in February. the cenker af sodel  lifa 
anniversary of Washington's b i d .  That's For h e  history bwfk, there's &o a 
the day for Alrm&ia's festive pnrpb, free Rmolutronuy Wu rwasc tmtd  Feb. 
which starlr at 1 p.m. ~t will cpw a one 14 at port ward with ticmocs~p. thatis easy to expiore 
mile route through the mbblesione s t e m  tions throughout the dny ymluding r And .s .ua discoversd on a recent hi?, 
of Old Tovm, whre  W&gton lived, Rewlutionnry War skirrmsh betwean the tb" bautihrlly restored port city is espe 
n-orshipped, and cop  hw. ~ h j ~  ddly enay to erplore, becaune h o s t  
ducted business. Each tPirea place. at 8 w @ b ~ ~ g  of interest is in the historic 
year, the parade draws 2 p.m. Old Town This compact -en, with cobble 
crowds that number aesrly, for stone streets and old.frrhioaed street 
over 3,000. those who imps,  has over LO00 historic buildings 

want to cdC dahg h m  the 1% and 19th canturisr. 
Qe Birthnight Ball brate Ah we stroUed up and down the 

"he  weeland preaaent'r 8treeLs of Old Torm, we enpccially focused 
des other festivi- Day weakend On Qe sites sssociated w i t h  George 
..esides the parade. i f d l  mle, W a h P n .  

Alolandna is For instance. Gabby's Tavern at 134 
evening, o tbe place io R W ~  St. W 4  frequented by Washingran 
Birrhnight Banquet nnd be. B~ at aqu m the dnys when tavern6 m r e  the center 
Ball dl be held iz of mci4 life. 
Gadsby's Tavern. which ,tea, Malmrs I t  cowists of two buildings: One part 
is where Ceorpe cm the is now a muheurn, and tbe other is the 
Washington celebrnted historic amac. tavern itsell. where nsitors can dine in 
his birthday in 1790 tionr of this co10aial s~~~oundings .  
rnd 1199. Those who to-, &:hich = C 0 n t i o ~ g  to follow in Washington's 
want to get mto the tull , ,,,, day loot8taps, we visited Christ Church, an 
spirit v d l  come dxessed nip from tha English country-style chwcb where be 

m&on's hnd his mm pen,. And vre tooit a guided 
(and tow oi  the LeeFendnU House, where 

required). Xithough accearibl. ,.is Washington and his friend, -Light Horso 
mans weekend events the Harry" Lee, n Revolutioaary War genera 
we free, this one is warhkgon who Was father of Robert E. Lee, often 
hcketed (2100 lo? banquet and ball, or Meho). got together. The Confederate pakiot is 
550 tor ball ody, w i t h  rerelvationr They can even visit quite fern rites mother well.kuoe historical fiwe who 
required). specificaily associated with George 6" up in this town. 

On Sunday, Feb. 11, - n,o-haw +ded WazhLnpon, with the help of a reU.sidad On the tour. we sav: period funim-e 
LOUX, .-bil&: ,.=ti, V J S I ~ $ ~ = , "  r:rfimetolll. nw,cd;bl,. lrom and heard  bout tbc histor:: of J, home 
oiiered Tnz tow - 014 Totsln ;a .Uexnn~i.> Convevcion and Vkiro1.c Ljini w:: boms i o  ;ersrd genera;ions 01 
Lughigh,  ~b:. s ~ t r ;  %!h rpetid comec. Duraoa. L-e'; i a d ] .  

The moat comprahenrive rite related 
to the fist ~renident is the Georre 
~ ~ n ' h i a s ~ c  N s b d  alimorial. 
This is not in n&g distance of the 
other s im.  but if8 wed worth a visit bar 
pruidsntisl history buffs. Tim stately 
b* feabues a 17-foot bronze statue 
of Waskingon. plus an extensive collec- 
tion of memorabilin d t e d  to him And 
dramatic murals depict lrey events in his 
life. 

Back in Old Tom, r e  4190 enjoyed a 
variety of historic sites that gave us che 
pnernl flavor of colonid America. For 
W c e ,  the Strbler-Leadbeater 
A p o t h e w  Shop st 105 Fnirfa~ St. was 
the mast historic drugstore we'd ever 
Sean Founded m 1792, this was where 
Wa&iugton and hs contemporaries got 
tbeu drue and cosmetic su~nIies. Oocned 
ID 1792. ii nas run by the ;&e i a h y  
utC 1B89, when h closed aursg  the 
Depression Nom, na an tususrortc nte a 
fmturcs an impressive cobction of band- 
blown glass container6 and early medical 
ware&. 

Ah0 on F a i r k  Street, the Carlyle 
Houe was considered Alexandrin'b grand 
eat home. It was built in 1762 by J o b  
Carlvle, r Scotfish m e r h k  Three years 
later, Gen Edward Braddoh made thL 
his h e d q w t r r i .  He and fiw colonial 
governors mapped out their strategy far 
raihing hmdh ior the French and Indian 
War in t!& elegant home, which nov? 
offers guided tours, 

But not tvery builiinf i~ Old T0r.n 
rektss to colouial history. Meed,  Old 
TDQm Alexandria is not r museum but o 
ch.rming plnce whare 2 1 4  century resi. 
den& live and work. For inrunce, me 
enioyed exploring King Skeet, b e d  mth 
trendy dmps and restaurants. 

