TDFP  Step  TOURSM DEVELOPMENT PLAN
Localities that are interested in pursuing the financing will need to submit a Tourism Development Plan which will be
reviewed and certified by the Virginia Tourism Corporation (VTC). The Tourism Development Plan submitted can be an
existing plan already adopted by a locality, or a plan can be created using VTC’s Tourism Development Plan website.
The purpose of the plan is to (1) outline the specific void the proposed project will fill; (2) provide accurate representations
of a locality’s current tourism product and assets, infrastructure, marketing efforts and visitor profiles; and (3) show the
return on investment the proposed project will have to the local tourism economy.
» Confidential + Proprietary Information «
If confidentiality of any information is necessary and applicable while exploring the eligibility of your proposed tourism development project with VTC,
you must mark the information as “confidential and proprietary records.” This includes print, audio and video information shared with Virginia
Tourism Corporation via email, email attachments, standard delivery or courier. » § 2.2-3705.6 (3)
Please note that ownership of information and documentation submitted to the Virginia Tourism Corporation (VTC) either during preliminary discussions
or as part of a Tourism Development Financing Program application constitute public records under the Virginia Freedom of Information Act (FOIA) and
shall be subject to public disclosure in accordance with FOIA. Proprietary information and documentation submitted by an applicant shall not be subject
to public disclosure under FOIA. To prevent disclosure, however, the applicant must specifically identify the information or documentation to be
protected. Public records that VTC determines are not proprietary will be subject to public disclosure under FOIA, even if marked as confidential by the
applicant.

SECTION 1: PROPOSED PROJECT
1-A Briefly describe the overall scope and concept of your proposed project, including the total capital investment.
2-B What deficiency (void) in your local tourism economy will this tourism development project fill?
* Please provide a copy of the local development plan(s) which identifies this deficiency(ies)

SEE ATTACHMENT

1-C What is the total capital investment of the development project?
$15 million
1-D Will this proposed project fit into an existing Tourism Zone?
>> Visit http://www.vatc.org/TDFinancingProgram to review requirements
x YES


 NO

1-E The proposed project will accomplish the following:
Projected, annual, staff hours created from this specific project projected to be
* Total, annual number of full (40 hrs./week) and part-time hours combined
Projected, annual, salary expenditures specific project projected to be
* Total, annual, combined salary costs for all full (40 hrs./week) and part-time jobs

72,880
$ 1,289,600

Projected, annual, local tax revenue from project expected to be

$ 369,000

Projected, annual, state tax revenue from project expected to be

$ 189,708

Projected, annual visitors to the new business (total) are expected to be

44,500

Projected, annual out-of-town visitors (50 miles or more) to the new business are expected to be

35,600
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SECTION 2: PRODUCT ANALYSIS
2-A

What attributes best describe your area: (Select all that apply)

Nature / Outdoor Recreation
 Mountains
 Scenic Drive
x State Parks

x Hiking
 Camping
 Caverns
 Lakes
 Rivers
 Beaches
 Chesapeake Bay
 Wildlife Watching
 Motorsports
 Road cycling
x Agricultural – Wineries

x
 Agricultural – Farmers Markets
 Agricultural – ‘Pick your own’
Other
History / Heritage
 Revolutionary
x Civil War

 Civil Rights
 Virginia Indian
x African American

 European American
 (German, Irish, British, etc.)
Other
Epicurean / Experiential
x Small towns & Main street communities

x Locally owned bistros and restaurants

 Virginia specialties / Southern cuisine
x Ethnic foods

 Resorts-High-end
x Fine Dining

 Spa services
Other
Do you offer seasonal or year-round experiences?
 Seasonal
x Year-round


Sports / Recreation
 Boating/Sailing
x Canoe/Raft/Kayak

 Fishing-Fresh Water
 Fishing-Salt Water
x Golf

 Horse Racing/Horse Shows
 Hunting
 Motor Sports/NASCAR/Indy
 Biking
 Road cycling
 Snow Sports
 Sports Event College/Professional
x Sports Tournament – Personal or Family

Other
Arts / Culture
 Museum-Children’s
x Museum-History

x Museum-Military

 Museum-Science
 Museum-Fine Art
x Historic Homes

x Plantation Homes

x
 Colleges/Universities
Other
Entertainment / Amusement
x Amusement/Theme Parks

x
 Festivals-Food
x Festivals-Heritage

x Festivals-Music

x Festivals-Wine

x Festivals-Arts & Crafts

x
 Live Performance & concerts
x Shopping-Antiques

x Shopping-Arts & Crafts

 Shopping-Malls
 Shopping-Outlets
 Shopping-Wineries
Other

Do you have a peak season
x Spring

 Summer
x Fall

 Winter
p. 2

SECTION 2: PRODUCT ANALYSIS

2-B

What are the major lures and drivers that attract tourists to your area?

