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COVID. Coronavirus. Pandemic.

These are the words that have severely impacted 
our reality over the last year.

As we enter FY2021, it is impossible to know how 
COVID will further affect our livelihoods or what 
the end game will look like. What we do know is the 
impact from the pandemic on Washington, DC has 
been severe and the diagnosis for our hospitality 
industry simply debilitating, as all the wonderful 
experiences we promote for tourism – from 
neighborhood restaurants, museums, nightlife and 
theater to overnight hotel stays – are challenged  
at every turn.

Add to this situation, a nation forced to confront 
its history of systemic and systematic racism after 
video of George Floyd’s murder by Minneapolis 
police sparked worldwide protests over racial 
injustice. The Black Lives Matter movement 
implored discussion throughout our industry and 
beyond, with many people sharing that they never 
knew what Black people have been subjected  
to in America. I personally heard from many 
admitting to as much. 

Using this strange moment in time during a 
pandemic to champion why diversity, equity and 
inclusion are essential to any and every business 

model’s success has been one of the biggest social 
justice opportunities of my life. Add to that, DC 
Mayor Muriel Bowser creating the first-ever Black 
Lives Matter Plaza – and the nation’s capital once 
again owns its foundation as a place for protest 
tourism – people coming to exercise their First 
Amendment rights in the face of injustice.

As harsh as these circumstances are, there is 
an upside. We have come together as a city, an 
industry and as tourism partners to struggle 
through. When we started #DCtogether in March 
2020 during the city’s stay-at-home order, we felt 
the energy of everyone working collectively to 
creatively promote our city virtually. Now many 
months later, with news of vaccines showing 
promise for aggressive production and distribution, 
we consider how DC can re-open safely in 2021.

We know it will begin with the DMV. Originally, 
when we created the advertising campaign “Stay 
Local DC” in FY2020, it was meant to engage 
locals through a lighthearted emphasis on 
experiencing our own backyard like a tourist. The 
Stay Local promotional efforts took on a different 
meaning during COVID – escape in your own 
backyard, support your local businesses and safely 
experience DC as we are committed to health 
and safety guidelines. We expect visitors from the 
region to be first to support DC’s survival.

As we move into 2021 and continue to sell the city 
for future meetings and group travel, we expect to 
expand our marketing to a drive-market audience 
and then nationally. And while we work to keep  
DC top of mind in key overseas markets, we will  
all welcome the return of international travel  
when appropriate. 

This work will take time, and frankly budget to 
achieve.  According to Tourism Economics, visitor 
spending was down 79 percent, or $4.8 billion, for 
March 8-Nov. 28, 2020 compared to last year. That 
translates to $367 million in lost tax revenue for the 
District of Columbia from visitor spending alone. 
Our industry mantra of putting “heads in beds 
and butts in seats” is crucial to infuse the funding 
Destination DC needs to be able to promote the 
city. We know our industry’s welfare depends on 
our ability to promote it now more than ever.

Like most of you, I’ve never experienced so many 
events of this magnitude in my life. Seeing what our 
city has lost during this time has truly staggered 
me. But I remain hopeful that what makes this city 
so phenomenal will be our road back. 

I look forward to your partnership 
on this continued journey.

Sincerely,
Elliott L. Ferguson, II
President & CEO
Destination DC

a letter from our president
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About  
Destination DC

MISSION
As the official destination marketing organization for Washington, 
DC, the mission of Destination DC (DDC) is to promote the nation’s 
capital as a premier destination for business, convention, tradeshow, 
meeting and leisure travel. In doing so, we aim to create an economic 
impact that creates new jobs and benefits the District’s local 
economy and community.

BUDGET
DDC’s programs and operations are funded by a combination of 
hotel tax revenue, membership dues and sponsorships. The FY2021 
working budget is $11.43 million, down 33 percent over the FY2020 
revised budget of $17.15 million. DDC’s FY2021 budget assumes some 
recovery for the travel industry beginning in Q3.

REPRESENT ALL DC TRAVEL AND 
TOURISM STAKEHOLDERS
DDC will represent and unite the tourism stakeholders in the city, 
including hotels and other accommodation providers, restaurants, 
attractions, tour operators, destination management companies, 
entertainment venues, event managers, caterers, transportation 
companies, retail outlets, local and national governments, Capital 
One Arena, Nationals Park, Audi Field, RFK Campus, St. Elizabeth 
Campus and the Walter E. Washington Convention Center.

DDC will represent stakeholders with the  
following principles in mind:

1. Spread the Word: Increase positive awareness of and demand 
for Washington, DC as a visitor destination by crafting a 
comprehensive narrative around the nation’s capital, targeting a 
local, regional, national and international audience as recovery 
allows. 

2. Maintain Leadership: Continue to influence product 
development, redevelopment and infrastructure improvements 
that impact DDC’s mission and the image of Washington, DC.

