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Background & Objectives

• The Williamsburg Tourism Council (WTC) uses paid promotional efforts to encourage travel to 
the area. 

• To help be accountable for the resources invested in these efforts, WTC has retained Strategic 
Marketing & Research Insights (SMARInsights) to measure the reach and impact of this 
marketing. 

• This research wave evaluates the advertising that ran from January through June 2022. A 
prior wave evaluated the January through April advertising. 

• The specific objectives of this research are to:

– Evaluate the competitive environment

– Track advertising awareness

– Review reaction to the creative

– Assess advertising influence

– Monitor the impact of the COVID-19 pandemic on consumer perceptions and travel behaviors
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Methodology 

• Data was collected via an online 
survey so that consumers could view 
the actual advertising. This provides a 
representative measure of aided ad 
recall and allows respondents to react 
to the creative immediately after 
viewing. 

• A total of 1,505 surveys were 
completed between June 29th and July 
8th, 2022.

• The research was conducted among 
leisure travelers in the markets shown 
on the map. Leisure travelers are 
those who normally take at least one 
leisure trip a year that involves an 
overnight stay or is at least 50 miles 
from home. 

• The overall results are weighted to be 
representative of market population 
distribution. 
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Proven Markets
Expansion Markets

New Markets

Williamsburg



Media Investment 
on the Ads Tested 

• WTC ran ads in several media during January through June 2022. In total, WTC 
has invested $7.9 million on these ad placements - $5.6 million from January 
through April and $2.3 million from May through June. 

• Samples of the ads are shown below. The entire collection of ads tested can 
be found in the questionnaire in the Appendix. 
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Sample
Video Ad

Medium
Jan – Apr

2022
May – Jun

2022
Total

Linear TV/CTV $2,178,158 $1,222,515 $3,400,673

Digital 
Display/Video

$1,778,632 $595,983 $2,374,615

Social/Influencer 
Content

$302,583 $198,823 $501,407

Digital Articles
(Content 
Partnerships)

$203,063 $16,438 $219,500

Out of Home $1,157,896 $251,004 $1,408,900

Total $5,620,332 $2,284,763 $7,905,094

Sample 
Digital Display Ad

Sample 
Social Ad

Sample 
Content 

Partnership

Sample 
Out-of-Home

Ad



Insights: Ad Awareness, 
Ratings, and Influence

• The additional media investment from May to June led ad awareness to grow from 51% to 52%, equating to about 
300,000 additional ad-aware households. SMARInsights’ ad awareness model predicts 51% total awareness given the 
media investment and leisure traveling household base. So, the media investment is performing as expected from this 
standpoint. 

• The awareness growth realized since April has occurred primarily in the new markets of Boston and New York. 

• As seen in the April wave, young families have comparatively high ad awareness. But awareness has grown among the 
Gen X & Millennial Couples without kids and the Active Mature Couples.  

• Within generations, those who fall in the target groups have higher awareness than non-targets – indicating effective 
targeting. It is also noteworthy that the ads are generally reaching older consumers at a much lower rate than younger 
consumers and thus a media targeting strategy review could be warranted. 

• The advertising is excellent (top 10% ratings) for communicating rich history, family destination, fun, and unique local 
dining. 

• From an evaluative ratings standpoint, the advertising is good (top 25% ratings) at generating interest in learning more 
about and visiting Williamsburg for a leisure trip.

• The advertising is working to familiarize consumers with the Williamsburg leisure travel product and build perceptions of 
the destination. Exposing consumers to ads in multiple media is key to generating this positive influence. 
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Insights: Competitive Situation & 
Travel Environment
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• Williamsburg’s top-of-mind mentions as a history destination rebounded to January levels, but the destination 
resides in the same position competitively – behind only DC, New York, and Philadelphia. Most destinations saw 
slight bumps in the current measure, likely related to improving comfort with leisure travel and greater rates of 
travel planning. 

• Orlando, Florida, and Disney World continue to dominate the top-of-mind theme park space. Williamsburg 
bumped from 6% in early May to 8% in the current measurement, and is on par with Disney Land, Cedar Point, 
Disney, and Busch Gardens. 