2-C

What is your UNIQUE factor? What sets you apart from the competition?

2-D

Who is your major competition?
Is there a particular region, community, attraction or travel experience that is your primary
competition? How many other destinations have similar factors within 5-0 – 100 – 150+ miles?

SEE ATTACHMENT

SEE ATTACHMENT

In Virginia: the Cities of Fairfax, Fredericksburg and Winchester; and the Towns of Warrenton,
Leesburg, Clifton and Culpepper.
In Maryland: The Cities of Frederick and Anteitam.
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SECTION 3: S.W.O.T. ANALYSIS
3-A

Gauge your tourism INFRASTRUCTURE

How would you rate your Transportation?

How would you rate your Public Services?

Excellent Average Weak















Interstates
Secondary roads
Signage
Bus travel
Train travel
Air travel
Waterways
Taxi service
Biking paths

























Strong
Police force
Healthcare
Public Utilities
Waste management
Rescue support
Communications
Public parks/recreation















Average Weak

















How would you rate your Environment?
Strong
Air quality
Noise levels
Traffic
Landfills
Wetlands
Public health

n/a











Average Weak
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SECTION 3: S.W.O.T. ANALYSIS
3-B

Gauge your tourism ECONOMY & BUSINESS COMMUNITY

How would you rate your Accommodations?
Strong
B&Bs
Inns
Hotels
Resorts
Rental property
Cottages
Cabins
Campsites










How would you rate your Attractions?

Average Weak


























Strong
Shopping
Dining
Historic
Museums
Wineries
Music festivals
Zoos / animal parks
Art galleries
Nature trails & facilities













Average Weak



























How would you rate your Facilities?
Strong
Universities
Performing arts
Outdoor parks
Convention facilities
Sporting venues
Event spaces










Average Weak
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SECTION 3: S.W.O.T. ANALYSIS
3-C

Gauge your LOCAL SOCIAL AND CULTURAL ASSETS

How would you describe your Heritage & Culture?
Strong
Multi-cultural diversity
Geography
Architecture
Historical improvements
Language
Material culture
Aesthetics
Religious diversity











How would you rate your Integrity of the Area?

Average Weak

























Strong
Safety
Cleanliness
Friendliness
Stability
Quality of life












Average Weak












How would you describe your Local flavor?
Strong
Visitor friendly
Civic-mindedness
Respect for diversity
Political climate
Unity among civic groups
Local sports team support
University/College town









Average Weak
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3-D

Gauge your TOP 3 Strengths, Weakness, Opportunities and Threats

S.W.O.T. analysis is a process that identifies the strengths, weaknesses, opportunities and threats of an organization.
Specifically, SWOT is a basic, straightforward model that assesses what an organization can and cannot do as well as its
potential opportunities and threats. The method of SWOT analysis is to take the information from an environmental
analysis and separate it into internal (strengths and weaknesses) and external issues (opportunities and threats). Once
this is completed, SWOT analysis determines what may assist the organization in accomplishing its objectives, and what
obstacles must be overcome or minimized to achieve desired results.
Strengths

Weaknesses

Obvious natural priorities

Potentially attractive options






Likely to produce greatest ROI (Return On
Investment)
Likely to be quickest and easiest to implement
Probably justifying immediate action-planning or
feasibility study





Likely to produce good returns if capability and
implementation are viable
Potentially more exciting and stimulating and rewarding
than S/O due to change, challenge, surprise tactics, and
benefits from addressing and achieving improvements

Threat

Opportunity

Easy to defend and counter

Potentially high risk





Only basic awareness, planning, and
implementation required to meet these challenges
Investment in these issues is generally safe and
necessary






Assessment of risk crucial
Where risk is low then we must ignore these issues and
not be distracted by them
Where risk is high we must assess capability gaps and
plan to defend/avert in very specific controlled ways

TOP 3 STRENGTHS - Characteristics of community or area that give it an advantage over others
Manassas is home to the largest general aviation airport in the Commonwealth; we have an active passenger,
commuter and commercial railway; and a vibrant historic downtown.

TOP 3 WEAKNESSES - Characteristics that place your community or area at a disadvantage relative to others
Desirable hotel accommodations, regional traffic congestion, lack of an upscale shopping district.

TOP 3 OPPORTUNITIES - External chances to achieve greater success and profits in your industry
New 40-acre mixed use development project, new hotel, better/targeted advertising and brand promotion, enhancing
the arts.

