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SCREAMBRAND USA
Brand USA was established by the Travel Promotion Act of 2009 

to spearhead the nation’s first global tourism marketing effort. 

Through its call-to-action—DiscoverAmerica.com—Brand USA’s 

mission is to increase foreign leisure, business and scholarly travel 

to the U.S., which in turn will drive significant economic growth and 

job creation in communities across the nation. 

Brand USA will invest up to $200 million in targeted television, print 

and digital marketing programs in addition to experiential events 

and entertainment programming. No U.S. taxpayer dollars are used 

to fund the efforts of Brand USA. Learn more at TheBrandUSA.com. 

THE TRAVEL EFFECT
In 2012, the U.S. Travel Association, the voice for the nation’s travel 

industry, launched an advocacy and awareness campaign—Travel 

Effect—to conclusively establish the link between travel and its 

effect on relationships, education, businesses and communities. 

By leveraging the collective strength of industry partners and 

conducting groundbreaking research, the campaign aims to grow 

the voice of the tourism industry, advance pro-travel policies 

and communicate tourism’s widespread impact. Research and 

resources are available at TravelEffect.com and USTravel.org.

INSPIRED BY  U.S. TRAVEL ASSOCIATION

Tourism contributes to lower taxes and supports local programs. 

We think that’s something to scream about.

IN THE RICHMOND REGION
Travel is a powerful economic engine for the Richmond Region. 

Approximately 6 million visitors spend nearly $2 billion annually. 

More than  20,000 people are employed by the tourism and travel 

industry, and thanks to traveler spending, local taxpayers save an 

average $585 per household every year. 

Travel and tourism is an economic engine. 

In 2012, direct spending by domestic and 

international travelers in the U.S. totaled 

$855.4 billion, an average of $2.3 billion 

per day; $97.7 million per hour; $1.6 

million per minute; $27,125 per second. 

THE IMPACT OF TOURISM
TOURISM = MEETINGS AND CONVENTIONS, SPORTS TOURNAMENTS, GROUP TOUR AND LEISURE TRAVEL



SCREAM

Tourism contributes to lower taxes and supports local programs. 

We think that’s something to scream about.
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BloomTHE BASICS
Richmond Region Tourism is a private, not-for-profit 501(c)(6) 

organization charged with promoting the Richmond Region as a 

travel destination for conventions, meetings, sports tournaments, 

group tours and leisure travelers, thereby increasing the economic 

impact of travel and the vitality of the Region.  

TARGET AUDIENCES
Richmond Region Tourism generates travel to the Region by 

targeting out-of-market leisure travelers, meeting planners, 

tournament directors, tour and travel buyers, and journalists. 

We also target local residents based on research that indicates a 

primary reason for travel to the Region is to visit friends and family. 

Additionally, we work closely with the local hospitality community. 

KEY STAKEHOLDERS
Richmond Region Tourism represents the counties of Chesterfield, 

Hanover, Henrico and New Kent and the City of Richmond. 

Richmond Region Tourism also represents the Greater Richmond 

Chamber. We strive to increase demand for local hotels, attractions, 

tour and transportation providers, restaurants, retailers, sports 

teams and event organizers. Richmond Region Tourism grows the Region’s economy.

We won’t stop until it has fully blossomed. 

BOARD OF DIRECTORS
The Board of Directors is the policy-making body of Richmond 

Region Tourism. The Board consists of 22 members who are 

selected by funding municipalities and agencies and include 

representatives from Chesterfield County, Hanover County, Henrico 

County, New Kent County, the City of Richmond, the Capital 

Region Airport Commission, Virginia Tourism Corporation, Greater 

Richmond Chamber, Retail Merchants Association, Richmond 

Sports Backers, Venture Richmond, Kings Dominion, Richmond 

International Raceway, a private corporation, a local attraction or 

museum, and an at-large member. 

FUNDING MODEL
Richmond Region Tourism is primarily funded by a percentage of 

the transient lodging tax (or hotel tax) collected in each locality 

Richmond Region Tourism represents. The 8% lodging tax rate is 

applied only to the room rental rate and is not charged on any other 

services (room service, in-room movies, etc.). As part of the lodging 

tax collected, Richmond Region Tourism receives 1.75%.  

$100 hotel room = $8 in transient lodging tax
Richmond Region Tourism receives $1.75 

Richmond Region Tourism also receives funding from the Greater 

Richmond Chamber, the Greater Richmond Convention Center 

Authority and local partners and sponsors. 

Richmond Region Tourism is funded primarily by visitors to the Richmond Region staying 

in overnight accommodations, but it’s our locals who reap the rewards. Visitor spending 

produces tax revenues that lower taxes, create jobs, foster a strong business community 

and help fund essential programs. 