• The level of comfort with leisure travel has continued to improve, and more consumers are planning leisure 
travel, although these trend curves have flattened as a result of lingering virus variants.

• About half of leisure travelers indicate that gas prices and inflation will alter leisure travel plans or cause them to 
cancel a trip. Rental car and airfare prices will also affect a sizeable portion of consumers’ plans. In aggregate, 
18% indicate that they will cancel a trip for any of these reasons. So, as the downward pressure of the pandemic 
has softened, the industry faces a new set of challenges. That said, it is important to note that gas prices and 
inflation have historically not had a significant negative impact on leisure travel – so these results are likely 
overstating potential impacts. 



ADVERTISING AWARENESS
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This first section is a review of advertising awareness with comparisons between 
the April and June waves. The awareness results are first presented among all 
consumers and then are reviewed across groups, including markets, demographic 
targets, age, and personas. 



Ad Awareness
Overall & by Medium

• The additional media investment from May to June led to about 300,000 additional ad-aware households. 

• Social media advertising drove the awareness growth.   

• Based on SMARInsights’ ad awareness model, which predicts expected awareness given media spending per household, we would 
expect 51% total awareness through June. So, the media investment performing as expected from this standpoint. 
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April
2022

June 
2022

Traveling HHs 17,095,695 17,095,695

Ad Awareness 51% 52%

Ad-Aware HHs 8,648,373 8,942,283

51%

39% 36%
32%

23% 20%

52%

39%
33% 35%

18% 17%

Total Digital Display Video Social Digital Articles
(Content

Partnerships)

Out of Home
(in OOH markets)

Ad Awareness by Wave

April 2022 June 2022



Investment & Awareness
by Advertising Medium

• Digital display, social media, and video advertising have generated higher awareness than the digital articles 
and out-of-home advertising. 

• Given awareness and investment levels, social media advertising is an efficient awareness builder. Video 
advertising is less efficient but is a critical brand-building medium. 
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$2,374,615

$501,407

$3,400,673

$219,500

$1,408,900

39%
35% 33%

18% 17%

Digital Display Social Video Digital Articles
(Content Partnerships)

Out of Home
(in OOH markets)

Investment & Awareness by Medium

Media Investment Ad Awareness



Media Overlap

• Generating media overlap is important, 
as exposing consumers to multiple 
messages generally results in greater 
impact. This impact is reviewed later in 
this report. 

• Overall ad awareness grew since April, 
but overlap did not. Still, most of those 
aware of the ads are aware of ads in 
multiple media – which foreshadows 
strong impact on travel.  
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20%
14%

21%

17%

16%

19%

16%
20%

27% 30%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

April
2022

June
2022

Media Overlap
(of those aware of any ads)

1 medium

2 media

3 media

4 media

all 5 media



Ad Awareness Tracking

• As reviewed in the prior wave, adding New York and Boston as target markets has led to notable growth in 
ad-aware households. 

• Higher media spending has led to more ad awareness in 2022. 
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$5,713,341

$1,396,235

$7,905,094

46% 45%

52%

Spring
& Summer

2021

Fall &
Holiday

2021

January -
June
2022

Media Investment & Ad Awareness

Media Investment Ad Awareness

9.64 9.64

17.10

4.44 4.38

8.94

Spring
& Summer

2021

Fall &
Holiday

2021

January -
June
2022

Target HHs & Ad-Aware HHs (millions)

Target HHs Ad-Aware HHs



Ad Awareness 
by Market Group

• The awareness growth realized since April has occurred primarily 
in the new markets of Boston and New York. 

• New York now accounts for over a third of ad-aware households.
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Proven 
Markets

Expansion 
Markets

Boston New York

Traveling HHs 7,755,563 1,883,453 1,867,215 5,589,465

June Ad Awareness 52% 52% 44% 56%

June Ad-Aware HHs 4,008,113 974,274 826,890 3,149,193

55% 50%
39%

48%52% 52%
44%

56%

Proven Markets Expansion Markets Boston New York

Total Ad Awareness by Market

April 2022 June 2022

50%
45%

11%
11%

8%
9%

31%
35%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

April 2022 June 2022

% of Ad-Aware HHs

New York

Boston

Expansion Markets

Proven Markets



Ad Awareness by Demo Groups
& Generation

• As seen in the April wave, young families have comparatively high ad awareness.

