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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 influence and ROI of the advertising that ran from January 
through October 2022. 

• The specific objectives of this research are to:

– Track advertising awareness

– Assess advertising impact on Williamsburg travel

– Gauge the advertising influence on trip specifics

– Explore baseline perceptions of Williamsburg in the Atlanta market
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Methodology 

• Data collection was 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 1,701 surveys were completed 
between October 18th and 26th, 2022.

• The research was conducted among leisure 
travelers in the markets shown on the 
map. Atlanta is included to gather baseline 
perceptions. This market is not included in 
the advertising influence calculations. 

• 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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New Markets
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Media Investment 
on the Ads Tested 

• WTC ran ads in several media from January through 
October 2022. In total, WTC has invested $11.5 
million on these ad placements – $5.6 million from 
January through April, $2.3 million from May through 
June, $3.0 million from July through September, and 
$510,000 in October. 

• 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
Jul – Sep

2022
Oct

2022
Total

Linear TV/CTV $2,178,158 $1,222,515 $1,938,118 $158,217 $5,497,008

Digital 
Display/Video

$1,778,632 $595,983 $924,445 $263,568 $3,562,628

Social/Influencer 
Content

$302,583 $198,823 $76,354 $57,038 $634,799

Digital Articles
(Content 
Partnerships)

$203,063 $16,438 $0 $0 $219,500

Out of Home $1,157,896 $251,004 $0 $0 $1,408,900

Pandora $0 $0 $109,450 $31,667 $141,117

Total $5,620,332 $2,284,763 $3,048,367 $510,490 $11,463,951

Sample 
Digital Display Ad

Sample
Social Ad



Insights: 
Ad Awareness and ROI

• The addition of Boston and New York as target markets, along with generating a higher ad awareness percentage, resulted in the 
quantity of ad-aware households more than doubling year-over-year. The 2021 advertising reached 4.4 million households; the 
2022 advertising reached 10 million households. 

• The January through October 2022 advertising ultimately influenced travel to the Williamsburg, VA, area from all target markets.
The advertising generated the strongest travel increment in New York.

• The 2022 advertising ultimately influenced about 432,000 trips to the Williamsburg area, resulting in $832 million in visitor
spending and a return of $73 in visitor spending for each $1 invested in the media buy. 

• Ad-influenced trips grew by 39% year-over-year. And with higher average visitor spending, ad-influenced visitor spending more than 
doubled. The growth in average visitor spending is driven to some degree by inflation (the 2022 inflation rate is around 8%) but is 
driven to a greater degree by attracting visitors from New York who spent more on their trips. 

• New York produced half of the ad-influenced trip spending, while Boston produced only 1%. New York was clearly a boon in its 
initial year, while Boston comes with some challenges like less positive perceptions of Williamsburg and distance from the 
destination. 

• Generating media overlap drove the strong 2022 results and should continue to be a strategic goal when developing the media 
plan. 

• The 2022 advertising not only influenced the decision to visit the Williamsburg area, but it also gave visitors ideas of things to do –
leading to longer, more active and better trips with higher spending.
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Insights: Atlanta Baseline
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• As expected, Atlantans have comparatively low familiarity with Williamsburg as a place to visit for a 
leisure trip. 

• Atlantans also have a less positive overall perception of Williamsburg than do consumers in the 
Proven markets, Expansion markets, and New York – but they rate the destination on par with 
Bostonians. 

• Atlantans are familiar with and have a positive perception of nearby Charleston and Asheville. 

• Atlantans know that Williamsburg is excellent for history and is family-friendly and safe. Otherwise, 
they give the destination average or below average ratings on the destination attributes. 

• Atlantan’s likelihood to visit is also low compared to all markets except Boston. 



ADVERTISING AWARENESS
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This first section is a review of advertising awareness with comparisons to the prior 
2022 waves. 



Tracking Ad Awareness 
by Market Group

• Despite the modest October media investment, awareness held steady in New York and grew in the Proven markets.  

• New York shows the greatest ad awareness growth since the April wave (48% to 57%). 
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Peak Ad Awareness
& Ad-Aware Households

• The advertising impact/ROI calculation utilizes peak awareness levels achieved in each market. 

• These awareness figures and the associated quantity of ad-aware households are provided in the table. 