3. Maximize Limited Resources: Creatively and efficiently utilize 
its annual budget and staff to achieve DDC’s mission and vision. 
Metrics, monitoring and modifications will also be applied to 
measure effectiveness and suggest resource allocations. Ensure 
every program contributes to generating visitor spending in the 
city. 

4. Be Inclusive: Leverage the knowledge, initiatives and 
connections of all member organizations to market the city to 
expanding visitor markets; build relationships with groups that 
will support the DC tourism economy.

5. Develop Advocates: Build community-wide support for tourism 
and DDC, particularly among residents, industry experts and city 
government officials, which will be crucial in recovery planning.
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SITUATIONAL 
ANALYSIS  
(COVID-19)

The COVID-19 pandemic is expected  
to last into 2021 and beyond. 

Recovery will be based on a variety of factors 
including: the development of a vaccine and 
its implementation, consumers’ willingness to 
travel, group size restrictions expanding and 
international visitation restrictions being lifted. 
The pandemic has no historic precedence in the 
last 100 years, so recovery in DC will be based 
on the science and slowing the spread of the 
disease according to Mayor Muriel E. Bowser  
and DC Health.

As DDC works to market the city during FY2021, 
the organization’s ability to adapt at every stage 
of reopening and to be flexible in leveraging 
evolving consumer sentiment will determine how 
successful it will be during the pandemic and as it 
becomes safer to travel. 
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2019 Visitor Impact

Sources: MMGY Travel Intelligence, IHS Markit, Travel Market Insights, National Travel & Tourism Office, U.S. Department of Commerce

pre-pandemic

10 
YEARS
record visitation 

VISITATION SUPPORTED

78,266
jobs

$896M
local tax revenue

VISITATION GENERATED

$8.2B
visitor spending

24.6M 
total visitors 

DOMESTIC

22.8M
 4.4% FROM 2018 

OVERSEAS

1.8M
 7.9% FROM 2018
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TOURISM ECONOMICS PROJECTS APPROXIMATELY 

11 MILLION 
domestic visitors (53%) 

will have traveled to the city in 2020. 
However, if a vaccine is available in early 2021, and if the recession does not deepen  

in a significant way, that estimate could rise to 20 MILLION BY 2022.

visitation projection
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economic impact of covid-19  
on washington, dc

LOST IN 2020

$369M 
35 large-scale  

events and meetings 

$422M
total amount lost 

in 2020 & 2021

LOST IN 2021

$53M
7 large-scale and 
impactful groups

VISITOR SPENDING

79%
 $4.8 Billion

March 8 through Nov. 28, 2020 compared  
to the same period in 2019.

LOCAL TAX COLLECTION  
BASED ON VISITOR SPENDING

$367M
HOTEL REVENUE

89%
 $1.5 Billion

March 8 through Nov. 28, 2020 compared  
to the same period in 2019.

March 8 through Nov. 28, 2020 compared  
to the same period in 2019.

HOTEL ROOM DEMAND

82%
 5.9 million rooms

March 8 through Nov. 28, 2020 compared  
to the same period in 2019.

Sources: Tourism Economics, STR 8ANNUAL MARKETING & SALES PLAN FY2021



what’s new in
washington, dc

Despite the challenges of 
2020, investment continues 
in Washington, DC, and 
the city welcomes a host of 
new and renovated hotels, 
attractions, venues and 
museums for visitors to enjoy. 
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VICEROY WASHINGTON, DC 
OPENED AUG. 25, 2020

With a prominent address along the 14th Street corridor, the 178-
room hotel welcomes locals and visitors to enjoy BPM Coffee & 
Wine’s expansive all-season outdoor patio and grab-and-go coffee 
bar, flexible work areas and thoughtfully designed public spaces 
adorned with notable art.  

YOTEL WASHINGTON D.C.  
OPENED OCT. 16, 2020

The high-tech and low-touch YOTEL brand is located 
steps from Capitol Hill and Union Station, featuring 377 
cabins, modernized public spaces and a fresh take on the 
restaurant Art and Soul. The brand’s global #SmartStay 
elevated safety measures are in place. 

AC HOTEL WASHINGTON DC 
CONVENTION CENTER  
OPENED OCT. 5, 2020

The new, 234-room building opened at the corner of 6th and K 
streets NW, steps from the Walter E. Washington Convention 
Center, with stylish rooms, sleek surfaces and Greek apothecary. 
The AC Kitchen offers a European breakfast with fresh croissants 
and carved-to-order prosciutto, as well as evening rituals of gin 
and tonic cocktails and Spanish tapas. Estrella provides rooftop 
entertainment with sweeping views of downtown.

THE VEN AT EMBASSY ROW 
OPENING JAN. 2021

Located in Dupont Circle as part of Marriott International’s 
Tribute Portfolio, the 231-room hotel features vibrant social 
spaces inspired by Scandinavian design. The Ven includes a 
gallery space with rotating art, a rooftop pool and bar and a  
full-service restaurant.