TOP 3 THREATS - External elements in the environment that could cause trouble for business or community
Distance and travel time to National parks and museums, quality hotel accommodations in nearby communities,
and not being included in the federal per diem rates for the NCR.
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SECTION4: MARKETING PLAN
4-A

Please submit your current or existing marketing plan.
What is a Marketing Plan?
A marketing plan is an official, adopted plan by which an organization or community can maximize its tourism
potential. It answers key questions which provide direction for a community’s tourism marketing activities. A
marketing plan brings together an organization’s research, particular goals, measureable objectives, brand ideals
and other important considerations in one concise, executable directive.
Key questions a marketing plan can include are:
• Summary and Introduction
Who are we?

• Target Markets
Who is our audience or customer?

• Marketing Objectives
What are we trying to accomplish?
What measurable outcome do we want?

• Strategies and Tactics
What vehicles will we use?
What messages will we use?

• Situation Analysis
What are we trying to achieve?

• Tracking and Evaluation
How will we measure our success?

A marketing plan:
• Allows an organization to look internally to fully understand the impact and results of past marketing
• Allows the organization to look externally to fully understand the market in which it chooses to compete
• Sets future goals and provides direction that everyone in the organization should understand and support
** IMPORTANT **
In your Marketing Plan, please include a statement or brief description on how the aspects of your new
development project will be included with, but also augment and enhance, your current marketing plan.
Mention how the new product you are developing {i.e. guest rooms, meeting space, retail, dining,
outdoors experiences, parks, sports & entertainment venues} will enhance the visitor experience,
amenities for locals, have a positive impact on surrounding tourism businesses and support regional
tourism efforts .

Your marketing plan will have the following results:
Visitation increased by

5%

Tourist expenditures increased by

5%

Combined development and private sector investments of

$25m

Visitor Satisfaction increased by

5%

Number of partnership participants in your marketing plan

4 (Virginia Tourism Corporation; Manassas Parks,
Culture and Recreation; Historic Manassas Inc.; Old
Towne Business Association) See plan for additional
parntnerships.

Build your tourism plan:
A locality / local EDA can begin the tourism development plan process by visiting > http://www.Virginia.org/TDPlan.
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TDFP TOURISM DEVELOPMENT PLAN
City of Manassas
SECTION 1: PROPOSED PROJECT
1‐A Briefly describe the overall scope and concept of your proposed project, including the total
capital investment
The proposed project is a 100‐room Tru by Hilton to be located at 10500 Gateway Boulevard, Manassas
Virginia. Located within the planned 40‐acre mixed‐use development known as The Landing at Cannon
Branch, the hotel includes $15 million in capital investment by Holladay Properties. The Landing is the
largest mixed used development project in the City’s history and will include 274 luxury townhomes by
Stanley Martin Homes, 250,000 square feet of Class A office space, specialty retail and dining to
complement the hotel. Buchannan Partners broke ground on the project in December 2016 and the
residential phase is 30% complete.

1‐B What deficiency (void) in your local tourism economy will this tourism development project fill?
The City currently lacks an upper mid‐scale hotel to accommodate both business and tourism related
travelers.
Manassas is currently unable to accommodate the lodging demand of our largest employers, requiring
that they travel elsewhere to meet their needs. The proposed hotel is strategically positioned near a
concentration of companies generating the highest commercial lodging demand: Micron Technology,
Lockheed Martin, Novant Prince William Health System, George Mason University, BAE Systems and
Boeing Aurora Flight Sciences. Both Micron and Aurora recently announced major expansions creating
1,200+ new jobs. It is also adjacent to the Manassas Regional Airport, the largest general aviation
airport in the Commonwealth accounting for roughly 30% of the statewide $1.1 billion in economic
activity.
The hotel will also provide much needed lodging options for more than 350,000 tourists who visit our
historic battlefields, take part in one of the many year‐round festivals and dine in Historic Downtown
Manassas. It is envisioned as an income‐multiplier for the local economy creating spin‐off jobs in
construction, hospitality and more.
The proposed hotel is also well positioned both in terms of location and price point to attract sports
teams and event attendees for several area sports attractions, including the Greater Manassas Baseball
League (GMBL), George Mason’s Freedom Aquatics Center and the planned Unites States Tennis
Association Complex. Within walking distance of the proposed project is the E.G. Smith Baseball
Complex home to GMBL’s 8 youth baseball divisions and six youth soft ball divisions which play year‐
round and is host to 4 major tournaments annually. Lack of proximate lodging currently hinders the
City’s ability to capitalize on the sports tourism industry.

