
National Harbor 
Convention & Visitors Association

An Association Focused On Promoting the Greater National Harbor As A World-Class Resort Destination

NHCVA



NHCVA Mission

The National Harbor Convention & Visitors Association 
(NHCVA) will leverage the collective strength of Gaylord National, MGM 
National Harbor, and Tanger Outlets along with the other National 
Harbor hotels, restaurants, shops and attractions to market National 
Harbor as a world-class resort destination just minutes from the Nation’s 
Capital.  

A destination-focused marketing and public relations effort combined 
with targeted sales strategy that includes trade shows and sales missions, 
will help drive awareness and overnight visitation to National 
Harbor.   

NHCVA will focus primarily on attracting visitors and conventions that 
are up to 500 miles from National Harbor.  NH Marketing will lead the 
efforts on the regional campaigns and promotions.
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Immediate 
Objectives

 Broadcast through travel industry and 
consumer channels to help educate and 
raise the profile of National Harbor

 Drive leisure, business and group travel to 
National Harbor, with emphasis on 
attracting domestic and international 
tourists

 Use top tourism feeder markets, as 
identified by the Maryland Office of Tourism 
and Destination DC to build our travel trade 
and consumer base

 Develop the partnerships necessary to 
advance the initiatives and visibility of 
National Harbor, both locally and nationally

 Establish key performance indicators (KPIs)

3



NHCVA Marketing Programs 
(Domestic/International)

 Purchased

 Print, Radio, Digital, Social

 MD Tourism

 Capital Region USA 
(CRUSA)

 Brand USA
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 Owned

 Website 
(nationalharbor.com)

 Social (Facebook, Twitter, 
etc)

 Promotions/Partnerships

 Consumer Offers

 Sweeps/Contests

 Airline, Amtrak, Media

Focus on group, convention, and leisure categories

 Earned

 Public Relations

 Testimonials



Purchased Media

 New advertising agency Jan 2016

 Brand the National Harbor message as a 
singular destination to both consumers and 
travel trade

 Advertising, Promotions, Partnerships

 Communicate to the travel industry:

 Visitor guide, media kit, social awareness, 
attraction updates, project timelines, and FAQs
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Earned Media
 Rebrand NHCVA as ‘Visit National Harbor

 Initial launch and on-going PR activities for NHCVA

 Earned

 Washington Business Journal Exclusive

 Real Estate: Real Estate Forum

 Tour & Travel Publications: Meetings & Conventions Magazine, 
Convene (PCMA), USAE, Successful Meetings, Travel & Leisure,Travel
Weekly, Budget Travel

 Owned/Social/Testimonials

 NH Website, Peterson Website, Linked In, Facebook, Twitter

 Member Support on communications (Gaylord, Tanger, MGM, etc.)

 Paid 

 NHCVA Launch Release on PR Newswire
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Trade Shows 
(examples)

 AAA Travel Marketplace

 US Travel Association’s IPW

 SYTA (Student Youth Travel Association)

 ABA (American Bus Association)

 NTA (National Tour Association)

 Sales Missions/FAM Tours (Boston, China)

 ASTA Global Conference

 Travel Trade Canada

 NACTA Annual Convention

 IPW 2017 in Washington, DC (Host event at National 
Harbor)
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Owned 

 NationalHarbor.com website

 Social Media activities 

 Shopping as a Destination Audit

 NHCVA Research/Member 
Engagement

 Babbage Study (Intercept)

 Email Study

 Bi-Monthly Hotel Meeting

 Quarterly Membership Meeting

 Board Meetings

 Member e-newsletter
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Promotions

 Promotion packages with print, broadcast and 
electronic media outlets; and retail outlets as a way 
to generate positive media exposure without 
investing advertising dollars

 “Win a trip to NH….”