HOTEL ZENA  
OPENED OCT. 7, 2020

The 191-room Hotel Zena is a bold new cultural hub celebrating 
female empowerment through provocative art, design and 
relevant programming. The property is a self-described “ode 
to feminine strength, celebrated by all genders, races and 
sexualities, and a haven for the liberated forward thinker.”

CITIZENM  
OPENED OCT. 22, 2020

Billed as “affordable luxury,” CitizenM, a Dutch hospitality brand, 
opened a 252-room hotel at 5th and E streets SW. Located near 
The Wharf, the property features an open workspace with iMacs, 
a fitness and yoga studio and a rooftop lounge.

Hotels
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DWIGHT D. EISENHOWER MEMORIAL   
OPENED SEPT. 18, 2020

The National Park Service opened the Dwight D. Eisenhower 
Memorial on the National Mall in honor of the nation’s 34th president. 
Architect Frank Gehry designed the memorial, which spans across a 
four-acre park and features a one-of-a-kind stainless steel tapestry 
and life-sized bronze sculptures. 

NATIONAL NATIVE AMERICAN  
VETERANS MEMORIAL 
OPENED NOV. 11, 2020

Located on the grounds of the Smithsonian’s National Museum of the 
American Indian, this memorial that honors American Indian, Alaska 
Native and Native Hawaiian veterans opened on Veterans Day. The 
memorial’s design offers an interactive and intimate space for gathering 
and reflection, complete with a stainless steel circle balanced on a 
carved stone drum. Water and music are also incorporated.

RENOVATED MARTIN LUTHER KING  
JR. MEMORIAL LIBRARY 
OPENED SEPT. 24, 2020

DC’s central library completed a $211 million modernization and renovation 
that will open in phases. Additions to the downtown building include a 
rooftop event space with a private catering kitchen, a large auditorium and 
conference center, a recording studio, a power tool library and a digital 
fabrication lab. The ground level café with a patio provides grab-and-go 
options. The library also boasts a children’s area with a one-story slide and 
a teen center named after DC artist Alma Thomas.

Museums, Memorials & Attractions

PLANET WORD  
OPENED OCT. 22, 2020

Housed in Washington, DC’s historic Franklin School, the revolutionary 
Planet Word is dedicated to the power, beauty and fun of language and 
how words shape the human experience. Planet Word is the world’s first 
voice-activated museum, featuring immersive galleries and exhibits to 
engage visitors of all ages. General admission is free.
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175th  
SMITHSONIAN INSTITUTION 
The family of 17 free museums and the National Zoo in DC will mark 
its 175th anniversary with a limited-time only reopening of its original 
site, the Arts + Industries Building, where the National Museum 
of the United States was established. Expect to be wowed by a 
world’s fair-style spectacle at the historic building and celebrate the 
milestone throughout Smithsonian museums.

125th  
DC PUBLIC LIBRARY 
This institution celebrates 125 years and 
is planning a year-long commemoration, 
anchored by the newly renovated Martin 
Luther King Jr. Memorial Library downtown.

50th  
THE JOHN F. KENNEDY CENTER 
FOR THE PERFORMING ARTS 
A living, breathing memorial dedicated to the 35th 
president, the city’s most revered performance space 
turns 50 years old in 2021. Celebrate with exclusive live 
and on-demand virtual performances or visit The REACH 
campus, the living theater and innovative open grounds that 
debuted in September 2019. 

40th  
NATIONAL BUILDING MUSEUM 
DC’s only museum dedicated to architecture, engineering 
and design experienced a makeover for its 40th anniversary. 
During a temporary closure, the museum presented  
Murals That Matter: Activism Through Public Art  
on its West Lawn. 

100th  
THE PHILLIPS COLLECTION 
America’s first museum of modern art reaches 
triple digits and is planning a year-long centennial 
celebration. Programming will pay homage to its 
founder, Duncan Phillips, whose personal collection 
featured artists such as Jacob Lawrence, Georgia 
O’Keeffe and Pierre-Auguste Renoir.

Anniversaries
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METRO’S SILVER LINE  
OPENING 2021

• Connects Washington Dulles International 
Airport to downtown DC

• Dulles Metro Station will be linked to the main 
terminal by a 300-meter pedestrian tunnel

CAPITOL CROSSING   
PHASED OPENING THROUGH 2022

• 2.2 million-square-foot, mixed-use development atop the 
I-395 Center Leg Freeway creates three new city blocks 
between Union Station and Capital One Arena

• LEED sustainable 

• Love, Makoto, a Japanese food hall, will feature outdoor 
seating, a ramen shop, Japanese bakery, robata grill, sushi 
and full-service restaurant

• Additional dining includes L’Ardent, focused on 
Mediterranean and Italian cuisine

REAGAN NATIONAL AIRPORT’S 
PROJECT JOURNEY 
OPENING 2021

• $1 billion investment helps with passenger safety, 
security and efficiency

• Two new security checkpoints with 28 additional 
screening lanes 

• New 14-gate concourse

WHARF PHASE TWO  
OPENING 2022

• 131-room Pendry Hotel

• 1.5-acre park

• 95,000 square feet of retail and 
547,000 square feet of office space

Development
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Marketing &  
Communications

The marketing and communications team 
develops and executes integrated marketing 
programs that promote the Washington, 
DC brand domestically and internationally, 
inspire overnight business and leisure 
visitation to the District and create demand 
for meetings and conventions. 