SECTION 2: PRODUCT ANALYSIS
2‐B

What are the major lures and drivers that attract tourists to your area?

Manassas is a city steeped in rich history and tradition and played a pivotal role in our country’s defining
war. Manassas National Battlefield Park, Mayfield and Cannon Branch Earthwork Forts and the
Manassas Railroad Depot are amongst several historical sites that attract hundreds of thousands of
visitors annually.
Annual festivals, parades, art fairs and home tours blanket the City’s events calendar. Our Celebrate
America event features the largest 4th of July fireworks display in Northern Virginia and attracts as
many as 80,000 visitors to Manassas. Other popular events include Band, Brews and BBQ; Fall
Jubilee; and the Manassas Wine and Jazz Festival which combined attract more than 350,000 annually.
The area also offers many attractions that appeal to national and regional audiences, including: Jiffy
Lube Live, National Museum of the Marine Corp and Prince William Forest Park. The Hylton Center for
the Performing Arts and Candy Factory offer concerts and exhibits year‐round that appeal to audiences
of all ages. The Freedom Center on the campus of George Mason University is regularly host to many
regional and state‐wide competitive aquatic events as well as family and alumni‐related events. The
City's historic downtown attracts diners and shoppers alike for its unique independently own
restaurants, boutiques and one of a kind festivals.
2‐C

What is your UNIQUE factor? What sets you apart from the competition?

Every city has a different heartbeat. An underlying rhythm of life that sets the pace and defines the
culture. Here in Manassas our heart beats across hallowed ground that once saw battle in this country’s
defining war. It pulses through high tech boardrooms and classrooms. It is a life source for creative
minds. And its strength is shared in the homes throughout this close‐knit community. The heartbeat
here is inspiring. Uplifting. Constant. And it’s palpable in everything from business to pleasure.
Manassas is a relaxing respite from the typical high‐stress lifestyle to which many have become
accustomed in Norther Virginia. Just outside DC, the rhythm of life here has a refreshing cadence all its
own. It is at once authentic, diverse, eclectic, creative and inviting. The city is energized by the clattering
railroad trestle and constant clip of commuters coming and going. Historic Downtown Manassas has a
rhapsody of offerings, as business hums alongside one‐of‐a‐kind shops, galleries and acclaimed
restaurants. Fresh‐faced professionals browse and dine in the time‐loved buildings.
The economy is amped up by the high tech employers along with big‐thinking entrepreneurs who
benefit from strong city support. Area colleges and universities infuse the city with a youthful vibe. And
while the housing market grows more vibrant every day, it is surprisingly affordable. It’s no wonder
Manassas has become a magnet for young professionals.
Some people venture to Manassas with an insatiable curiosity for the past. Others come for the friendly,
forward‐thinking lifestyle they can enjoy today. There are endless rational reasons to come to Manassas,
but it’s the city’s distinctive heartbeat that has a gravitational pull for all who journey here.

TDFP TOURISM DEVELOPMENT PLAN
City of Manassas
SECTION 1: PROPOSED PROJECT
1-A Briefly describe the overall scope and concept of your proposed project, including the total
capital investment
The proposed project is a 100-room Tru by Hilton to be located at 10500 Gateway Boulevard, Manassas
Virginia. Located within the planned 40-acre mixed-use development known as The Landing at Cannon
Branch, the hotel includes $15 million in capital investment by Holladay Properties. The Landing is the
largest mixed used development project in the City’s history and will include 274 luxury townhomes by
Stanley Martin Homes, 250,000 square feet of Class A office space, specialty retail and dining to
complement the hotel. Buchannan Partners broke ground on the project in December 2016 and the
residential phase is 30% complete.
1-B What deficiency (void) in your local tourism economy will this tourism development project fill?
The City currently lacks an upper mid-scale hotel to accommodate both business, sports and tourism
related travelers. The lack of quality lodging in Manassas is well known throughout the community and
noted as a weakness in several SWOT analysis’ including the Manassas Regional Airport’s 2012-2021
Strategic Plan. https://www.manassascity.org/DocumentCenter/View/29599/Strategic-PlanManassas is currently unable to accommodate the lodging demand of our largest employers, requiring
that they travel elsewhere to meet their needs. The proposed hotel is strategically positioned near a
concentration of companies generating the highest commercial lodging demand: Micron Technology,
Lockheed Martin, Novant Health/UVA Health Systems, George Mason University, BAE Systems and
Boeing Aurora Flight Sciences. Both Micron and Aurora recently announced major expansions creating
1,200+ new jobs. It is also adjacent to the Manassas Regional Airport, the largest general aviation
airport in the Commonwealth accounting for roughly 30% of the statewide $1.1 billion in economic
activity.
Freedom Aquatic & Fitness Center and the Hylton Performing Arts Center alone account for nearly one
million visitors to the Mason Sci-Tech campus each year, many of whom are traveling from out of town
and need overnight accommodations. More than 1 million more visit our historic battlefields and
400,000 tourists annually take part in one of the many year-round festivals and dine in Historic
Downtown Manassas.
The proposed hotel is also well positioned both in terms of location and price point to attract sports
teams and event attendees for several area sports attractions, including the Greater Manassas Baseball
League (GMBL), George Mason’s Freedom Aquatics and Center and the planned United States Tennis
Association Complex. Within walking distance of the proposed project is the E.G. Smith Baseball
Complex, home to GMBL’s 8 youth baseball divisions and six youth soft ball divisions which play yearround and is host to 4 major tournaments annually. Lack of proximate lodging currently hinders the
City’s ability to capitalize on the sports tourism industry.
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The hotel project is also envisioned as an income-multiplier for the local economy creating spin-off jobs
in construction, hospitality and more.
The Tru by Hilton Brand offers broad appeal to commercial and leisure travelers, and would likely
achieve strong market penetrations among local and regional lodging competitors. Of the nine
properties which would potentially compete with the Tru by Hilton, all are located far outside of
Manassas reducing our ability to fully capture economic benefits of our robust