RICHMOND REGION TOURISM DEFINED



Bloom
Richmond Region Tourism grows the Region’s economy.

We won’t stop until it has fully blossomed. 
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THE FUTURE OF TOURISM
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DOMESTIC TRAVEL TRENDS
Leisure travelers are taking shorter, more frequent vacations, 

traveling closer to home, and planning their trips more impulsively. 

There is also an increase in family, single and multi-generational 

leisure travelers.

In a landmark study, “The Return on Investment of U.S. Business 

Travel,” Oxford Economics successfully measures the return on 

investment of business travel by evaluating the relationship of 

business travel to company performance. The study revealed that 

for every dollar invested in business travel, businesses experience 

an average $12.50 in increased revenue and $3.80 in new profits. 

In addition, while business travel is back on the rise in the U.S., 

growth is expected to slow slightly. 

The Group Tour market has seen a huge growth in student travel, 

which now accounts for 24% of all travelers worldwide. Tour 

operators report that historic and heritage group packages remain 

popular and account for 81% of group travelers. On average, this 

population spends $166 more per day and stays 1.8 nights longer 

than other group travelers. Culinary arts, float trips, theme dining 

and experiential theater are popular among group travelers.

In a recovering economy, tourism plays an essential role in spurring economic growth 

and job creation. Because the Richmond Region is affordable, accessible, historic and 

authentic, it is well-positioned for continued growth in business, convention, recreation 

and leisure visitation.

INTERNATIONAL TRAVEL TRENDS
International travel is one of the largest, fastest growing markets in 

the world. As millions of new global citizens join the middle class, 

more people are traveling internationally. 

Overseas arrivals to the U.S. are forecast to grow by 40% to  almost 

300 million by 2020. Global travel spending is forecast to double in 

the U.S., reaching $2.1 trillion by 2020. Over the next few decades, 

exploding growth from countries such as India, China and Brazil 

will produce millions of additional foreign travelers to the U.S. 

who will spend thousands of dollars on shopping, restaurants, 

entertainment and more.

ENHANCING SERVICES
Destination Marketing Organizations across the globe are 

redefining their value proposition to meet the demands of an 

evolving meetings industry and maximize the impact meetings have 

in their destination. Primarily in response to a down economy, a 

handful of DMO’s responded to declining meeting and convention 

attendance by offering planners destination marketing services 

geared towards attendees, encouraging travel and meeting 

attendance using destination appeals. Through research and 

strategic analysis, Richmond Region Tourism has developed a 

comprehensive marketing services plan and will begin roll out of 

these programs in 2013. 

$111 MILLION MORE IN hOTEL SALES; 
            $10 MILLION MORE IN TAx REVENUE  

43% INCREASE 
    IN jUST 10 YEARS  



track
We’re tracking the numbers and trends in tourism.  

Our bets have been placed, and we’re all in. 
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HEALTH OF THE REGION
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RICHMOND 2015
In September 2011 Richmond, Va. was selected to host the 2015 

Road World Championship. The 2015 races are estimated to 

generate more than $135 million for the Commonwealth of Virginia, 

attract nearly 500,000 on-site spectators, 1,500 athletes and 

a TV viewing audience of 300 million. Plans for other events, 

infrastructure and activities leading up to the September 2015 

races are underway and will contribute to the overall economic 

impact these races will have on the Region. Richmond2015.com 

TOP RICHMOND REGION ATTRACTIONS 
Of the 30 attractions who report attendance figures to Richmond 

Region Tourism, 11 saw attendance in excess of 100,000 in 2012.  

1. Children’s Museum of Richmond

2. Maymont

3. Virginia Museum of Fine Arts

4. Lewis Ginter Botanical Garden

5. Richmond National Battlefield Park

6. Science Museum of Virginia

7. Three Lakes Nature Center & Aquarium

8. The Library of Virginia

9. Henricus Historical Park

10. Virginia State Capitol

11. American Civil War Center

From international events and world-class museums, to sports and recreation 

developments, the Richmond Region is poised for economic growth through increased 

visitation, visitor spending and hotel occupancy. 

TOP 10 WEEKENDS FOR HOTEL OCCUPANCY
Richmond Region Tourism recently commissioned a study to 

identify key events in 2012 associated with high hotel occupancy 

periods throughout the Region. The study confirmed that sports 

and religious conventions significantly contribute to the overall 

occupancy levels of the Region’s hotels and help bolster transient 

corporate and leisure hotel stays for healthy occupancy levels 

throughout the year, even in a recovering economy. 

Richmond Region Tourism was involved in attracting, booking and 

servicing approximately three-quarters of the meetings and events 

identified in the study as producing the Region’s highest occupancy 

periods. 