As the pandemic continues in FY2021 with travel 
restrictions in place and consumer confidence 
compromised, DDC will focus on the markets that 
will be able, in recovery, to drive potential visitors to 
the District. This means heavy outreach to the local 
market, shown to be an important part of recovery,  
as well as the 50 million people within a four-hour 
drive of the District.

ADVERTISING
The marketing team will approach advertising 
differently than in any other year. Paid media 
campaigns will be developed to specifically speak  
to each individual market, heavily focused on  
locals and the region, to maximize influence over 
potential visitors.
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STAY LOCAL
TARGET AUDIENCE: Locals

KEY TAKEAWAY: “I may not be ready to travel, but I am ready to get out 
of the house. There’s so much to see and do, right here in DC, and I’m 
confident I can enjoy local restaurants, businesses and attractions safely. “

TAGLINES:
Get Away Right in Your Backyard.
Rediscover Your City.

COVID-
APPROPRIATE 
IMAGERY

• Outside
• No crowds
• Experiences that can be had  

during the current phase
• Families and couples, no friend groups
• Seasonally appropriate

addressing safety 
concerns IN print & 
digital CREATIVE
1. Updated logo to reflect the need for a mask 

when traveling 

2. Specific call-out to find safety information on 
washington.org

This masked logo featuring the DC Flag will be 
used on all Stay Local creative as a wink and nod 
to DC residents.

1. Safety/Health
2. Free Things to Do
3. Outdoor Recreation
4. Family-Friendly Activities
5. Protest Tourism

To help shape our messaging and creative, we’ve tapped into  
Destination Analysts' Coronavirus Traveler Sentiment Index to better 
understand what’s top-of-mind for potential travelers compared to what 
we have to offer as a destination. Based on this data, we’ve identified 
these key messaging points that will be reflected in our creative. 

KEY MESSAGING POINTS

16ANNUAL MARKETING & SALES PLAN FY2021



The communications team will 
work to target media outlets 
worldwide to generate media 
coverage to help drive visitation 
to the nation’s capital. From an 
editorial perspective, generating 
earned coverage of DC is 
increasingly important given the 
limited advertising budget.

LOCAL, REGIONAL & 
DOMESTIC
While consumer confidence in travel 
builds back up, editorial outreach will 
prioritize local and regional publications 
to reach consumers in the DMV, with 
pitches tapping into the enjoyment 
and leisure available in your backyard, 
as people likely have missed several 
vacations going into FY2021. DDC’s 
messaging will aim to inspire travel to 

support local businesses and convey the 
great value proposition that a trip to the 
nation’s capital provides.

INTERNATIONAL
According to Tourism Economics, 
international tourism is not expected 
to fully recover until 2024, but there’s 
still interest in the U.S. as an aspirational 
destination. International media is crucial 
to keep up awareness about Washington, 
DC as a tourism destination, and there is 
still a strong appetite for virtual content 
and the new developments in DC. DDC 
will work with its regional representation 
in China, the UK, Germany and France, 
as well as DC-specific offices in China, 
Australia and India, as budget allows, 
to place prominent stories about the 
District and be poised to host journalists 
when the time is right. 

Communications 
Strategy
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TRADE
DDC will focus on publications that cover 
meetings, conventions and travel trade. 
The team will also conduct outreach that 
highlights DC for sporting events and 
DDC’s charitable work with the American 
Experience Foundation. Creative sales 
methods and the safety guidelines 
surrounding meetings and events will be 
prominent. New hybrid initiatives will also 
be promoted. One of these opportunities 
includes partnerships between DC and 
other U.S. destinations that provide  
planners with the ability to hold small 
subsections of their conferences across the 
country and broadcast the content to the 
other meeting hub locations. 

CORPORATE
The team works to share the economic 
impact of tourism locally, and in the current 
environment, the impact that DC is feeling 
from canceled meetings and conventions 
and decreased visitation. While the 
headlines might be jarring, this type of 
coverage allows us to reiterate why tourism 
is so important to the city and how it will be 
such a big part of recovery overall when the 
pandemic subsides. 

Opportunities across markets include: 

• DC’s value, 100+ free things to do, hotel 
and attraction deals

• New tourism inventory and reopenings 
of museums, attractions, hotels, 
restaurants and retail

• Current events, including Inauguration

• Anniversaries, including the 
Smithsonian’s 175th 

• Protest tourism, including Black Lives 
Matter and the Women’s March 

• Safety measures for safer travel 

• Virtual content

ANNUAL MARKETING & SALES PLAN FY2021 18



WASHINGTON.ORG 
REDESIGN
DDC’s website is one of its most 
important tools to help inspire visitation. 
In FY2021, the team looks to continue 
the month-over-month growth in web 
traffic that it has seen since April 2020, 
when web traffic reached a nadir due 
to the coronavirus pandemic. The 
redesigned site will be built on a newer 
content management system, which 
supports modular design and will allow 
content creators more freedom to build 
highly interactive pages with a variety of 
multimedia elements. The new site has 
an editorial-forward look and feel and 
launched in late 2020. (See example of 
redesigned washington.org on the far 
right of this page.)

