
August 5, 2025



1. Introduction & Welcome – Kate & Todd  

2. Around-the-Table Introductions
3. Visit Alexandria Strategic Plan - Todd  

4. Membership Updates - Melanie 

5. Marketing & Communications Updates - Claire 

6. Sales Team Welcome - Suzanne 

• Meet the Sales Team

• How We Work Together

7. Research Update – Vito 

8. Your 2025/2026 Priorities and Updates 

• Your Hotel Updates

• What’s Working Well

• New Opportunities for Alexandria

• Risks to Mitigate

• Advocacy Needs



Visit Alexandria
Five Year Strategic Plan 

June 2025



Stakeholder Engagement

Questions:

1. What are the biggest 
opportunities for Alexandria in 
the next 3 years?

2. What are the most critical 
issues facing the destination?

3. What suggestions do you have 
for Visit Alexandria?

• 12 in-depth interviews 
• 4 focus groups 
• 115 respondents to 

DestinationNEXT 
assessment



Sales & 
Marketing

Destination 
Management

Destination 
Alignment

Organizational 
Sustainability

Strategic Goals



Sales & Marketing

Strategic Initiatives Lead FY26 FY27 FY28 FY29 FY30

a) Redefine and develop target 
audiences aligned with destination 
attributes

Claire

b) Increase marketing & PR impact by 
expanding storytelling and 
strengthening key messages aligned 
with brand pillars

Claire

c) Maintain and incrementally grow our 
market share of business & leisure

Claire 

d) Develop and execute a technology 
strategy to maintain and expand 
Alexandria’s digital brand presence 
and enhance the customer 
experience

Vito

Targets:

• Visitor spending >$1 
billion by FY27

• Consumption taxes 
>$100 million by 
FY29

• Create co-op 
marketing 
opportunities for 
members by FY27 



Destination Management

Strategic Initiatives Lead FY26 FY27 FY28 FY29 FY30

a) Develop a hospitality training 
program for frontline employees Melanie

b) Advocate for the development of 
a  multi-purpose group space Todd

c) Lead the development of a 
Tourism Master Plan Todd

d) Develop a strategy to address 
need periods Vito

e) Develop strategy to unearth 
existing and create new visitor 
experiences 

Melanie

Targets:

• 200 frontline 
employees through 
hospitality training 
program by end of 
FY28

• Tourism Master Plan 
developed by end of 
FY29

• Have at least 50 
unique visitor 
experiences to offer 
by end of FY30



Destination Alignment

Strategic Initiatives Lead FY26 FY27 FY28 FY29 FY30

a) Lead the development of a 
comprehensive destination brand 
for Alexandria

Claire

b) Refresh membership benefits Melanie

c) Work with partners to determine 
an appropriate structure to 
produce local events

Todd

d) Incorporate direct community 
feedback in organizational 
planning

Mary

Targets:

• Roll out destination 
brand by end of FY28

• Grow membership 
revenue 50% by FY30

• Redefine event 
support plan by end 
of FY27 

• Re-home major event 
production (ie: 
parades) by end of 
FY26



Organizational Sustainability

Strategic Initiatives
Lead FY26 FY27 FY28 FY29 FY30

a) Advocate for financial 
sustainability and growth

Board

b) Undertake comprehensive 
review of Board bylaws Board

c) Attract and retain 
organizational talent

Mary

d) Pursue external sources of 
sustainable revenue for the 
organization

Todd

e) Evaluate and ensure 
appropriate organizational 
structure to achieve goals

Mary

Targets:

• Grow Visit 
Alexandria annual 
budget to $7M by 
FY30

• Evaluate tourism 
improvement 
district (TID) 
feasibility by end of 
FY27

 