• Later, the level of ad-influenced (incremental) travel is applied to this base of ad-aware households. 
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Proven 
Markets

Expansion 
Markets

Boston New York Total

Traveling HHs 7,962,378 1,933,678 1,917,007 5,738,517 17,551,580

Peak Ad Awareness 60% 58% 46% 57% 57%

Ad-Aware HHs 4,754,956 1,115,769 873,429 3,277,576 10,021,731



Peak Ad Awareness
& Ad-Aware Households

• The addition of Boston and New York 
as target markets, along with 
generating a higher ad awareness 
percentage, resulted in the quantity of 
ad-aware households more than 
doubling year-over-year. 
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2021
(Proven and 

Expansion Markets)

2022
(Proven and Expansion 

markets plus Boston 
and New York)

% Change

Traveling HHs 9,639,015 17,551,580 82%

Ad Awareness 46% 57% 24%

Ad-Aware HHs 4,435,601 10,021,731 126%



Media Overlap

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

• Overlap waned a bit in October, 
correlating with the decline in the 
media investment. 
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ADVERTISING IMPACT & ROI
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This section compares the rates of Williamsburg travel among the ad-aware and 
unaware consumers. The lift or “increment” observed among those aware of 
the ads is considered influenced by the advertising. 



2022 Ad Impact on Travel

• The January through October 2022 
advertising ultimately influenced 
travel to the Williamsburg, VA, area 
from all target markets. 

• The advertising generated the 
strongest travel increment in New 
York. The impact is also strong in 
the Proven markets. 
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2022 Advertising Impact 
Calculation

• The January through October 2022 
advertising ultimately influenced about 
432,000 trips to the Williamsburg area, 
resulting in $832 million in visitor spending 
and a return of $73 in visitor spending for 
each $1 invested in the media buy. 

• New York produced the most ad-influenced 
trip spending. Market performance is 
evaluated in more detail on the following 
slide. 
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Proven 
Markets

Expansion 
Markets

Boston
New
York

Total

Traveling HHs 7,962,378 1,933,678 1,917,007 5,738,517 17,551,580

Ad Awareness 60% 58% 46% 57% 57%

Ad-Aware HHs 4,754,956 1,115,769 873,429 3,277,576 10,021,731

Incremental Travel % 4.8% 3.0% 0.4% 5.1% 4.3%

Ad-Influenced Trips 229,386 33,223 3,372 165,584 431,564

Avg. Trip Spending $1,476 $1,476 $2,631 $2,631 $1,928

Ad-Influenced Trip Spending $338,488,296 $49,024,272 $8,870,120 $435,611,090 $831,993,778

Media Investment $11,463,951

ROI $73



2022 Market Performance

• Comparing each market’s proportion of 
households to its proportion of ad-influenced 
trip spending is a way to identify which 
markets over- and under-performed. 

• New York stands out for over-performance in 
this regard as it accounts for 33% of 
households and 52% of ad-influenced visitor 
spending. 

• In contrast, Boston under-performs by 
accounting for 11% of households and 1% of 
ad-influenced visitor spending. 
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4.6%
3.5%

11.6%

7.8%

2021
(proven and expansion markets)

2022
(proven and expansion markets

plus Boston and New York)

Unaware Travel Ad-Aware Travel

Ad Impact on Travel Change

• The level of ad-influenced 
Williamsburg travel declined from 
7.0% in 2021 to 4.3% in 2022. 

• Some degree of decline was 
expected given the addition of two 
new target markets, as it takes time 
for advertising to wear in and 
influence travel. 

• That said, adding these markets 
resulted in a dramatic gain in ad-
aware households. The following 
slide shows that the impact of 
reaching more households 
outweighs the decline in the level 
of advertising influence. 
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Increment → 7.0% 4.3%



Economic Impact and ROI 
Change

• Ad-influenced trips grew by 39% 
year-over-year. And with higher 
average visitor spending, ad-
influenced visitor spending more 
than doubled. The growth in 
average visitor spending is driven 
to some degree by inflation (the 
2022 inflation rate is around 8%) 
but is driven to a greater degree by 
attracting visitors from New York 
who spent more on their trips. 

• So, despite doubling the media 
investment the 2022 ROI is greater 
than the 2021 ROI. 
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2021 2022 % Change

Traveling HHs 9,639,015 17,551,580 82%

Ad Awareness 46% 57% 24%

Ad-Aware HHs 4,435,601 10,021,731 126%

Incremental Travel % 7.0% 4.31% -38%

Ad-Influenced Trips 310,718 431,564 39%

Avg. Trip Spending $1,307 $1,928 48%

Ad-Influenced Trip Spending $406,199,872 $831,993,778 105%

Media Investment $5,713,341 $11,463,951 101%

ROI $71 $73 2%



2022 Media Overlap Impact

• We previously reviewed the 
level of advertising media 
overlap. Here we see that the 
combination of three or more 
ad media is what drove the 
strong overall level of ad-
influenced travel. 