Don't miss the Torpedo 
Anolher bighlight was the Torpeao 

F e c I 0 ~  Art Ceowr at 105 Uxon St Tnis 
vm orifnab a h c t o ~ ~  built in 1918 to 
manufacture torpedo aheU cases. In an 
ingenious example of creative reuse, it is 
aorv an Art Center where over 165 arhsts 
create, ehbibit and sell their .works. Here, 
we enjoyed uploring the varied studios 
and swppinp m to adrme the twrh and 
meet the utisrs. 

Indeed, for a small tovm, Alexandria 
oilers a cide vane* of atmacnons. And 
whether it's the Torpedo Factory Art 
Center or the historic sites, George 
Washinscon's bome tonn &ends a warm 
mlcome to 21sl century visitors on 
Presidant's Day aeelcend or culp oLilci 
bme. 

Forgeneml iniormuhm visil Nrb sire 
iuunu.Vmi~Iuandri~VAcan~ or car! Ihc 
Almndria Co~lvet~fion and V~sllors 
Arrociatio~~ 01 703-7463900 

For infomfation or1 Waahinnon birth- 
day cumts t1irou:houl Fdruog: wr Ihr 
mnle mcbrice as follorc:: 
luun,!. Ir!sibllc:;nnd"o iR.coni/Co!rrrdor o! 
E U C I I ~ ~  
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George Was Here 
In 1777, our first president may have spent his birthday freezing at Valley Forge. Other years, 

though, George Washington hosted some pretty hot parties in Alexandria, Va. And this lively little 

city hasn't stopped celebrating since. 

Lots of luminaries Loved Alexandria. Washington's Mount Vernon i s  only 16 minutes south; Robert E. 

Lee's family moved to the city when he was a small child; and former president Gerald Ford lived 

here. Between the museums, historic homes, art galleries and performance venues, you could spend 

your entire vacation concentrating on history and culture in Old Town. But take some time to 

venture into hip surrounding neighborhoods like Del Ray and Arlandria. Each has i t s  unique 

personality, artisan food offerings and boutique shopping. 

Drive time: Three hours. 

Stay here: You literally get a home away from 

home at 216: A City B&B (216 S. Fayette St., 

703-548-8118,~ i6bandb.corn). Instead of a 

room or a suite, you can kick back in a three- 

.. story, three-bedroom historic townhouse just a 

block away from the heart of Old Town. 

Innkeepers Kathryn and Charlie Huettner have 

thought of everything, from cold beer, chilled 

mugs and wines, to fresh fruit and pastries. 

The nightly rate ($225 for two; $50 each 

additional guest) includes a private continental 

breakfast. 

Eat here: With its almost 140 restaurants, deciding where to eat in Old Town can be a mind-boggling 

experience. For light fare, Fontaine Caffee & Creperie (119 S. Royal St., 703-535-8151, fontainecafft..coni) 

serves savory and sweet cr@pes ($5.95-$12.95)-including veggie and gluten-free selections-filled with local 

and seasonal ingredients. Order a boul6e de cidres (a bowl of sparkling hard cider) to go with your meal. 

Named for the circa-1880 Old Town building in which it's housed, the recently opened Columbia 

Firehouse (109 S. St. Asaph St., 703-683-1776, rolurnbiafirchouse.corn; entrees $16-$23) is a great place 

for steaks. Add a crab cake (for an extra $12), and start with a kettle of mussels ($9) prepared one of three 

intriguing ways. At Raw Silk Indian Restaurant & Lounge (719 King St., 703-706-5701, 

ra~-silkale:;andriil.~oi1:; entrees $14-$22), YOU get dinner and bellydancing on Thursday evenings. 

To-do list: In the late 18th century, Gadsby's Tavern (134 N. Royal St., 703-838-4242, 



All Wet 
Be sure to  pack your long underwear and your bathing suit for a winter trip to the Poconos' Great 

Wolf Lodge (One Great Wolf Drive, Scotrun; 066-958-9653, grfatwolf.corn). Admission to its almost 

80,000-square-foot indoor waterpark is included for al l  guests. As far as family vacations go, this i s  

the total package, without the hassle of traveling to a Florida theme park. There's even an on-site 

spa for Mom and Dad. And if you really can't get through winter without snow, Camelback Mountain 

(One Camelback Road, Tannersville; 570-629-1661, si;icam~lbark.com) is only a few miles down the 

road. 

Drive time: 90 minutes. 

Stay here: Basic one- to three-bedroom family suites 

sleep four ($319.95-$429.95 in winter). Some have gas 

fireplaces, whirlpools, and/or private balconies or 

patios. Themed options for kids feature bunk beds 

tucked away in an en-suite "wolf cave," "tent" or 'log 

cabin." 

- Eat here: Great Wolf Lodge has a variety of in-house 

eating options. Enjoy pastries, hot breakfast 

sandwiches and coffee at Bear Paw Sweets & Eats. 

Camp Critter Bar & Grill has salads and sandwiches 

(average $11.95) and a full breakfast buffet, including 

made-to-order omelets and waffles ($ig/adults, 

$io/children). Dinner at the Loose Moose Cottage 

features prime rib carving and wok stations, plus 

seafood ($no/adults, $12/kids). 