HAIL TO THE REDSKINS
Beginning in 2013, the Washington Redskins will move their 

summer training camp to the Richmond Region. The camp will 

generate an estimated $5-$6 million per year in economic 

activity in the Region. National media coverage will enhance 

Richmond Region Tourism’s promotional efforts and reinforce the 

Region’s viability as a location for sports tournaments and other 

participatory sports activities. 



History lives on in the Richmond Region.

And visitors want to be a part of it.
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WHAT WE DO BEST
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WHAT’S IN A NAME? 
Led by a board-appointed Promotions Task Force, the Richmond 

Metropolitan Convention & Visitors Bureau underwent a corporate 

brand and identity evaluation in early 2012. Through this evaluation, 

the task force recognized a disconnect between the RMCVB name 

and the work it performed. Consequently, RMCVB was renamed 

Richmond Region Tourism, which more clearly connotes the overall 

mission of the organization and showcases the Region.  

CREATIVE HISTORY 
In 2012, Richmond Region Tourism launched an evolution of its 

HISTORY campaign, seen throughout this booklet and in the many 

tourism promotional and marketing materials we produce. The  

campaign highlights the Region’s historic appeal along with a wide 

array of modern favorites such as shopping, dining, recreation, thrill 

rides, gardens and more. 

LINCOLN
Citing the area’s rich historic legacy and remarkable period 

architecture, Oscar-winning director Steven Spielberg chose the 

Richmond Region for the filming of “Lincoln,” which premiered in 

late 2012. The Commonwealth of Virginia offered $3.5 million in tax 

rebates to DreamWorks, which in turn generated $32.3 million of 

direct spending in Virginia, 518 jobs, and a total economic impact 

of $64 million. Richmond Region Tourism continues to maximize 

the impact of the Oscar-nominated film through media, promotions, 

advertising, social media and programming.  

SELLING THE RICHMOND REGION
Richmond Region Tourism strategically positions the Region 

as a national meeting, convention, tournament and group tour 

destination. Through trade shows, client events, sales missions, 

professional associations and client engagement, 2012 closed as a 

record-breaking year. The sales and services team confirmed 177 

future meetings and events, for a total of 155,208 hotel room nights 

in 2013 and beyond. This record number of room nights is nearly a 

12% increase over room nights booked in 2011, and is estimated to 

bring more than 180,000 visitors to the Region. 

STRATEGIC TARGETING
MEETINGS AND CONVENTIONS MARKETS: association; corporate; 

fraternal; government; multicultural; religious

Growth market: hobby

SPORTS MARKETS: lacrosse; fencing; volleyball; soccer

Growth markets: aquatics; karate; taekwondo; gymnastics; 

baseball; wrestling

GROUP TOUR MARKETS: adult; bank; educational; group leaders 

and operators; heritage; multicultural; religious; student

LEISURE TRAVELER LIFESTYLE MARKETS: history buff; active 

adult/couple; family; outdoor/sports enthusiast; African-American; 

wine and dining aficionado; craft brew lovers; shopper; Hispanic 

traveler; girlfriend getaway; generation X families with older 

children; LGBT 

As the Region’s primary marketer, Richmond Region Tourism promotes the Region to 

meeting planners, tournament directors, tour operators, travel media and leisure travelers 

as a unique travel destination in an effort to grow the economy of the Richmond Region. 



We promote the wonderful attributes the Region offers.

And visitors come cruising right along.
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IN THE COMMUNITY
Richmond Region Tourism shares its 

success with the dedicated jurisdictions, 

attractions, hotels, restaurants, retailers, 

entertainment and recreation providers, 

industry associations, media, and 

community-minded organizations that 

make the Region so easy to love.  
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STRATEGIC PARTNERSHIPS
Richmond Region Tourism recognizes the benefit of collaborating 

with organizations to produce mutually-beneficial results. Through 

various partnerships, we have been able to increase the Region’s 

visibility throughout the community and around the globe; maximize 

the buying power for Richmond Region Tourism and its partners’; 

and offer visitors, planners and group tour professionals enhanced 

products and services.   

Our partnerships in the Richmond Region provide a tremendous 

value, including those with the Greater Richmond Chamber, Greater 

Richmond Partnership, Retail Merchants Association, Richmond 

Sports Backers and Venture Richmond.

MOBILE VISITOR CENTER
The Richmond Region Tourism Mobile Visitor Center, which hit the 

road for the first time in fall 2012, brings information about the 

Region’s attractions, restaurants, shopping 

and hotels directly to visitors. The 

striking graphics draw visitors and 

locals in search of expertise on 

what our Region offers.  