• Member Survey

• Visitor Guide Listings

• Annual Meeting



Marketing & 

Communications 

Update

Hotel Meeting

 
August 5, 2025

SVP of Marketing & 
Communications





• Maximize benefit of high-level strategic integration of 

internal team and agency partners, including new 

agency of record, 62Above

• Develop new, integrated destination marketing 

campaign to launch early 2026

• Redefine and develop target audiences (including 

niche audiences) 

• Identify key need periods throughout the year, and 

create promotions to help spur visitation



• Increase emphasis on conversion vs. impressions

• Increase marketing & PR impact by expanding 

storytelling of small businesses, neighborhoods and 

more

• Elevate awareness of Alexandria’s small meetings 

scene

• Develop meetings storylines and content

• Refresh the meetings section of our website

• Dedicated media outreach with our PR agency



Packaging August offerings as a 

time-limited, great value

Message: Soak up the last drops of 

summer with the Love, Alexandria 
hotel package, Alexandria Sidewalk 

Sale, Alexandria Restaurant Week 

and more.Conversion strategy, focusing 

on short-lead bookings



Campaign promoted through digital banners 

(summer only), paid social, paid search, email 

newsletter, PR and more.

• Winter campaign (DC regional only)

• 10,000 pageviews

• 2,400 referrals to hotel partner websites

• Summer campaign so far (destination and drive 
markets)

• 42,000 pageviews

• 11,000 referrals to hotel partner websites

Increased traffic to hotel partner websites:
25% clicks on Love, Alexandria go through to 

hotel partner sites (up from 10%)



VisitAlexandria.com/250

• Events are happening now

• Culminates in summer 2026

• Sails on the Potomac, June 12 to 14, 2026

• City/USA Birthday celebration, July 2026 

• George Washington Birthday Parade, Feb. 2026

• Historic Alexandria museum exhibits and lecture series

• George Washington’s Mount Vernon experiences

• Office of the Arts Time and Place art installation, May 

to Nov. 2026

• Additional events TBA

Opportunity for 250-themed hotel packages, 

events, tours, business offerings

 

https://visitalexandria.com/250




Content to Load

• Hotel packages

• Events

• Deals and Happenings

Themes

• Fall

• Holiday

• America’s 250th

• Accessibility

• Sustainability

Contact Trisha Meisner, Director of Member Relations, at 

tmeisner@visitalexva.com for assistance loading content to member portal.

Storytelling Interest

• Meeting planner testimonials and success 

stories

• Renovation of hotel and/or restaurant

• Unique pop-ups, partnerships or offerings

mailto:tmeisner@visitalexva.com


• Sept. 13 & 14 – Alexandria Art 

Festival in Carlyle

• Sept. 25 to Oct. 5 – Old Town 

Cocktail Week

• Oct. 4 – Art on the Avenue in 

Del Ray

• Oct. 10 to Oct. 12 – Fall Wine 

Festival at Mount Vernon

• Nov. 28 & 29 – Plaid Friday & 

Small Business Sat.

• Dec. 6 – Scottish Walk Parade 

and Boat Parade



Hotel and DMO 

Collaboration

Director of Sales
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Alexandria hotels are categorized into the Washington, DC, MMA competitive set.
Overall, we’re in a good spot and not outpricing ourselves.





Research Update 

for Alexandria 

Hotel Association

Vice President of
Marketing & Research





Source: Axios, Yale Budget Lab





Source: Fortune



Sources: Bloomberg, Axios, CNBC, Wall Street Journal, CBS News









Source: US Travel, Tourism Economics











Sources: Skift, HospitalityNet









Sources: Reuters, CNBC, 

New York Times
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Source: STR
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Source: Tourism 

Economics Symphony, 

July 2024-June 2025
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July 2024-June 2025



Source: Alexandria 

2024 Visitor Profile, 

Future Partners



Source: Alexandria 

2024 Visitor Profile, 

Future Partners



• Your Hotel Updates

• What’s Working Well

• New Opportunities for Alexandria

• Risks to Mitigate

• Advocacy Needs



VisitAlexandria.com | #visitALX
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