FINDING THE RIGHT 
MESSAGE
Since May 2020, washington.org has 
surveyed site visitors to measure the 
value of its communication assets 
and understand travel sentiment. Key 
takeaways include respondents’ desire 
to understand which museums are open 
and the latest safety information. Many 
respondents also noted they are excited 
to visit but are waiting to do so until they 
feel safer. This research helps to inform 
an effective content strategy for in-
market visitors, and it supports a market 
for future potential visitors planning 
trips but waiting to travel. The content 
team will continue to analyze the market 
in FY2021 to share the most effective 
messaging throughout the pandemic and 
each phase of reopening.

DRIVING ECONOMIC 
RECOVERY THROUGH 
ADDED VALUE
As part of recovery efforts, the 
content team will encourage users to 
take advantage of exclusive offers for 
member businesses and to discover 
events and activities that are safe and 
ongoing. Deals on washington.org will 
be a fixture in all campaigns, which help 
drive direct business and bookings to 
members. Value-driven messaging will 
be complemented by DC’s many free 
things to do, ultimately making the 
nation’s capital an even more attractive 
destination for an affordable getaway in a 
time of economic prudence.

Content  
Strategy

Serving as an authority on visiting Washington, 
DC, the content team develops content for 
washington.org, official visitor publications, 
email marketing and social media.
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Social Media 

DDC targets leisure and hospitality industry 
audiences on social media to generate 
engagement about Washington, DC 
experiences, while also driving users  
back to washington.org.

USER-GENERATED  
CONTENT (UGC)
DDC’s leisure-facing #MyDCcool hashtag campaign 
generates visual content about the destination.  
In FY2020, the hashtag surpassed 750,000 lifetime 
mentions from locals, visitors and member businesses. 
In FY2021, UGC will be even more important to 
connect users to travel experiences in the COVID 
economy. Masked individuals, socially distant events 
and outdoor attractions will be prominently featured 
to visually represent a safe, travel-worthy destination. 

1:1 ENGAGEMENT
Serving as the front lines of tourism to DC, the DDC 
social media team provides the most up-to-date 
information about travel safety and expectations to 
its followers. With so much uncertainty about travel 
today and tomorrow, the social team will listen to 
the most frequent questions and ensure answers are 
reflected through direct messaging and integrated 
throughout content.

@batmangiulli

@awkwardtogether @laash 20ANNUAL MARKETING & SALES PLAN FY2021



convention
sales & services



The challenges of COVID-19 continue to impact 
the meetings and conventions industry, with 
uncertainty surrounding group size and regulations 
as Washington, DC maintains its cautious approach 
to reopening. However, the convention sales and 
services team is creatively pitching business and 
booking intimate meetings in the short term and 
meetings of all sizes for future years. 

'CONNECTED' STRATEGY
While many destinations have a hybrid solution now, the 
“Connected” marketing approach positions the local innovation 
and global leadership found only in the nation’s capital. The 
messaging ensures that DC stands out for customers because of 
the valuable knowledge and access to the global community of 
industry experts and policy makers based here. 

DC AS A  
HYBRID HUB 
While the Connected positioning sets DC apart, world-class 
technology is also crucial for meeting success, which will likely 
have a virtual component in FY2021. DDC will work closely 
with Events DC to promote its virtual venue, Studio 801, to 
customers. The hybrid capacity allows groups to have limited in-
person attendance and seamless capability to broadcast content 
to attendees around the world. 

Convention  
Sales & Services 
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In another effort to provide value for 
customers, DC will act as a hub and partner 
with destinations across the U.S. to facilitate 
small in-person subsections of conferences at 
various locations. Debuting in early 2021, the 
hub-and-spoke approach will allow planners 
to hold safer small gatherings closer to home 
while benefiting from face-to-face interaction 
and the shared content broadcast from each 
partner satellite destination.

VIRTUAL SALES 
EFFORTS
As business continues virtually, creative 
pivots engage customers online. The team 
holds sales blitzes with a lively DC touch, 
including sharing the latest status of DC 
attractions or showcasing a craft DC cocktail.

