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RESEARCH OBJECTIVES 

In December 2016, the Rosslyn BID set out to understand the perceptions of Rosslyn as held by current key 
stakeholders. After forming the foundational “baseline” measurement last year, we conducted the survey again this 
year to assess any year over year changes and ultimately identify new and ongoing areas of progress and opportunity. 
The themes that emerge from the analysis can assist in repositioning Rosslyn and help inform efforts to change 
outdated perceptions of the area. Key stakeholder groups surveyed remained: 

• Residents of Rosslyn 

• Workforce in Rosslyn 

• Visitors of Rosslyn  

• Non-visitors of Rosslyn 

As a means of capturing strategic data from all relevant stakeholders, we conducted an online survey through Survey 
Monkey and disseminated it via Facebook advertising and the existing contact database from the opt-in BID email list 
throughout December 2017. We received a total of 1,480 responses with 721 coming from our Rosslyn BID email list 
and outreach efforts, and 759 via Facebook advertising. This was a 78% increase overall from the initial 2016 survey, 
with significant increases in the proportion of workforce, visitor and not-visitor stakeholder groups (making for more 
evenly-distributed responses).  

 

DEMOGRAPHICS 

We also gleaned valuable demographic data from our respondents. Respondents came from all over the metro area 
with Rosslyn as our main hub (22209) followed by other zip codes in Northern Virginia, D.C., and Maryland 
including 22201, 22203, and 20009.  

Those results showcase a diverse, well-educated group with the majority in their 20s and 30s, living in small 
households (two-and one-person households), well-educated (92% with a bachelor’s degree or higher) and earning 
high incomes ($200,000+ being the largest income bracket) – all of which are aligned with the demographic makeup 
of Rosslyn itself. These key stakeholders are primed to take advantage of all that Rosslyn has to offer residents, 
visitors, employees, and businesses alike. 
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  YEAR OVER YEAR COMPARISON: BIG CHANGES 

People Are Talking More Positively About Rosslyn 

The survey asked respondents, “What are three words you would use to describe Rosslyn?” and allowed individuals to 
write in their own unique answers. While “convenient” topped the list both years, we observed a big improvement in 
the way stakeholders describe Rosslyn. This year three new positive words, “growing,” “fun,” and “safe,” were 
prominent additions to the top ten commonly used words to describe Rosslyn. Taking into consideration the new 
positive words and the fact that they replaced “boring” (a clearly negative word) which was not in the top ten words 
this year, the data suggest the public is noticing the changes in Rosslyn and feels positive about them. 

 

Perception of Shopping Is Improving 

While still the category with the most negative sentiment, shopping has shown the largest shift in perception. Positive 
responses increased by 5 percentage points (from 14% to 19%) and negative responses decreased by 6 percentage 
points (from 64% to 58%). The BID will seek to capitalize on this perception shift and continue to foster positive 
sentiment with programing and activation – supplementing existing brick-and-mortar options and making Rosslyn 
more of a destination.  

Hours of Operation Are Less of an Issue 

There was a shift in the opinion that longer restaurant and retail hours impact a stakeholder’s decision to spend more 
time in Rosslyn. Agreement that longer hours would get people to spend more time dropped by 3 percentage points 
(from 55% to 52%) and disagreement rose by 2 percentage points (from 12% to 14%). Last year, the perception 
around hours of operation was a prominent issue and led to the BID team focusing their efforts to increase awareness 
of dining options and hours. The 2017 data indicates that general awareness is improving.   
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Rosslyn is a Great Place to Work, But Not Just a Place to Work  

While there was a slight decrease in the perception of Rosslyn as a place to work (from 86% to 81% in agreement), 
the overall satisfaction with Rosslyn as a place to work improved, with the greatest improvement coming from 
employees (up from 87% to 91% positive response). These changes indicate that overall the public is starting to think 
of Rosslyn as more than just a place to work. 

 

KEY STAKEHOLDER AREAS OF INTEREST 

There were several recurring themes as well as new themes that have indicated a shift in the perception of Rosslyn. As 
we examined the themes further, three top areas of focus for 2018 emerged… 

Convenience and Access 

Convenience continues to be a major factor in how people view Rosslyn and how they make decisions. Like last year, 
residents and employees ranked convenience/accessibility as “Extremely Impactful” on their decision to live or work 
in Rosslyn, respectively. For visitors, parking issues (including limited options and/or the cost) are the top barriers to 
spending more time in Rosslyn. Similarly, “difficulty to access” and “difficulty to find parking” are among the top 
five barriers for the survey respondents who indicated they are non-visitors (though non-visitors first and foremost 
said they do not come to Rosslyn because they find other neighborhoods to be more attractive options and that it is 
simply not top of mind).  

Next Steps: The BID will be exploring creative ways to increase awareness of the parking options in the 
neighborhood and highlighting convenient transit solutions for Rosslyn events.  

 

Variety of Options 

Whether with food or retail, the overall consensus is a strong desire for more and better options, with local options 
playing an underlying theme. For dining, the public is unsatisfied with the limited sit-down dining options and desires 
more diverse and full-service restaurants. Additionally, a desire for healthy food options (including vegan, vegetarian, 
and organic) emerged in both dining and grocery options. Better grocery stores came up as the top desire for residents 
and the second for those who live in, work in, and/or visit Rosslyn. As for retail, the perceptions of Rosslyn as a place 
to shop improved the most, despite still being among the most unfavorable perception. Like we saw with dining and 
grocery, a desire for local retail and independently-owned shops was a major theme.  

Next Steps: The BID will continue to promote and support local dining options. In addition, we will work to research 
events and activations – such as pop-up retail experiences – that can serve as a supplement for lacking brick-and-
mortar variety – providing a more local and independent spread. 

 

Events and Communication 

Events and activations are well received. Outdoor space (parks and plazas) where the community can get together for 
events was mentioned among the top desires across all respondents. The public appreciates the value of the ongoing 
community events in these spaces and wants even more in the future, with emphasis on more intimate events. 
Stakeholders prefer social media and the weekly BID eBlast as primary ways of receiving information about BID 
news and events.  
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Next Steps: The BID will continue to program events throughout the neighborhood, activating locations throughout 
Rosslyn. We will continue to share relevant information to our stakeholders through our social media channels, 
website and eBlast around Rosslyn events, dining, parking, news, and special offers.    

 

Thank you to everyone who participating in the 2nd Annual Rosslyn Perception Survey. The BID staff will be 
incorporating the data and key takeaways presented in this report into its strategic planning process and future 
programming as it strives to make Rosslyn a great place to live, work, and visit. 

 

 

	

	

	