• Generating overlap continues 
to be critical and should be a 
strategic goal when 
developing the media plan. 
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2022 Ad Impact on the Trip

• The 2022 advertising not only influenced the decision to visit the Williamsburg area, but it also gave visitors ideas 
of things to do – leading to longer, more active and better trips with higher spending.
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ATLANTA BASELINE
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WTC is considering running advertising in Atlanta and desired to collect baseline 
consumer perceptions in this market. The following slides include key brand metrics 
in Atlanta as well as the existing target markets for comparison. 



Familiarity

• As expected, 
Atlantans have 
comparatively low 
familiarity with 
Williamsburg as a 
place to visit for a 
leisure trip. 
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Familiarity with the
Competitive Set

• Atlantans, like those from other markets, are most familiar with Orlando. 

• In contrast to others, Atlantans have strong familiarity with Asheville and Charleston, which are both closer to 
Atlanta. 
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Overall Rating

• Atlantans also have a 
less positive overall 
perception of 
Williamsburg than do 
consumers in the 
Proven markets, 
Expansion markets, 
and New York. 

• But they rate the 
destination on par 
with Bostonians. 
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Overall Rating of the
Competitive Set

• The overall ratings results align with the familiarity results. That is, Orlando gets strong ratings across target 
markets. And Atlantans are more positive than those from other markets about the nearby destinations of 
Asheville and Charleston. 
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Detailed Image

• Atlantans know that 
Williamsburg is 
excellent for history 
and is family-friendly 
and safe. 

• Overall, they give 
Williamsburg better 
ratings than do 
Bostonians. 
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Williamsburg mean rating 
on a 5-point scale for…

Proven 
Markets

Expansion 
Markets

Boston New York Atlanta

Historic sites and landmarks 4.23 4.08 3.87 4.06 4.10

Family friendly 4.18 3.91 3.77 3.99 3.85

A safe place to visit 4.00 3.72 3.68 3.91 3.78

Cultural attractions 3.92 3.80 3.59 3.79 3.71

A place with a welcoming culture 3.90 3.62 3.49 3.73 3.62

A fun destination 3.90 3.58 3.37 3.74 3.51

Unique experiences 3.90 3.74 3.54 3.76 3.66

Unique local dining 3.73 3.61 3.40 3.61 3.51

An exciting destination 3.72 3.52 3.35 3.58 3.45

Shopping 3.71 3.44 3.29 3.55 3.49

Has unexpected attractions and activities 3.62 3.44 3.40 3.56 3.50

An open-minded place 3.61 3.46 3.28 3.58 3.50

A place that celebrates diversity 3.52 3.39 3.21 3.48 3.40

A place with a forward thinking, innovative culture 3.51 3.30 3.21 3.51 3.42

Black history sites and landmarks 3.39 3.31 3.26 3.43 3.28

Golf courses 3.07 3.06 3.00 3.16 3.07

Rating compared to SMARInsights' 
destination ratings benchmarks:

Excellent (top 10%)

Good (top 25%)

Average

Below Average



Likelihood to Visit

• Atlantans’ likelihood to visit 
is also low compared to all 
markets except Boston. 

• This baseline review of 
Atlanta shows that there is 
opportunity to move the 
needle and that despite a 
lack of advertising in this 
market it is not too far 
behind the existing markets. 

• Interestingly, this exercise 
also highlights the 
challenges WTC faces with 
Bostonians given their 
perception of the 
destination and the 
comparatively weak 
advertising influence results. 
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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

• There is a clear overall trend of increased comfort with leisure travel as we emerge from the pandemic.
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Price of Travel Impact

• The potential negative impact of the price of travel strengthened in October. Consumers are concerned about the 
price of travel, although these impacts are likely overstated based on prior evaluation of self-reported impacts 
compared to actual impacts. 
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APPENDIX: GOLF IMAGE
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Prior research has shown that Williamsburg has a weak perception as a golf 
destination among all consumers. The following slides explore this perception 
among golf travelers (those who like to golf while on vacation and those who did 
golf while on their Williamsburg trip). 



Williamsburg Golf Image
Among Golf Travelers

• Avid golf travelers are only 7% of the population. 

• These avid golfers rate Williamsburg in the excellent benchmark range (4.0 or higher) for golf courses. 
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Williamsburg Golf Image
Among Golf Visitors
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• Of Williamsburg visitors, 8% indicate that they golfed while on their trip – aligning with the incidence of avid golf travelers.

• These golf visitors are even more positive about Williamsburg as a golf destination, giving it a rating of 4.2 on a 5-point scale. 

Did not golf on 
Williamsburg 

trip
92%

Golfed on 
Williamsburg 

trip
8%

3.47

4.20

Did not golf on Williamsburg trip Golfed on Williamsburg trip

Williamsburg mean rating for golf courses (5-point scale)



APPENDIX: QUESTIONNAIRE
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