IN-HOUSE  
FOCUS 
The in-house sales team leverages every 
angle to impact short-term business. DDC 
is holding appointments with high-volume 
third party associates, such as Helms Briscoe 
and Conference Direct, and leveraging 
relationships with sales counterparts at 
associations to reach customers together. 
Continuing education, training and 
networking opportunities allow for more 
connection with customers.
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To get “Back to Business,” the WEWCC 
has state-of-the-art sanitation and hygiene 
measures in place to bring peace of mind 
to customers ready to meet in person. The 
center was the first in the Northeast to secure 
GBAC STAR™ facility accreditation from the 
Global Biorisk Advisory Council. In addition 
to enforcing social distancing and masks, new 
protocols include: 

• Touchless thermal scanners at all designated 
entrances that provide instant feedback

• Cutting-edge disinfection technology, including a 
partnership with SurfaceGuard, and NanoSeptic light-
powered, self-cleaning surface products on high-traffic 
touch points

• New digital signage to communicate security and 
prevention measures

• Continuous cleaning of all high-contact surfaces and 
new hand sanitizer stations throughout the building

• Revised food and beverage services, including 
increasing packaged grab-and-go options, eliminating 
reusable cups, removing self-serve condiments and 
utensils and increased cleaning

Walter E. Washington 
Convention Center 
(WEWCC) Updates
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ENGAGING KEY 
MARKET SEGMENTS
Keeping Washington, DC top of mind 
is critical. DDC will leverage global 
representation in key regions and lead 
interactive virtual roadshows to highlight the 
city for meeting professionals. Additionally, 
CSS will engage customers who are now 
open to meeting in the U.S. and Washington, 
DC given a change in the administration.

EXTENDING  
GLOBAL REACH
To leverage all available resources, DDC 
maximizes relationships with partners 
to leverage all available resources, DDC 
maximizes relationships with Events DC 
marketing partners, the Global Association 
Hubs Partnership with Brussels,  
Dubai and Singapore, as well as agencies  
of record in top overseas markets.  
DDC will also work with destinations 
throughout the Northeast to position the 
region positively for MICE groups.

LEVERAGING 
CONNECTED 
POSITIONING 
Connected content highlights DC’s 
knowledge economy across top industries 
and with subject matter experts. These 
resources, exclusive to DC, will be shared 
throughout washington.org/meetings, 
editorial coverage and key advertorial and 
reimagined sponsored opportunities in 
reputable trade publications. 

WORKING WITH 
INDUSTRY CHAMPIONS 

DDC will leverage its Ambassador Circle, 
which consists of subject matter experts  
in their fields that help customers 
understand why DC excels in their 
respective industries to help attract future 
international congresses. DDC will also 
engage its International Business Events 
Council, or IBEC, to understand the latest 
industry challenges, recommendations  
and opportunities to rethink how  
business is conducted.

international 
meetings

DC’s knowledge economy provides 
value to future international meeting 
customers. DDC is targeting key 
markets and expanding its outreach. 
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Convention Services provides the expert service 
that clients expect, helping groups understand the 
virtual and hybrid options available while adhering 
to social distancing and other CDC guidelines. Site 
visits still take on the aura of Washington, DC, with 
novel ideas and use of video, virtual tours and local 
businesses. From simulated tours of the Walter E. 
Washington Convention Center to deliveries of 
homegrown products and food, the team ensures 
that customers can envision their meeting in the 
nation’s capital from afar. 

CREATING DESTINATION 
AWARENESS FOR  
VIRTUAL MEETINGS
Convention services is working to create a toolkit of options 
that event strategists can use to showcase Washington, DC 
for their virtual meetings. These assets include go-go music to 
introduce a keynote, virtual booth space, and video to enhance 
virtual coffee breaks and networking.

Serving Clients 
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Tourism, Sports & 
Visitor Services

INTERNATIONAL
Until overseas travel resumes, DDC is working with its 
international offices to understand the latest market conditions 
and keep Washington, DC top of mind through public relations 
and social media efforts. The tourism and communications teams 
will collaborate to deliver creative virtual content and messages 
directed toward trade and consumer audiences on the latest in 
DC to help maintain market share when borders open. 

TRAVEL AGENT  
TRAINING PROGRAM 
Launched in 2020, the Washington, DC Special Agent Academy 
is a virtual program designed to train and engage travel agents in 
the U.S. and around the world who are interested in becoming 
Washington, DC experts. As a DC Special Agent, travel 
professionals will be better prepared to sell the nation’s capital 
to their customers. The program is available now in Spanish. In 
January 2021, it will be translated to Mandarin. To date, more 
than 590 agents from nearly 40 countries have been trained. 

LEVERAGING PARTNERSHIPS
The international team collaborates with the Metropolitan 
Washington Airports Authority and Capital Region USA to 
leverage resources to bring awareness and access to the region. 
The team also works with Brand USA in its efforts to promote 
international travel to the U.S.

The tourism team is addressing the uncertainty surrounding museum 
capacities, group gathering size, the suspension of international 
airways and limited tour capabilities. However, tourism captures 
customer attention by presenting creative virtual assets and robust 
new content about the city. 
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COLLABORATION 
WITH EVENTS DC 
DDC works closely with Events 
DC to attract sporting events 
of all sizes to the District, 
targeting events that fit within 
current regulations at indoor and 
outdoor facilities, including the 
Entertainment and Sports Arena 
and RFK Campus.