To-do list: With 17 slides (including the coaster-like 

Rocket), a four-story interactive treehouse fort, a wave 

pool, roughhouse rafting, tame tubing, and two giant hot tubs (one just for the grown-ups), Great Wolfs 

waterpark is a destination in itself. Just so you don't get too pruny, take some time away from the water to 

play MagiQuest, a live-action adventure game using magic wands to seek out treasures and complete multi- 

level missions. Wands must be purchased (starting at $14.99) and are reusable during current and future 

lodge stays. And there's a one-time fee for game activation ($10.99). 

Adults can treat themselves to a signature Caribbean Body Scrub ($135) or Aroma Body Wrap ($80) at 

Elements Spa. Little girls can enjoy an ice-cream-scented mani or pedi ($49) at Scooops Kid Spa. 
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Top Ten Attractions and Things t o  Do for  Canines and Discuss rn my Forum 
Tneir  Humans 
By Shei~dar; Alexander, About.com 

See More About: pet t iavel alerandria va oet fr~endlv dest~nattons in the  southeast us 

For visitors traveling with pets, Alexandria, Virginia is more than just a place t o  find a pet-friendly hotel. I n  the Old Town 
and Del Rey areas of Alexandria, a special head over paws fondness for dogs is reflected in the number of specialty shops, 
dog-friendly attractions and regularly schedule events that focus on canine camaraderie. 

Visiting pooches and their families are able t o  enjoy all of these attractions, events and more, making Alexandria one of 
the best destinations anywhere for pet friendly vacation fun and sightseeing that all family members can enjoy together. 
Here are our top ten Alexandria pet picks: 

1. Find a Great  P e t  Fr iend lv  Hote l  

First things first. There are over 15 pet friendly hotels in Alexandria in prlce ranges t o  suite most 
travel budgets. Three Kimpton hotels, long known for their exceptional pet friendly policies and 
innovative pet packages, are conveniently located in  the heart of historic Old Town: Hotel Monaco 
Alexandria, Morrison House and the Lorien Hotel and Spa. Kimpton amenities include honor bars 
stocked with both pet and people treats, pet beddlng and bowls and more. 

Pet Fr~endlv Alexandria Hotels - f nmnar~  Dr~ces 
nlurmorl M u s e  Hotel :n 
Old Town A!t.iannna - 
P1iato ;311i~e5)' 01 
c'ro.r<!i Aiexar~ner 

2. Doc! Friendlv Din ina ,  H a ~ w  Hours, Shoaraina and  Snacks 

Pets are not permitted by law to enter indoor restaurant areas, however many Alexandria 
restaurants offer seasonal outdoor seating areas where permit pets to join the family while dining 
outside. Also, extremely popular in Alexandria, regularly and seasonally scheduled dog friendly 
happy hours provide a wonderful chance for "everyone" to mingle with new friends. A number of 

: specialty shops sell homemade and healthy pet treats, pet accessories, pet couture and more. 

Flore About Where co F1n0 CJOC Fr~endlv DlnllF. Haonv Hou:~, S h o ~ o l n o  and Sriacks 

3. Eniov a Canine Cruise on t h e  MUSiqht.\f P o t ~ m a c  
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7. t o  for  a Walk on the Mount Vernon Trail 

The Mount Vernon Trail, one of the most popular hiking, jogging and biking trails in Virginia, goes r ~ g h t  through Old Town 
Alexandria with portions leading out of town toward Arlington and Mount Vernon. The views are amazing and this is a 
great option for getting a little exercise, although on nice weekends it can be doggone crowded. Also remember that the 
general rules for taking pets into pet friendly national parklands operated by the National Park Service require that all pets 
stay on leashes no longer than six feet in length and that owners clean up after their pets. 

r-lore About the Mount Vernor! Trail from tt ie Nationai Park Service 

8. Visit kr l inaton National Cemetery 
.. - 

Nearby Arlington National Cemetery, a short drive from Alexandria, receives more than four million 
visitors each year. Whether paying tribute to a lost loved one or taking a journey through history, a 
visit to the hallowed grounds of Arlington Nat~onal Cemetery is an interesting, powerful and 

memorable experience. Common sense, courtesy and sensitivity are in tall order here, but leashed 
pets are allowed on the grounds of Arl~ngton National Cemetery as long as the owner properly 
cleans up after his or her pet and as long as the presence of a pet does not adversely affect or 

. .. . disrespect the cemetery grounds, funeral activities or other visitors. 

The Alexandria Department of Recreation, Parks, and Cultural Activities provides 17 Dog Exercise Areas and Fenced Dog 
Parks with designated areas for dogs and their owners to enjoy and exercise without disrupting other uses of the parks. 
Dog owners who believe their pets are not safe in an open exercise area are encouraged to visit a fenced dog park. Leash 
laws must be respected when using other park areas. The three most convenient parks for Old Town Alexandria visitors 
are: Founders Park at Oronoco Street and Union Street and Windmill Hill Park at Gibbon and Union Streets (both 
unfenced), plus a fenced dog park, Montgomery Park at the corner of Fairfax and 1st Streets. 