• But awareness grew among the Gen X & Millennial Couples without Kids and the Active Mature Couples.  
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65%

39% 37%

51%

64%

43% 45%

53%

Gen X & Millennial
Families with Kids

Gen X & Millennial
Couples without Kids

Active Mature
Couples

Non-Target

Total Ad Awareness by Target Demo Group

April 2022 June 2022



Ad Awareness by Demo Groups
& Generation

• Within generations, those who fall in the target groups have higher awareness than non-targets – indicating 
effective targeting. 

• It is also noteworthy that the ads are generally reaching older consumers at a much lower rate than younger 
consumers and thus a media targeting strategy review could be warranted. 
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70%
64%

56%

46% 44% 45%
40%

Targets Non-
Targets

Targets Non-
Targets

Targets Non-
Targets

Targets Non-
Targets

Gen Z (18-25) Millennials (26-41) Gen X (42-57) Boomers (58-76)

Total Ad Awareness by Generation & Target/Non

NA



Ad Awareness 
by Persona

• Ad awareness has grown 
since April among 
Culture Questors and 
See-ers & Do-ers.
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48% 49%
54%

52%
48%

56%

Culture
Questors

Simple
Strivers

See-ers &
Do-ers

Total Ad Awareness by Persona

April 2022 June 2022



CREATIVE EVALUATION
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This section reviews leisure travelers’ reaction to the creative with comparisons 
to SMARInsights’ industry benchmarks for context. 



Communication Ratings

• The advertising is excellent 
(top 10% ratings) for 
communicating rich history, 
family destination, fun, and 
unique local dining. 

• It is no surprise that the 
weakest ratings are for forward 
thinking and diversity, but 
these are still above average 
compared to the industry 
benchmarks. In this regard, the 
advertising is helping to 
mitigate some undesirable 
destination perceptions.                                                  
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3.94

3.95

4.11

4.11

4.15

4.18

4.20

4.20

4.26

4.34

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

Show a place that celebrates diversity

Make Williamsburg look like a place with a forward thinking, innovative
culture

Show unexpected Williamsburg attractions and activities

Make Williamsburg seem exciting

Make me feel welcome in Williamsburg

Show experiences unique to Williamsburg

Show a place with unique local dining

Make Williamsburg look like a fun destination

Make Williamsburg look like a good place for a family trip

Show a place with a rich history

Communication Ratings (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)



Impact Ratings

• In terms of evaluative impact 
ratings, the advertising is 
good (top 25% ratings) at 
generating interest in 
learning more about and 
visiting Williamsburg for a 
leisure trip. Coupled with 
strong awareness and media 
overlap, these results are 
suggestive of a campaign that 
will ultimately influence 
Williamsburg trips. 
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3.94

3.95

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

Make me want to visit
Williamsburg for a leisure trip

Make me want to learn more
about things to see and do

in Williamsburg

Impact Ratings (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)



ADVERTISING IMPACT
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This section compares the perceptions of those aware of the advertising to the 
perceptions of those not aware. The lift or “increment” observed among those 
aware of the ads is considered influenced by the advertising. Advertising impact 
on travel and the associated ROI will be evaluated in the last tracking wave of 
the year (December 2022 data collection).



Ad Impact on Familiarity

• The 2022 advertising is 
working to familiarize 
consumers with the 
Williamsburg leisure travel 
product in all target 
markets. 
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73%

47% 49%

63%

82%

68% 68%
73%

Proven Markets Expansion Markets Boston New York

Very or Somewhat Familiar with 
Williamsburg Leisure Travel Product

Unaware Ad-Aware

13% 46% 41% 16%% Lift →



Ad Impact on Overall Rating

• The advertising is also  
building overall 
perceptions of 
Williamsburg as a place 
for a leisure trip across 
markets. 
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59%

45%
37%

52%

76%
69%

62%
68%

Proven Markets Expansion Markets Boston New York

Rate Williamsburg
Excellent or Very Good

Unaware Ad-Aware

30% 55% 66% 33%% Lift →



Ad Impact on Image

• Those aware of the ads rate Williamsburg higher than those not aware of the ads on the selected destination image attributes.