COMMUNITY RELATIONS
Mid-year 2012, Richmond Region Tourism reorganized and created 

a new department of Community Relations, designed to enhance 

efforts to bring forward the interests of the regional tourism 

industry, partner with area tourism initiatives, engage the local 

community, produce local hospitality industry events and manage 

the Richmond Region Tourism Foundation.  

AMERICAN CIVIL WAR & EMANCIPATION 150th
The Commemoration of the 150th Anniversary of the American 

Civil War, the Sesquicentennial, and the 150th Anniversary of 

Emancipation are in full swing and will continue through 2015. The 

four-year Commemoration is led by the Richmond Region Civil War 

and Emancipation 150th Committee, comprised of representatives 

from local jurisdictions, Richmond Region Tourism, Civil War related 

cultural attractions and members of the hospitality community.

HISTORIC ROUTE ONE
The Historic Route One program began as a community 

beautification project by the Jefferson-Davis Association and 

has grown under the leadership of Richmond Region Tourism into 

an interactive website—HistoricRouteOne.com—designed to 

include all the states and destinations along U.S. Route 1.

LEADING BY EXAMPLE
Richmond Region Tourism’s dedicated staff has an impressive 

resume of professional associations with which they are affiliated. 

The number of leadership positions held by our staff in these 

organizations is a testament to the value Richmond Region Tourism 

offers its partners and stakeholders.

Full-Time Staff Members: 27
Professional Leadership Positions Held: 37

All data above from calendar year 2012.



SALES AND CONVENTION SERVICES
Meetings, conventions and tournaments booked by 
Richmond Region Tourism, held in the Region in 2012: 145 

Estimated economic impact: $82.4 million 
Associated attendees: 158,477 
Associated room nights: 133,765

Meetings, conventions and tournaments booked by 
Richmond Region Tourism in 2012, to be held in the Region 
between 2013 and 2017: 177
 Estimated economic impact: $93.8 million 

Associated attendees: 180,274 
Associated room nights: 155,208

MARKETING, MEDIA AND PROMOTION
Public relations efforts generated 46 journalist visits 
and more than 70 articles about the Richmond Region. 
Additionally, efforts surrounding Spielberg’s “Lincoln” 
resulted in 74 articles that highlighted the Region as a 
travel destination.

Met with or assisted 578 group tour operators and leaders 
to generate future group tour sales. 

42,155 visitors were assisted at one of the three 
Richmond Region Tourism Visitor Centers (Greater 
Richmond Convention Center, Bass Pro Shops and 
Richmond International Airport locations) and the new 
Richmond Region Tourism Mobile Visitor Center.

Hosted 570 hospitality professionals at 10 local industry 
education and networking events. 

Approximately 400,000 publications were distributed, 
such as Visitors Guides, Group Tour Planners, Meeting 
Planner Guides, Rack Brochures and maps.

E-MARKETING
VisitRichmondVA.com 

Average Monthly Visitors: 32,728
Total Unique Visitors: 392,736
Page Views: 1,558,407
Traffic Outside Va.: 54.6%
Traffic Outside U.S.: 4.6%

HistoricRouteOne.com 
Unique Visitors: 42,829
Page Views: 190,613
Traffic Outside Va.: 92.8%
Traffic Outside U.S.: 19%

Consumer Marketing E-mail
Monthly Subscribers: 31,737

SOCIAL MEDIA 
Strategic social media efforts garnered exposure to 
leisure travelers, the local community, planners and 
media, totaling:  

Facebook: 26,900 Total Followers
Visit Richmond VA
On To Richmond
Historic Route 1
Pride Over Richmond
Meet Richmond VA

Twitter: 13,748 Total Followers
@VisitRichmond
@VisitRichmondPR
@OnToRichmond
@MeetRichmond
@PrideOverRVA

YouTube: 21,778 Total Upload Views
Visit Richmond

BlogRichmondVA.com: 19,076 Total Views

Pinterest: 515 Followers, 454 Pins, 954 Repins
VisitRichmond VA

SALES AND SERVICES BOOKED
177 FUTURE MEETINGS AND CONVENTIONS

IN ThE REGION



401 North 3rd Street

Richmond, VA 23219

PhONE  1.800.370.9004

FAx   804.780.2577

VisitRichmondVA.com      1.888.RICHMOND

facebook.com/VisitRichmondVA

@VisitRichmond

youtube.com/VisitRichmond

INfORMATION & RESOURCES

Destination Marketing Association International; BrandUSA/

DiscoverAmerica.com; Virginia Tourism Corporation; Smith Travel 

Research; Randall Travel Marketing; American Bus Association; 

Richmond Region Tourism Visitor Intercept Study; U.S. Travel 

Association; Global Insight & D.K. Shifflet & Associates; Student Youth 

Travel Association; Virginia Commonwealth University; Virginia Film Office