PIVOTING WITH 
PARTNERS
Creative solutions will help sports 
thrive, like a hotel ballroom turned 
into a basketball court. DDC and 
partners are being resourceful to 
activate unexpected sites to hold 
various intimate sporting events. 

ESPORTS
Primed for the virtual environment, 
DDC is working with EDC to 
continue attracting major  
esports events to Washington, DC,  
as well as events surrounding  
local teams and watch parties  
as regulations allow. 

STUDENT  
GROUPS
While learning takes many shapes 
and forms this year, the team is 
providing updates to dual track 
virtual and in-person itineraries. 
Ideas inspire lifelong learning and 
focus on current events – such 
as the election, inauguration and 
Black history – that tour operators 
can provide for teachers or that 
teachers can access directly for 
added ideas in the classroom. 

VISITOR  
SERVICES
During an unprecedented 
and uncertain period, the 
visitor services team has been 
instrumental in communicating  
with prospective travelers.  
DDC’s customer service experts 
walk potential visitors through the 
current guidelines in DC and what 
they can experience now. The 
team will continue to field phone 
calls and utilize the chatbot on 
washington.org to update  
DC’s phased reopening and status 
of major events to come, including 
inauguration, the National  
Cherry Blossom Festival  
and the summer holidays.

Go watch the video series
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Partnerships 
& Alliances

MEMBERSHIP
The COVID-19 pandemic initially caused most of Washington, 
DC’s hotels to suspend operations while others remained 
open with limited capacity. The full extent of lost business  
at restaurants, attractions and convention service providers  
is unknown.

In a commitment to our members and recognition of the  
strain they face, DDC waived membership dues for three 
months for hotels and 12 months for other businesses.  
To inclusively support the broad hospitality community,  
DDC has offered a Membership Free Trial for first-time,  
non-accommodations businesses.

While all businesses are being asked to do more with less, 
DDC can help businesses build and sustain their sales and 
marketing efforts. DDC has regularly surveyed members to 
ensure the organization is responsive to member needs and 
ideas and that we share timely, accurate information.

As conditions change, DDC continues to provide strategic 
resources to help members plan and create tactical ways  
to participate in virtual sales efforts and online marketing.

  c
o

nnections          visibility

            resources
       ways to enga

g
e

• Exclusive member events
• Member Directory

• Member Extranet
•  2-year Convention Calendar
• Market intelligence

• Co-ops
•  FAM tours
• Marketing campaigns

• Listings on washington.org
• Listings in publications
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MEMBER EVENTS
DDC will keep members engaged with virtual and in-person 
experiences as appropriate. The 2020 Marketing Outlook 
Meeting was a strong barometer for community demand, 
with more than 1,100 people tuning in. While the news 
shared was difficult, DDC is committed to helping members 
forecast and plan. 

PARTNERSHIPS
Partnerships enable DDC to steward strategic  
relationships and ensure mutual success as travel  
rebounds.

“In our new environment, I worked with 
Destination DC on a virtual trivia night for 
members and staff. It was so successful and fun 
that I received 10 tour requests following the 
event and an introduction to partner with another 
member. Destination DC continues to find 
creative ways to provide opportunities for the 
tourism community. During a time when everyone 
is stretched so thin, the exposure has been 
incredibly valuable to my business.”  

ANDREW RAWLS 
Owner & Founder 
Fiat Luxe Tours

“When the pandemic coincided with the 
2020 National Cherry Blossom Festival, 
Destination DC was a vital partner by helping 
us communicate our rapid transformation of the 
festival to a largely virtual experience.

As we continue to present the festival in new 
ways, Destination DC will help us celebrate 
springtime in the nation’s capital.  
Both organizations remain committed to  
bringing a positive, welcoming spirit to  
locals and visitors alike.”

DIANA MAYHEW 
President 
National Cherry Blossom Festival

THANKS TO OUR YEAR-ROUND PARTNERS
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American Experience 
Foundation

The American Experience Foundation 
(AEF) enriches the lives of students 
through inspirational travel experiences 
and educational opportunities to cultivate 
the next generation of hospitality industry 
professionals. AEF invests in young people in 
our community, supporting their college and 
career readiness.

AEF is DDC’s affiliated 501(c)(3) charity. By leveraging 
DDC and its member businesses, AEF is uniquely 
positioned to open doors for students, filling a need for 
career exposure and success.

AEF provides:

• Free field trips to our nation’s capital for low-income 
students from DC and across the country

• Internships and educational opportunities to 
connect students with hospitality industry 
professionals

• Scholarships to qualified students and alumni from 
DC’s four high school Academies of Hospitality & 
Tourism

Since 2015, AEF has awarded $75,000 in scholarships.
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In the past, DDC members 
hosted interns at their hotels, 
restaurants and other hospitality 
businesses. But this year, DDC 
and AEF pivoted to offering 
digital internships for 73 DC 
high school students studying 
Hospitality & Tourism and Mass 
Media from nine high schools.