• In fact, with the exception of golf courses, Williamsburg does not receive any below average ratings among the ad-aware consumers. 
Golf is a niche activity (<=5% participation), which drives ratings down. In the ROI research wave, when we can identify those who 
golfed on their trip, we can review how golfers feel about the Williamsburg golf product. 
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Industry Benchmark:

4.0+ Excellent

3.75-3.99 Good

3.50 – 3.74 Average

< 3.5 Below Average

Proven Markets Expansion Markets Boston New York

Williamsburg mean rating on a 5-point scale for… Unaware Ad-Aware Unaware Ad-Aware Unaware Ad-Aware Unaware Ad-Aware

Historic sites and landmarks 4.19 4.37 3.95 4.30 3.87 4.10 4.09 4.12

Shopping 3.51 3.87 3.41 3.84 3.23 3.58 3.34 3.77

Family friendly 4.12 4.31 3.88 4.24 3.80 4.07 3.95 4.13

Unique local dining 3.56 3.92 3.45 3.91 3.31 3.77 3.43 3.81

Cultural attractions 3.87 4.06 3.59 4.10 3.74 4.10 3.72 3.95

Black history sites and landmarks 3.29 3.57 3.14 3.64 3.33 3.56 3.24 3.54

A place with a welcoming culture 3.70 4.03 3.50 4.04 3.53 3.85 3.62 3.95

A place that celebrates diversity 3.30 3.70 3.28 3.81 3.23 3.55 3.23 3.67

An open-minded place 3.49 3.81 3.35 4.03 3.31 3.63 3.38 3.78

A place with a forward thinking, innovative culture 3.38 3.73 3.22 3.78 3.34 3.49 3.22 3.70

A safe place to visit 3.97 4.18 3.77 4.08 3.61 4.09 3.78 4.02

Unique experiences 3.75 4.03 3.60 4.06 3.56 3.96 3.66 3.94

A fun destination 3.70 4.05 3.44 3.95 3.47 3.83 3.53 3.90

Has unexpected attractions and activities 3.50 3.84 3.29 3.77 3.28 3.70 3.35 3.73

An exciting destination 3.49 3.91 3.24 3.92 3.29 3.72 3.39 3.80

Golf courses 3.22 3.41 3.03 3.42 3.11 3.36 3.00 3.43



Media Overlap Impact

• Finally, consider the impact of exposing consumers to advertising in multiple media. Advertising impact clearly 
increases with additional media exposures. The various ad media play different roles, and synergies are realized 
when these different messages and imagery overlap. 
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64%

52%

69%
61%

71% 70%
77%

73%

83%
75%

88% 86%

Very or somewhat familiar
with Williamsburg leisure travel product

Rate Williamsburg
excellent or very good

Unaware Aware of
1 medium

Aware of
2 media

Aware of
3 media

Aware of
4 media

Aware of
all 5 media



COMPETITIVE ENVIRONMENT:
TOP-OF-MIND U.S. HISTORY
AND THEME PARK DESTINATIONS
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The section provides competitive context by tracking the measures of 
top-of-mind U.S. history and theme park destinations. 



Top-of-Mind 
U.S. History Destinations 
Proven and Expansion Markets

• Williamsburg’s top-of-mind 
mentions as a history 
destination rebounded to 
January levels, but the 
destination resides in the 
same position competitively 
– behind only DC, New York, 
and Philadelphia.

• Most destinations saw 
slight bumps in the current 
measure, likely related to 
improving comfort with 
leisure travel and greater 
rates of travel planning. 
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8%

15%

15%

17%

20%

37%

8%

11%

13%

14%

22%

34%

8%

13%

15%

17%

23%

40%

9%

13%

17%

15%

23%

39%

14%

16%

16%

21%

20%

42%

Gettysburg

Boston

Williamsburg

Philadelphia

New York

Washington, DC

Mid Feb.
2021

Late Sep./
Early Oct.
2021

Late Jan.
2022

Early May
2022

Early July
2022

4%

6%

6%

7%

7%

9%

5%

6%

5%

6%

7%

7%

6%

6%

7%

7%

8%

8%

5%

5%

5%

8%

7%

10%

5%

5%

4%

6%

9%

10%

Texas

California

New Orleans

Charleston, SC

Florida

Virginia

Mid Feb.
2021

Late Sep./
Early Oct.
2021

Late Jan.
2022

Early May
2022

Early July
2022



Top-of-Mind 
Theme Park Destinations
Proven and Expansion Markets

• Orlando, Florida, and 
Disney World 
continue to dominate 
the top-of-mind 
theme park space. 