 Holiday Hotel Bookings

 Support of Members Activities

 Ride on the Capital Wheel
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Group Sales & Marketing Strategy
 Lead Generation and Tracking

 Meeting & Event Planner Outreach

 Convention Business – define meeting accommodations, meeting 
space, special events

 PGCVB Alignment

 Gaylord Sales Support

 Business Traveler

 Sports

 SMERF Market

 Tourism

 Tour Operator/Receptive Operator FAM

 Quarterly Newsletter

 FIT/Transient

 Motor Coach Strategy

 Parking

 Driver Incentive
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Drive leisure, group, and business travel to 
National Harbor

 Destination site visits, 
familiarization tours and 
destination previews

 Coordinate with destination-specific industry 
partners and special events in the area to 
execute group destination familiarization and 
customized site itineraries to give prospective 
clients the opportunity to experience key 
properties and destination attributes

 Specific signature sales mission 
events in target geographic markets

 Focus on qualified customer appointments 
coupled with networking receptions and/or 
events to showcase National Harbor hotels and 
attractions
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Use Top Tourism Feeder Markets

 Domestic: New York, Boston, 
Chicago, Florida

 International: China, Toronto, 
Montreal, UK, Germany, France, Japan

 Data provided by Maryland Office of 
Tourism
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Key Performance 
Indicators

 Track National Harbor’s performance 
through use of tourism tax revenue as 
reported by Prince George’s County

 Smith Travel Research (STR)/Paid 
Research for Occupancy and Awareness

 Work with NHCVA Member Hotels for data

 Glean visitor demographic information 
from travel associations booking 
National Harbor inbound business

 Use room night, ticket sales, parking, 
restaurant, retail and promotional code 
revenue to measure success
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Membership with NHCVA
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NHCVA Signature Opportunities

The Signature Partner program acknowledges those partners who support NHCVA initiatives and have donated a 
significant contribution. In addition to a tailored package, sponsors will receive the benefits below based on 
their specified level

Alliance Signature Partner:  (Class A)
• Year-round visibility and recognition as an Alliance Signature Partner by displaying 
corporate logo (when appropriate) at NHCVA events and on selected marketing and 
promotional materials
• Corporate logo with link included on the NHCVA homepage of NationalHarbor.com
• A letter or press release from NHCVA President promoting partnership and special offers
• Signature Membership
• Exclusive presenting sponsor status of one NHCVA event
• Inclusion in promotional campaigns (when appropriate)
• Annual strategic meeting with key NHCVA senior staff members

15



NHCVA Signature Opportunities 

(continued)

 Strategic Signature Partner (Class B):
• Year-round visibility and recognition as a Strategic Signature 
Partner by displaying corporate logo (when appropriate) at 
NHCVA events and on selected marketing and promotional 
materials
• Corporate logo with link to appear on the Signature Partner 
webpage of NationalHarbor.com
• Signature Membership
• Annual fulfillment report detailing benefits used
• Annual strategic meeting with key NHCVA senior staff 
members

 Signature Membership (General/Participating)
• Corporate listing with link to appear on the Signature 
Partner webpage of NationalHarbor.com
• Annual fulfillment report detailing benefits used
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NHCVA Membership Categories
 Alliance Signature Partner: (Founding Member, Initial Members, 

Class A):  Payment of a minimum of $200,000 in membership dues per year 
(payable annually at the beginning of each membership year), and a commitment 
to a minimum of five (5) years of membership.  Will include Board of Directors 
seat for each member in good standing

 NH/Peterson

 Gaylord National Resort & Convention Center

 MGM National Harbor

 Future members TBD

 Strategic Signature Partner (Class B):  Payment of a minimum of $40,000 
in membership dues per year (payable annually at the beginning of each 
membership year), and a commitment to a minimum of two (2) years of 
membership.  One Board of Directors seat once total contribution of all Strategic 
Signature Partners >= $200,000 in total for entire membership category
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 Tanger 
Outlets

 Marriott 
Residence Inn

 Hampton Inn 

& Suites 

 AC Marriott

 Capital Wheel

 Future 
members TBD



NHCVA Membership Categories (continued)

 General Member:  Payment of a minimum of $5,000 in membership 
dues per year paid within five (5) business days of admission to General 
membership, and a commitment to a minimum of one (1) year of 
General membership

 Participating Member:  Payment of a minimum of $1,000 in 
membership dues per year paid within five (5) business days of 
admission to Participating membership, and a commitment to a 
minimum of one (1) year of Participating membership

Note:  Dues level for Signature/Participating will be based on member size as defined by 
revenue, size, number of employees, etc.  Categories defined for restaurants, retail, etc. 
members.
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Ready to Join?
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