5% 411 n.lexandria Doa pa_rrkr. anC Doc [>ark Rules 

Holidatl Cehebjation or Cornmunitv Event 

Alexandria is a great destination for seasonal festivals and special events. Many, but not all, events 
are pet-friendly. The annual St. Patrick's Day Parade activities always beg~n with the FLIP Dog 
Show, one of the biggest fun dog events in the Washington, D.C. area. After the show, the owners 
and dogs are invited to lead the parade as it marches down King Street. I n  early December, the 

popular annual Scottish Ehr!stmas Wall< Parade includes Scottie dog groups among the array of 
Scottish themed participants. I f  you are planning to attend a special event with your dog, call the 
sponsoring organization or visit the event website to confirm that it is a dog-friendly event before - - 

Scot:ich Ch, i.iir;lc;s H:a//; 
%~.~?dc - n~)oto by .jerf!m;' 

making your final plans. 
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Dog Friendly Happy Hours - Dog friendly happy hours have been popular in Alexandria for several years, offering 
visiting pooches and their peeps a wonderful way t o  enjoy travel t ime together while mingling with new friends. 

Hotel Monaco - Doaqie H~DDV Hour 
480 King Street, Alexandria, Virginia 
Held f rom April through October every Thursday and Thursday f rom 5 to  8 p.m., this Doggie Happy Hour is a favorite 
Alexandria tradition. Canine attendees receive complimentary gourmet treats and water, while their human companions 
may order regional American cuisine f rom the  adjacent tavern style restaurant, Jackson 20. 

a* a u ~ v  Hour 
2006 Mt. Vernon Avenue, Alexandria, Virginia 
Located in  the trendy Del Ray neighborhood of  Alexandria, Barkley Square's Thursday evening Happy Yappy Hours take 
place on the patio from 6 to  9 p.m. The Canine Cantina menu offers several gourmet dog meals including dogs and 
beans, frittatas and turkey meatballs. Human visitors may  enjoy wine, beverages and light fare. More about Earidev 
Sauare 
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dog walking for local residents and area visitors. Recognized by readers of the Alexandria Times as the 7,006 Best Pet 

Care Provid~r of Alexandria, Virginia, the company provides hotel room pet sitting and dog walking services at special .- 
rates including a special bakery treat for many pet friendly Alexandria hotels. Pet services may be arranged by 

contacting your pet friendly hotel concierge. 

chateau-Animaux 
101-A South Saint Asaph Street, Alexandria, Virginia 
Chateau-Animaux opened In Old Town Alexandria in January 2009. The Old Town store is the second retail location 
operated by the owners of the popular Chateau-Animaux store located along Capitol Hill's historic Barracks Row in 

Washington, D.C. Among the company's honors, Pet Product News International, named Chateau-Animaux the 2008- 
2009 national Pet Retaiier of the  yea^, and in 2009, it was selected as Washington's Best Pet Shop in the annual 
Washington City Paper Reader's Poll. (continued next ~ a a e )  

Pet Friendly Shopping and Snaclcs - 
continued 

icontinued from orpv~ous oaae) 

Chatsau-knimaux - contini~ed from ~rev ious rjacle 1 

Chateau-Animaux in Old Town specializes in dog and cat accessories and treats, including decorative bakery treats and 
biscuits made with all-natural, human-grade ingredients, which contain no wheat, corn or soy. The store also hosts 
frequent host dog and cat adoption events. Orciers are also acce~ted online. 

..- The Dairv Godmother 
2310 Mount Vernon Avenue, Alexandria, Virginia 
This popular Del Ray neighborhood shop, which attracted a surprise visl: from Presloent Obama an3 h!s dauahrerj 
shortly after their arrival in Washington, D.C., features freshly made Wiscons~n-style frozen custard. I n  addition to the 
refreshing treats for humans, the Dairy Godmother features Puppy Pops, made from gain yogurt, peanut butter and 
either pumpkin or banana. Dogs also enjoy the shop's extremely popular Squirrel shaped baked pet treats. When 
visiting the Dairy Godmother, note that animals are not allowed to enter the shop. The shop is open daily, most days 
until 10 p.m., making this a great stop for a nice after dinner treat. 

Nature's Nibbies 
2601 Mount Vernon Avenue, Alexandria, Virginia 
Also located in the Del Ray neighborhood, Nature's Nibbles specializes in natural and organic alternatives to commerc~al 
pet foods. Visit the store in Del Ray or the websire for more information. 

I 

Ths Olde Towne School for  Docs 
529 Oronoco Street, Alexandria, Virginia 
In  addition to being one of the premier Metropolitan Washington, D.C. Area facilities for the education of dogs and their 
owners, the Olde Towne School for Dogs, situated in the heart of historic Old Town Alexandria, offers a large retail 
space which features a wide selection supplies and accessories for dogs and cats. The store is open daily. 
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A Pat Monk 
studio 33 
Medium: SCULPTURE 
The Draw: From his work as a 

Art in Alexandria 
Meet the arhsts in the open studios of the 
Torpedo Factory. BY JENNIFER V. COLE 

T 
o say theart scene thrives in Alexandria is like saying 
George Washington dabbled in politics. Wander the 
cobblestone streets of Old Town and you're as likely to 
pass an art exhibition as a restaurant-more than 120 

galleries dot the landscape. But if you prefer your paintings 
fresh off the easel and potteryjust out of the kiln, then you owe 
yourself a visit to the Torpedo Factory Art Center. 

This industrial warehouse on the Potomac River waterfront 
was a production facility for torpedo shell casings. Now three 
floors of open studios put artists front and center-from paint- 
ers and jewelry-makers to sculptors and handbag designers. It's 
a living museum. A mall with a pulse. 

The best part? You're exfiected to investigate every nook and 
cranny. As photographerJim D. Steele says, "Don't be shy about 
coming in, looking over my shoulder, and asking me what I'm 
doing. We want people to pose questions. That's why we're here." 