With both employment and equity 
in mind, the students reimagined the 
hospitality industry under the theme: 

How do we rebuild DC’s hospitality 
and tourism industry after COVID-19, 
while ensuring it is an industry that is 
equitable for all? 

Nearly 50 industry professionals shared 
their expertise with the students 
by serving as guest speakers and 
presentation judges.

The strong program content and virtual 
learning environment built a foundation 
for workplace learning in and out of the 
office for years to come and also earned 
local media attention. 

ABC 7 WJLA-TV and NBC4 Washington 
both produced segments about the 
program with student interviews. 

INTERNSHIP 
PARTNERS

Virtual  
Internships

While Washington, DC businesses slowed to a 
halt in the summer of 2020 due to COVID-19, AEF 
remained committed to the city’s smart, creative 
and enthusiastic students. 
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“You ran the best virtual 
hospitality internship program 
in the country.”

ALEX WILSON 
Director, Academy of Hospitality & 
Tourism, Wilson High School

“You offered me a unique experience  
in a time where internships are few 
and far between. 

Not only have I gained valuable insight 
into the function and recovery of the 
hospitality industry, but I have also had 
the opportunity to network with industry 
professionals I otherwise may not have 
had access to. 

The experience has strengthened my 
interest in pursuing a career in the 
hospitality and tourism industry. I look 
forward to being a part of the change 
that will help recover and sustain our 
industry.”

ZOE ROBERTS 
AEF intern

“[Mr. Ferguson and  
Mr. Hutchinson] inspired me 
because they were both very 
outspoken and welcoming. I 
could relate to their stories 
and the things they said really 
stuck with me. They are very 
inspiring with the obstacles 
that they had overcome and 
the respect they have earned 
from others. It’s inspiring to 
see two Black men at the top.” 

11TH GRADE STUDENT INTERN 
Speaking about Elliott Ferguson, 
president and CEO, Destination 
DC, and Al Hutchinson, president 
and CEO, Visit Baltimore

““
““

AmericanExperienceFoundation.org
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CHAIRPERSON
STACY SMITH 
General Manager
Hyatt Place Washington, DC/National Mall

VICE-CHAIRPERSON
RON BRACCO 
Vice President, Events 
Hargrove, Inc. 

TREASURER
JULISSA MARENCO 
Assistant Secretary Communications  
and External Affairs 
Smithsonian Institution 

SECRETARY
MARK ROCHE-GARLAND 
General Manager 
Omni Shoreham Hotel

IMMEDIATE PAST CHAIRPERSON
NIZAM ALI 
Co-owner 
Ben’s Chili Bowl/Ben’s Next Door

PRESIDENT
ELLIOTT L. FERGUSON, II 
President & CEO 
Destination DC

AMY AUSTIN 
President & CEO 
theatreWashington

BARBARA RICHARDSON 
Executive Vice President, External Relations 
METRO/WMATA

CARMEN PIGLER 
Associate Treasurer  
Debt & Grants Management, 
Office of Chief Financial Officer
District of Columbia

CHARLES HILL 
General Manager 
Doubletree by Hilton Crystal City

CLARENCE ANTHONY 
President & CEO 
National League of Cities

GAIL SMITH-HOWARD 
General Manager 
Hyatt Regency

GREGORY CASTEN 
Partner & Director, Operations 
Tony & Joe's, Ivy City Smokehouse

GREGORY O'DELL 
President & CEO 
Events DC

HARRY HARDY 
Senior Vice President, Brand & Events 
DC United 

JAMES MACGREGOR 
Vice President, Local Markets 
American City Business Journals

JEROME DAVIS 
Executive Vice President & Chief Revenue Officer 
Metropolitan Washington Airports Authority

JESSICA WASSERMAN 
Partner 
Greenspoon Marder LLP

JOHN DREW 
President & CEO 
Trade Center Management Associates

KATHY HOLLINGER 
President 
Restaurant Association of Metropolitan Washington

KENYATTAH ROBINSON 
President & CEO 
Mt Vernon Triangle CID

LAURA SCHOFIELD 
General Manager 
Conrad Hilton

MATT FELIX 
General Manager 
Renaissance Hotel

MEADE ATKENSON 
General Manager 
W Hotel

MICHAEL AKIN
President 
LINK Strategic Partners

MIKE ANDERSON 
Chief Enthusiast 
Canopy by Hilton Washington, DC-Wharf

NANCY KOIDE 
Owner 
It's Hospitality
 
PAUL J. COHN 
Chairman 
O St Museum 

SOLOMON KEENE 
President  
Hotel Association of Washington, DC

STEVE SHULMAN 
Executive Director 
Cultural Tourism DC

STEPHEN FEDORCHAK 
Co-Founder 
The Liberty Tavern Group

destination dc board of directors
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@WashingtonDC
@DestinationDC

@WashingtonDC

youtube.com/washingtondc

@DestinationDC

washington.org/linkedin

@visitwashingtondc
@DestinationDC
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