• Williamsburg 
bumped from 6% in 
early May to 8% in 
the current 
measurement, and is 
on par with Disney 
Land, Cedar Point, 
Disney, and Busch 
Gardens. 
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10%

17%
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DisneyLand
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Hershey Park/Hershey, PA
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Florida
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Mid Feb.
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Late Sep./
Early Oct.
2021

Late Jan.
2022

Early May
2022

Early July
2022
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8%

7%

9%

9%

9%

6%

7%

9%

8%

9%
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Universal

Busch Gardens
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Mid Feb.
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Top-of-Mind 
U.S. History Destinations 
Boston and New York

• Williamsburg continues to 
have lower top-of-mind 
awareness as a history 
destination in the new 
Boston and New York 
markets than in the 
proven and expansion 
markets. 

• Bostonians and New 
Yorkers are most likely to 
think of DC, Boston, New 
York, and Philadelphia. 
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Boston
Late Jan.

2022
Early May

2022
Early July

2022

Washington, DC 46% 40% 44%

Boston 32% 28% 32%

New York 32% 20% 29%

Philadelphia 23% 9% 13%

Virginia 5% 10% 9%

Florida 6% 6% 8%

Gettysburg 6% 5% 7%

California 6% 6% 7%

Texas 1% 8% 5%

San Francisco 4% 2% 5%

Chicago 1% 2% 5%

New Orleans 3% 5% 5%

Hawaii/Pearl Harbor 5% 5% 5%

National parks 3% 3% 4%

Williamsburg 3% 4% 4%
Grand Canyon 3% 3% 4%

Pennsylvania 2% 3% 3%

Savannah, GA 1% 4% 3%

San Antonio, TX/the Alamo 3% 2% 3%

Mount Rushmore 1% 1% 3%

Alaska 2% 4% 3%

Charleston, SC 2% 4% 2%

Las Vegas 4% 1% 2%

North Carolina 1% 1% 2%

Jamestown, VA 0% 1% 1%

South Carolina 1% 1% 1%

St. Augustine 0% 3% 1%

New York
Early May

2022
Early July

2022

Washington, DC 32% 36%

New York 27% 28%

Boston 14% 14%

Philadelphia 13% 13%

Virginia 7% 11%

Florida 9% 11%

California 9% 10%

Texas 6% 9%

Pennsylvania 4% 7%

Williamsburg 6% 7%
Hawaii/Pearl Harbor 7% 6%

Gettysburg 3% 6%

New Orleans 6% 5%

National parks 4% 4%

San Francisco 4% 3%

Alaska 3% 3%

Chicago 3% 3%

Charleston, SC 3% 3%

Las Vegas 3% 3%

Grand Canyon 3% 3%

Nashville 1% 2%

Mount Rushmore 1% 2%

North Carolina 1% 2%

San Antonio, TX/the Alamo 2% 2%

South Carolina 1% 1%

Savannah, GA 2% 1%

St. Augustine 0% 1%

Myrtle Beach, SC 0% 1%

Jamestown, VA 0% 0%



Top-of-Mind 
Theme Park Destinations
Boston and New York

• Williamsburg also has 
relatively low top-of-mind 
awareness as a theme park 
destination in Boston and 
New York.

• Orlando, Florida, Disney, 
and California are the top 
theme park destinations in 
this regard. 
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Boston
Late Jan.