There's no right or wrong way to explore. But here are a 
few must-stops. 

,*. 

TORPEDO FACTORY A R T  C E N T E R :  105Nosth Union Street, Alexandria, 

VA 22314; u~ww.torpedojactor?.org or (703) 838-4565. 

A Maftheh b:arwood 
studio 222 

Medium: PAINTING/ 
WATERCOLOR 
The Draw: Matthew brings the 
classic des~gn process to each of 
his watercolors, including build- 
lng a 3-D scale model of each 
sketch The result is a collection 
of paintings with an illusion of 
depth and dramatic perspective 
Think of him as a modern-day 
Brunellesch~, who gave hfe to 
the Duomo In Florence, Italy 

physicist on the Mannattan 
Project to his role in helping to 
found theTorpedo Factory, this 
88-year-old sculptor with a 
quiet wit and gentle manner is a 
man who knows things. Pat's 
massive steel works give a nod 
to scientific whimsy, such as 
Fully Rounded Lust, a torus- 
shaped piece that looks like a 
Cheerio spilled from King Kong's 
cereal bowl. 

7 Rosemary F ~ i f  Covey 
studio 224 

Medium: PRINTMAKING 
The Draw: Few people c~ntinue 
the art of wood engraving, a hne 
art prlntmaking technique. Stop 
by and Learn about the practice 
from one of the world's most nota- 
ble artisans in the field. No whit- 
tled owis or tree frogs here- 
Rosemary's works can be found in 
the permanent collections of the 
National Museum of American 
History; the hew York Public 
Library; and the Papyrus Institute 
in Cairo, Egypt. -turn topage 8 

@ Southern Living, lrc., July 2009 
Reprinted with permission 
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Cwrespondent photos by MICHAEL SCHVMIPN 

ABOVF: A s t r e e t  In Old Town in Alexandria, Va., is lined with historic homes. BELOW: Nationals Park is all ablaze in lights urtng a night game. 



Boutique Week 



TREND REPORT 
BY HOLLY E THOMAS 

b22314 N 
T.F'Br;tt9s new In OBrl 'I'~\%'HI 

THE HOURCOCKTML 
COLLECTION 
Owner (and cocktail connoisseur) 

Victoria Vergason stocks this four-month-old 

barware outpost with vintage piecesfrom 
her personal collection - think gleaming 

silver shakers and exquisite glasses from 
the 1930s, '40s and '50s - as well as a 
sprinkling of new items. Our pick: festive 
double old-fashioned glasses by Georges 
Briard, which Vergason suggests using to 
serve Manhattans or Scotch on the rocks 

($38 for seven). 1015 Kingst,, 703-224-4687 

LA FROMAGERIE 
After a day of strolling through 
Old Town, take a reprieve inside 

Sebastien and Mary Tavel's 
artisan cheese shop, which isstocked with 

farmstead cheesesfrom the mid-Atlantic 
region, fresh milk from local dairies and 
imported beersfrom rnicrobreweries. 

The shop's well-edited 
selection of culinary 

extras incluoes 
this baked-brie 
kit, which comes 
with an ovenproof 
bakirg dish w ~ t h  
lid and a bamboo 
spreader ($17.99). 
1222 KingSt., 703- 
862-7157 

3 MINT CONDITION 
Open since June, owner 
Toni Henderson's two-story 

consignment shop is packed with 
wearable - and refreshingly affordable - 
secondhand goods. Don't miss the like-new 

designer handbags, such as this rose. 
gold leather Coach hobo ($240), and 

fall-friendly dresses. For $158, this Ne~man 
Marcus vintage-inspired tweed coat w ~ t h  
au courant furtrim is a sartorial steal. 

114 S. Royal St., 703-836-6468 

4 BLOOMERS 

, A sister store to neighboring 

beauty retailer Bellacara, t h ~ s  

small iinger~e and loungewear boutique 
teems with lacy, silky and sat~ny offerings 
from the likes of Hanky Panky, MaryGreen, 
Belabumburn and Eberjey. Rounding out 

the assortment of high-end underpinnings 
are tights by Hue and shapewear from 
Spanx, aswell pretty pajama sets. This 
ultra-soft and cozy option from Fleur't 
gets a grown-up touch from elegant lace 
accents and the top's faux-wrapstyling 
(5163). 924 Kings!., 571-312-0852 
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$1,000 Shopping Spree Up for Grabs 
Alexandria Boutique Week kicks off Saturday 

By CARlSSA DlMARGO 

Updated 3:01 PM EST, Wed. Oct 7. 2009 

E a  PR1NTTi-I IS 
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Getty Images 

There's no such thing as a free lunch, but you could end up with a free shopping spree -- which, trust us, 
is WAY better than some boring old soup and salad, anyway. 

Alexandria Boutique Week runs Oct. 10-1 8, when retailers will offer discounts, special events or free 
gifts. And they're also giving away a $1,000 shopping spree, which is pretty much putting blinders on 
everything else. 

The grand prize, worth more than $1,000, includes a night's stay for two at the Momson House hotel in 
Old Town, and gift cards to more than a dozen neighborhood shops, including Diva Designer 
Consignment and La Muse. 

You've just gotta be willing to do a little legwork first. Download the entry form and get it stamped by at 
least five of the participating retailers. Then submit your form by Oct. 22, either at one of the shops or 
via mail. (See more details here.) 