**Appended to this plan are letters of support which more specifically speak to lodging deficiencies
for business and sports tourism as well as leisure travelers: Micron Technologies, George Mason
University Science and Technology Campus, Hylton Performing Arts Center, Chantilly Air and Historic
Manassas Inc.**
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SECTION 2: PRODUCT ANALYSIS
2-B

What are the major lures and drivers that attract tourists to your area?

Manassas is a city steeped in rich history and tradition and played a pivotal role in our country’s defining
war. Manassas National Battlefield Park, Mayfield and Cannon Branch Earthwork Forts and the
Manassas Railroad Depot are amongst several historical sites that attract millions of visitors annually.
Annual festivals, parades, art fairs and home tours blanket the City’s events calendar. Our Celebrate
America event features the largest 4th of July fireworks display in Northern Virginia and attracts as
many as 80,000 visitors to Manassas. Other popular events include Band, Brews and BBQ; Fall
Jubilee; and the Manassas Wine and Jazz Festival which combined attract more than 350,000 annually.
The area also offers many attractions that appeal to national and regional audiences, including: Jiffy
Lube Live, National Museum of the Marine Corp and Prince William Forest Park. The Hylton Center for
the Performing Arts and Candy Factory offer concerts and exhibits year-round that appeal to audiences
of all ages. The Freedom Center on the campus of George Mason University is regularly host to many
regional and state-wide competitive aquatic events as well as family and alumni-related events. The
City's historic downtown attracts diners and shoppers alike for its unique independently own
restaurants, boutiques and one of a kind festivals.
2-C

What is your UNIQUE factor? What sets you apart from the competition?

Every city has a different heartbeat. An underlying rhythm of life that sets the pace and defines the
culture. Here in Manassas our heart beats across hallowed ground that once saw battle in this country’s
defining war. It pulses through high tech boardrooms and classrooms. It is a life source for creative
minds. And its strength is shared in the homes throughout this close-knit community. The heartbeat
here is inspiring. Uplifting. Constant. And it’s palpable in everything from business to pleasure.
Manassas is a relaxing respite from the typical high-stress lifestyle to which many have become
accustomed in Norther Virginia. Just outside DC, the rhythm of life here has a refreshing cadence all its
own. It is at once authentic, diverse, eclectic, creative and inviting. The city is energized by the clattering
railroad trestle and constant clip of commuters coming and going. Historic Downtown Manassas has a
rhapsody of offerings, as business hums alongside one-of-a-kind shops, galleries and acclaimed
restaurants. Fresh-faced professionals browse and dine in the time-loved buildings.
The economy is amped up by the high tech employers along with big-thinking entrepreneurs who
benefit from strong city support. Area colleges and universities infuse the city with a youthful vibe. And
while the housing market grows more vibrant every day, it is surprisingly affordable. It’s no wonder
Manassas has become a magnet for young professionals.
Some people venture to Manassas with an insatiable curiosity for the past. Others come for the friendly,
forward-thinking lifestyle they can enjoy today. There are endless rational reasons to come to Manassas,
but it’s the city’s distinctive heartbeat that has a gravitational pull for all who journey here.
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