2022
Early May

2022
Early July

2022

Florida 27% 23% 26%

California 18% 16% 19%

Disney World 18% 18% 13%

Disney Land 10% 13% 11%

Hershey Park/Hershey, PA 5% 8% 9%

Six Flags 16% 4% 8%

Anaheim, CA 5% 7% 8%

Disney 10% 7% 7%

Sea World 1% 1% 5%

Universal 9% 6% 3%

Los Angeles 2% 3% 3%

Ohio 1% 1% 2%

Virginia 2% 1% 2%

Williamsburg 1% 1% 1%
Cedar Point/Sandusky, OH 2% 4% 1%

Busch Gardens 4% 3% 0%

Carowinds 0% 0% 0%

Kings Dominion 1% 0% 0%

Kings Island/Cincinnati 0% 0% 0%

New York
Early May

2022
Early July

2022

Florida 20% 26%

Orlando 23% 25%

California 15% 20%

Disney World 14% 11%

Six Flags 11% 10%

Disney 10% 10%

Hershey Park/Hershey, PA 5% 9%

Disney Land 9% 8%

Universal 7% 6%

Virginia 2% 4%

Anaheim, CA 5% 4%

Busch Gardens 2% 4%

Los Angeles 5% 4%

Sea World 2% 3%

Williamsburg 3% 2%

Ohio 1% 1%

Cedar Point/Sandusky, OH 1% 1%



COVID-19 & PRICE OF TRAVEL 
PERCEPTIONS TRACKING
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The last section of this report tracks the results of the COVID-19 and price-
related questions in order to provide context regarding the leisure traveler 
mindset. 



COVID-19 Travel Perceptions

• The level of comfort with leisure travel has continued to improve, although the curve has flattened. New virus 
variants are preventing universal ease. 
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56% 55%

39%
43%

29%
23%

29%
24%22%

17%
21%

15%

The thought of traveling scares me right now It is irresponsible to travel right now

Agreement with Statements

Late Jul./
Early Aug.
2020

Mid Feb.
2021

Late Sep./
Early Oct.
2021

Late Jan.
2022

Early May
2022

Early July
2022



Leisure Travel Planning

• The percentage of consumers ready to 
plan leisure travel has not grown since 
the May survey. Again, lack of positive 
movement here is suppressed by 
lingering virus variants. 
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47%

59%

72%

81% 80%

Mid Feb.
2021

Late Sep./
Early Oct.

2021

Late Jan.
2022

Early May
2022

Early July
2022

Ready to Plan Leisure Travel



Price of Travel Impact

• About half of leisure travelers indicate that gas prices and inflation will alter or cancel leisure travel plans. Rental car and airfare 
prices will also affect a sizeable portion of consumers’ plans. In aggregate, 18% indicate that they will cancel a trip for any of these 
reasons. So, as the downward pressure of the pandemic has softened, the industry faces a new set of challenges. That said, it is
important to note that gas prices and inflation have historically not had a significant negative impact on leisure travel – so these 
results are likely overstating potential impacts. 
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48%
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Gas prices Rental car
prices

Airfare prices General
inflation

How have/will each of the following influence your 
leisure travel within the U.S.?

Will have no impact

Have/will alter travel plans
because of this

Have/will cancel a trip because of
this

Will cancel a 
trip for any of 
these reasons

18%

Will not
82%
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Demographic Targets

• WTC has defined demographic 
targets shown in the graphic. 

• The research results are 
reviewed by demographic 
target where applicable. 
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Age 26-57 Age 26-57 Age 58+



Personas

• WTC has also defined target personas. 
Rooted in motivational attitudes and 
mindsets rather than demographic 
measures, personas allow for a 
customized narrative. 

• WTC has identified and targeted Culture 
Questors, Simple Strivers, and See-ers & 
Do-ers personas. The color-coded table 
shows their attitudinal skews. 

• The research results are reviewed by 
persona where applicable. 
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Above average agreement

Average agreement

Below average agreement

Persona Statements
Culture 

Questors
Simple 
Strivers

See-ers & 
Do-ers

On my vacations, I like to visit places I’m familiar with

My trips usually include visits to museums and historic sites

Vacations should maximize the amount of things you see and do

Leisure travel should be relaxing and easy to both plan and enjoy

I like to experience the arts and culture of the places I visit

We do so much on our trips that I need to rest when I return

I like to visit places that are easy to get to and to get around in

I think that travel is an opportunity to learn

I value experiences over getting the best price

I seek out unique local dining options on my trips

I shop at locally owned stores on my trips
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