Discounts and deals for the week include 15 percent off dog costumes at Barkley Square (2006 Mt. 
Vernon Ave.), a free gift with purchase from Bellacara (1 000 King St.), Hysteria (125 S. Fairfax St.) and 



rnougn. 1 anxious Holiday shoppen camped out ! 

dv a success.' sa~d WK~I Blrrett, -- -- .- 

I overnight to snag big deals on electronics 
'We expect to see an increase in traffic and a lat Best Buy, It was a scene that Old 
marginal increase in sales I think this k a great haul ! 
interactive way to get people in our stores, most craved in a tough economy, 
of which people have never been in before. If Red 1 

-8 

owner of ErnDell~shments of AJexaodr~a "I couldn'r 
have done a better job as a slngle boutlque Thls 
co-op' of bout~ques nas mucn more puncn as a 
grow, and I hope the cdy, the Chamber of 
:ommerce and the A~exandr~a Conventton and 
Vtsnors Assoclat~on (ACVA) continue rher goo0 
work to strengthen retall sales and tourlsm cn 
Alewndr~a ! belteve Stephans Brown and her staff 
a t  ASVA has done a manelous lob ~ r o m o t 1 0  
m!wt" 

Barn Mercantile can get a handful of new and loyal 
customers then it will all be worth it." 

I 

I 
I 

I 

Kate McMahon, manager at Ten Thousand Villages said that they have had a lot of people coming in with 
flyers and using the coupons to purchase items, while Vlvian Bacon, the manager of Decorium Gifts aand 
Home, said she had only received a few. 

I I 
Reo Barn Mercantile hasn't seen that same I 
response, owner Amy RlRherford sa~d 'We nave I 
had only a few folrts come In for stamps thus far I Photo by John AruMeVLocal KlcR 
am one person returns their Passport to us We Ths was the scene on Blaac Friday last 
are looklog forward to a gow week aheaa. . . - , ,  November at Poromac Yards Over 900 

As of Tuesday afternoon. Joe Egerton of Arts Afire said that he had stamped 20 flyers and had eight large 
sales with the discount coupon. 'We had a good weekend," Egerton said. 

Birkett is hoping to reach customers that haven't 

.. . yet discovered Embell~shments and upper Kng 
Street, while Rutherford said, 'We are hoping to 
introduce Red Barn Mercantile to shoppers. I feel 
like this is a great opportunity to make new 
customers more tnan increase sales.' 

McMahon is looking for similar results - "increased 
traffic, increased sales and increased notabilly." 

All of the merchants aqreed that the event was very 
well publicized and that ACVA had done a 
formidable job gettins the word out. 

While most of the stores have various promotions. 
Ten Thousand Villages was probably the most 
interesting - buy 10 ornaments and get 'the 1 l t h  
one free, or buy f i  nativity sets and get the srxth 
one at 20 percent off. Wah nat~wty sets from 20 
different countries, there are many to choose from. 

1 Photo by Gale Curao/Local Kicks 
Ten Thousand Villages features thls hne 1 

1 created by a farnrly bus~ness from the Left I 

1 Bank uslng century-old Phoenrc~an blowlng I 

1 techn~~ues I 

__ _-__ _ _ _ _ - _  

"I can't believe the response! Wth 15 percent off, the Longchamps handbags are flying off the shelf," Birkitt 
said. "I'm reordering as we speak. I haven't counted the customers, but I'm running out of stamps and game 
cards " 
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Alexandria Has a Restaurant Week, Too 
Some restaurants also have dinner for two for $35 

By ASHA BEH 

Updated 9:42 AM EST, Fri, Jan 22,2010 

- D.C. Restaurant Week is halfway over, but that doesn't mean the meals for semi-steals has to be over. 

From Jan. 15 through 24, bravely cross the Potomac to sample the deals at Alexandria Restaurant Week. 
Check it out: 
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Restaurant M 
BY CHUCH HAGEE 

Alexandria's second Restau- 
rant Week has been assessed by 
restaurateurs as a winner. Of 
the 18 establishments that re- 
sponded to an evaluation ques- 
tionnaire, 16 said that the event 
increased their business. The 
other two said "keep trying." 

But, all felt it was worth the 
effort and supported its con- 
tinuance. 

"The results were well-bal- 
anced," said Stephanie Brown, 
president and CEO of the Alex- 
andria Convention and Visitors 
Association, which organized 
and publicized the event. "Most 
indicated that it increased their 
business - particularly those 
that offered the $35 dinner for 
two," 

Held January 15 through 24, 
this was Alexandria's second 
Restaurant Week. The first, in 
2009, was popular, but coin- 
cided with President Barack 
Obama's inauguration, skew- 
ing results. This was ACVA's 
first stand-alone attempt. 

Of this year's 50 participating 
restaurants, 18 offered dinner 
for two at $35. 

"These proved to be the most 
popular with diners," Brown 
said. Others offered three- 
course, prix fixe dinners, and 
two estabiishrnents, Artfully 
Chocolate and Bittersweet, pre- 
sented special desert items at 
$3.50. 

"Our job is to increase tax 
revenues for the city," Brown 

Jeek a hit with 

An Overwood chef prepares 
various dishes in full view of 
patrons. 

said. "But we also feel this event 
really helps to build the Alex- 
andriabrand and [help] the city 
to become known as a culinary 
destination." 

An informal ACVA survey 
of participating restaurants 
asked them to evaluate the 
week based on a scale of one 
to four: "(1) Forget about it; (2) 
It's a new event, keep trying; 
(3) Restaurant Week increased 
sales; and (4) Restaurant Week 
significantly increased sales." 

This year's list of 50 partici- 
pating eateries contained 15 
more than in 2009. 

A sampling of restaurateurs 
who did not respond to the sur- 
vey also had positive reactions. 

"For us, it went very well," 
said Debbie Tait, manager of 
Old Town's The Wharf. "The 
nest time though, we want to 

participants 
do lunch as well as dinner. We 
definitely plan to participate 
next year." 

According to Emily Soder- 
man, manager of La Tasca, "We 
had a really good week sales- 
wise. It definitely had a good 
impact on our business." 

That comment was buttressed 
by Dan Lichens, owner of Fire- 
Flies in Del Ray. "I felt it went 
really well," he said. "I would 
estimate that it increased our 
business by about 20 percent." 

"It's ... great to participate 
in something that is locally or- 
ganized," said Joe Chapman, 
general manager of Overwood 
in Old Town. "It gave us great 
exposure." 

All expenses for promoting 
2010 Restaurant Week were 
borne by ACVA, according to 
Brown. One of the most effec- 
tive elements of that promotion 
was putting the menus of par- 
ticipants on the ACVA website. 
There were also print ads, ra- 
dio spots and other advertising 
venues brought into play. "Vis- 
its to our website, VisitAlexan- 
driaVA.com, were up 47 percent 
from Ianuary 10 to 24," Brown 
said. 

"We did not ask the res- 
taurants to contribute to the 
promotion costs as is done in 
the District of Columbia. We 
funded it through our regional 
campaign supplemental appro- 
priation for Alexandria resi- 
dents and neighbors. This was 
a real grassroots effort," Brown 
explained. 
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Hoping to lure visitors, tourism industry parties like it's 1799 
BY CHUCK HAGEE 

Alexandria tourism and busi- 
nesses received increased na- 
tional exposure last month as 
representatives of the American 
Bus Association gained first- 
hand exposure to some of the 
city's restaurants, tourist at- 
tractions and history. It was all 
part of ABA's 2010 Marketplace 
initiative, which the Alexandria 
Convention and Visitors Asso- 
ciation viewed as an opportu- 
nity for Alexandria businesses 
to showcase themselves to this 
market segment. 

In addition to touring the city 
and various venues, 1,400 ABA 
delegates were treated to a his- 
tory-themed reception, "Party 
Like It's 1799," in the Donald W. 
Reynolds Museum and Educa- 
tion Center of Mount Vernon 
Estate. Designed to highlight 

the area, ACVA's event was one 
of six staged by various area 
tourism organizations. 

"The spirit of cooperation 
made this event possible," said 
Stephanie Pace Brown, presi- 
dent and CEO of ACVA. "Ev- 
eryone came together because 
of the unique opportunity ABA 
presented us. This was a team ef- 
fort both throughout Northern 
Virginia and Alexandria.'' 

Attendees to the conference, 
held at Gaylord National Resort 
and Convention Center, began 
arriving January 13 for famil- 
iarization tours of the region, 
including Alexandria. Focus- 
ing on the region's historical 
significance, tour companies 
including Alexandria Colonial 
Tours, Alexandria Footsteps to 
the Past, and D.C. hletro Food 
Tours gave walking tours of Old 
Town, its historical sites, restau- 

FEBRUARY 4 Location: Holiday Inn Hotel 

West End Buslness and Suites. 625 First St. 

Association - Networking Information: www. 
Happy Hour alexchamber.com 

' ~imeI 5:30 to 7:30 p.m. 
Location: Hilton Mark Alexandria Rotary Ciub 

Center, 5000 Seminary Road - 'peaker: 'Ordan 

Information: www. Social Media and Your 

alexandriaweba.com Business 
Tima. 13.1 5 n.m 

PHOTO/MERRIE MORRIS 

Corkey Palmer of Gadsby's Tavern Museum, in period dress, wel- 
comes ABA representatives wearing tri-corner hats and "mob caps" 
to ACVA's event, "Party Like It's 1799." 

rants and businesses. 
"Participating in the ARA 

hlarketplace was a huge oppor- 
tunity for my company," said 
Jeff Swedarsky, co-owner of 
D.C. Metro Food Tours which 
combines historical walking 
tours with special dining offer- 
ings by local restaurants. "As a 
small, relatively new family-run 
business, we gained a great deal 
of exposure to potential clients". 

Swedarsky said about 40 mo- 
tor coach representatives said 
they would like to include his 
services in their tours. 

During Alexandria's eve- 
ning party at Mount Vernon 
Estate, volunteer re-enactors . . 

from Gadsby's Tavern Museum 
performed colonial dances and 
made toasts to honor George 
and Martha Washington, whose 
250th wedding anniversary was 
celebrated January 6. ACVA 
presented all guests with hand- 
made tri-corner hats and "frilly 
mob caps" as they posed for 
photos with " f i e  General" and 
enjoyed Martha Washingbn's 
recipe for rum punch. 

"The point of our participa- 

tion was to represent all of Alex- 
andria," said Gretchen Bulova, 
director of Gadsby's Tavern Mu- 
seum. "We also hosted a s~nal l  
group at the museum as part of 
a familiarization tour. I'm hop- 
ing that we see more booked 
tours in the next six months as 
a result ofthis event." 

More than 10 Alexandria or- 
ganizations provided 30-plus 
volunteers to make thc city's 
participation possible, accord- 
ing to ACVA. 

During the Monday night 
dine around, 10 restaurants of- 
ficially participated with some 
offering ABA delegates special 
appetizers, according to Merrie 
Morris, director of ACVA public 
affairs. Gadsby's Tavern Restau- 
rant, Overwood, Union Strcet 
Public House and Bilbo Rag- 
gins provided compl~mentary 
refreshments during the D.C. 
Metro Food Tour. 

A trade organization, the 
ABA represents about 950 
motorcoach and tour opera- 
tor companies throughout the 
United States and Canada, many 
of which bring tours to Alexan- 
dria. More than 2,700 travel and 
group tour industry representa- 
tives attended the conference. 





Alexandria Times / City Tourism Up In A Down Year 

Mayor B~ l l  Eu~lle noted, "As I travel throughout the world I constantly get compliments about Alexandria 
and how charmlng R IS We are very lucky to have such an organlzatlon as ACVA representlng our clty to 
the world." 

Translaang that 'charm" Into economlc data were ACVA s two keynote speakers, Gregory H Lelsch 
founder and CEO of Delta Associates, and Suzanne Cook, PhD senlor vlce pres~dent of research at the 
U S Travel Association 

"Generally speaklng the recesslon IS over." Lelsch sa~d In opentng h ~ s  presentation detalllng the economlc 
real~tles faclng the nat~on and Alexandrla "But good luck survlvlng the recovery 
"Dur~ng thls recesslon consumers lost $13 trllllon of thelr wealth " he sald "That s $46,000 for every man 
woman and chtld In the Unlted States The b ~ g  questlon IS, has thls created a 'new normal' for consumer 
spendlng In the future? 

'Even though the recession 1s technically over, the consumer is still In a funk Thls recession IS much like 
the one of the early 80s." he said. 

Advertise Online 
Monthly job losses have slowed, leading economic Indicators have turned upward, and the manufacturing 
index isnow above 50 - all positwe slgns. But 'recovery will be slow," Lelsch noted "There will be few ~f ~ h ,  ~~~~~d~~~ T , ~ ~ ~  offers hlgh-lmpact and 
any new jobs." marketing solut~ons at a price you can afford. 

Contact our Advertising Sales Group at 703.7: 
He also pointed out that Ameracans are saving more. 'Savings have increased dramattcally" he said. "It's 
now runnlng at 5 percent - more like the rest of the world. But, consumer confidence and spending will 
not return to pre-recession levels until 2013," he predicted. Login I How to Advertise I How to Subscribe ( C 

FAQ I Feedback 
Leisch raised the possibility that the 201 3 date may be optimistic because the new savings habits, with 
less extravagant spending. may now be the U.S. population's'new normal.' He saw this lndlcator as good 
for the overall economic picture but bad for tourism, retail sales and entertainment spending. 

One warnlng slgnal he s~ghted was, 'We are gaming jobs In the upper Income brackets and los~ng jobs In 
the lower Income categories " But, he emphasued, the Washington Metro Area IS one of three areas In 
the nat~on where job growth has been the greatest jomed by New York and Boston 

He predided a 40,000-job swell In the D.C. area between 2010 and 2014, with Northern Wrginia gaining 
the most. 

"We are a company town and that company is the U.S. government," Leisch said. . 

Some of the womt areas in the nat~on for job growth and the recession's impact are Phoenix, Chicago and 
San Franc~sco. 

Cook followed the presentation with some inslght on her expertise, the travel Industry. 'We have many 
more tough days ahead before we can even consider popplng the champagne corks." she said. 'In the 
travel buslness frugality relgns. Americans are trading down." 

Overall domestic alrllne travel is down 3.5 percent, she said. Domestic business travel ts down 6.3 
percent, and international travel is down 10.2 percent. 

Even though Aewndrla lodglng bookings are up 5.5 percent for the year, lodglng revenues are actually 
down 5 4 percent, according to Cook. 

'Travel and tourlsq nationwide will lose $68 bllllon In 2009 " she sa~d 
Regardless of those stark statlstlcs and pred~ctlons. Brown told the aud~ence, 'ACVA the clty and the 
buslness community have stnved together to sustain Alexandr~a's tourlsm economy We are enthuslastlc 
about the opportunltles that lay ahead " 

Brown hlghllghted some of ACVA's accomplishments over the past year to dnve her po~nt home, including 
a new destination website. WsitAlexandr~aVAcom. launching in November with enhanced tools to improve 
the user's experience. The organization also updated its advertls~ng strategy, targeting tour~sts and 
destinations in local, regional and natronal markets. 

ACVA has also refocused its meet~ngs and group sales team on the rnultl-year $388 mlll~on Investment in 
Alexandrla hotels w~th the theme of rejuvenatlor and 'Meet Aiexandr~a" and 'Keep ~t In Alewndria " Thls 
IS designed as a 'two-pronged approach" to confront 'the economy and backlash against meet~ngs and 
Incentwe travel." accord~ng to Brown 

A new brand ~dentlty for the clty replaced the "Fun Slde of the Potomac' slogan w~th  "Shop, Dine and 
Celebrate on America's H~stor~c Maln Streets," as well. 


