
Williamsburg
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Council

BOARD MEETING
August 19, 2025



Today’s Agenda

I. Roll Call

II. Public Comment

III. Roundtable Discussion

IV. Approve Minutes

V. Chair Report

VI. Treasurer’s Report

VII.CEO Report

VIII.New Business

IX. Old Business

X. Adjournment



Treasurer’s Report













CEO Report

CEO Report



Industry Update: Current Landscape
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Current Landscape



1. Projected loss of $8.5B–$18B in traveler spending nationwide.

2. Marriott trims U.S. & Canada revenue forecast to 1.5%–2.5% growth 
(down from 3%–3.5%), citing soft travel demand.

3. Cost pressures mounting — higher prices for food, lodging, and 
attractions creating affordability concerns for domestic travelers.

4. Luxury segment (+4.1%) outperforming, but midscale/budget hotels 
down ~1.5% YoY.

5. Resilience in drive-market leisure — weekend getaways and regional 
road trips partially offsetting air travel softness.

Current Landscape Summary: 5 Takeaways



Industry Update: Revised Forecast
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Economy
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U.S. chain demand change, June YTD

US Hotel Demand Remains Bifurcated



Forward bookings point toward declines in 2H



U.S. Hotel Sector Forecast Downgrade: Late 2025-2026 

•  Occupancy and broader operational impacts:
o 2025 occupancy expected to linger near 62.8%, down from earlier projections (~63.1%) 
o Gross Operating Profit per Available Room (GOPPAR) lowered by $3 for 2025; profit margins 

further reduced (down 0.3 ppts in 2025, 2.3 ppts in 2026), reflecting rising costs in food & 
beverage and other departments 

• Underlying contributors to the softened outlook:
o Q1 and Q2 underperformance and persistent macroeconomic uncertainty
o Consumer confidence low—especially in midscale and economy tiers
o Leisure demand fragmented; business and group travel remain key drivers
o Shortened booking windows heighten operational volatility 

Source: CoStar & Tourism Economics, presented at NyU International Hospitality Investment Forum; August 2025 update 

US Hotel Sector Forecast Downgrade: Late 2025 - 2026



Historic Triangle: Performance Update
Rolling 28-Day Period: July 13-August 9 

























Historic Triangle: FY2025 Performance
Hotel Rooms Sold vs. Transient Tax Collected



Historic Triangle: Mid-Week Hotel Package



Hotel Demand (Rooms Sold)



Hotel Demand (Rooms Sold)



+ 158,212

Hotel Demand (Rooms Sold)

Transient Tax



Sales



Sales: Q2 Tradeshows attended 
• SportsETA Annual Symposium 

 April 14–17, 2025 

• Destinations International Sales & Service Summit 
 April 9–10, 2025 

• African American Travel Conference 
 May 21–23, 2025 

• VSAE Annual Conference (Virginia Society of 
Association Executives) 
 May 4–6, 2025 

• SGMP NEC (Society of Government Meeting 
Professionals – National Education Conference) 
 May 6–8, 2025 

• IPW (U.S. Travel Association’s International 
Pow Wow) 
 June 14–18, 2025 

• Military Reunion Network Summit 
June 20–23, 2025 

• Pennsylvania Bus Association Annual 
Meeting 
June 16–19, 2025 

• World Pickleball Convention 
June 27–29, 2025 



320 ROOM NIGHTS 600 ROOM NIGHTS 320 ROOM NIGHTS

14,700 ROOM NIGHTS 1,600 ROOM NIGHTS 700 ROOM NIGHTS

Sales: Secured Group Business Highlights 



580 
ROOM 

NIGHTS





Epsilon Digital Advertising – July, 2025 – October, 2025 

• Cross Device Display Advertising- US National Audience (block 50-
mile radius of Williamsburg, VA) 

• Audience Targeting: Sports Enthusiasts AND Event Planners

8/19/2025 49



8/19/2025 50



Sports: Signed agreements
Event Date(s) Location Room Nights 

Triple Crown: Colonial Cup April-25 McReynolds 500

Triple Crown: Colonial Cup Apr-26 McReynolds 550

Triple Crown: Colonial Cup Apr-27 McReynolds 600

Triple Crown: Virginia State June-25 McReynolds, City of Williamsburg, James 
City County

600

Triple Crown: Virginia State Jun-26 McReynolds, City of Williamsburg, James 
City County

650

Triple Crown: Virginia State Jun-27 McReynolds, City of Williamsburg, James 
City County

700

Little League World Series - VA State 
Championship

Jul-25 McReynolds 500

Soccer Youth: All-American Series Jun-25 Warhill Sports Complex 600

Football Youth: All American Flag 
Series

Jun-25 Warhill Sports Complex 600

DC Fastpitch: Mid Atlantic 
Championship

Jun-25 City of Williamsburg & York County 700

VISSA State Golf Tournament May-25 Williamsburg National 150

USCAA National Golf Championships Oct-26 City of Williamsburg or James City County 250

USCAA National Golf Championships Oct-28 City of Williamsburg or James City County 250

Capital Lacrosse - Colonial Challenge 24-Nov Warhill Sports Complex 500

Capital Lacrosse- Summer Celebration  25-Jun Warhill Sports Complex 1500

ISCA Open Water Festival 1-Sep Jamestown Beach and Event Center 500

USA Tournament Series Aug-26 York County, James City County, City of 
Williamsburg

1500



Sports: Signed agreements 
Paddle Tap Pickleball Aug-25 Back Creek Park (York County) 500

Hype Volleyball Jan-27 GWSEC 1,000
Southern Volleyball  Jan-27 GWSEC 1,250
Southern Volleyball Jan-28 GWSEC 1,250
Flag Football Olympics June-26 Warhill 2,200
United Football July-26 Warhill 1,500
Phenom- 7 Events (2026-2027) Dec-July 27 GWSEC 4,900

Phenom- 7 Events (2027-2028) Dec-July 28 GWSEC 4,900

Phenom- 7 Events (2028-2029) Dec- July 29 GWSEC 4,900

Adidas Girls Circuit May-27 GWSEC 7,500
Adidas Girls Circuit May-28 GWSEC 7,500
NTBA June-27 GWSEC 1,100
NTBA June-28 GWSEC 1,300
We Build You Play Jan-27 GWSEC 1,000
Cheers: Flag Football Nov-26 GWSEC 1,000
Great Lakes Water Festival Sept-26 Jamestown Beach and Marina 2,000

Great Lakes Water Festival Sept-27 Jamestown Beach and Marina 2,000

Great Lakes Water Festival Sept-28 Jamestown Beach and Marina 2,000



Sports: Signed agreements 
AC Sports Group May-26 McReynolds & Kiwanis 600
Paddle Tap- Pickleball Aug-25 Bear Creek Park 450
AJGA Aug-26 TDB- But Won Bid 700
AJGA Aug-27 TDB- But Won Bid 700
AJGA Aug-28 TDB- But Won Bid 700
Memorial Day- Soccer May-25 Warhill Sports Complex 1600
Labor Day-Soccer Tidewater Sharks Sept-25 Warhill Sports Complex 600

Spring Bloom Race April-25 Waller Mill 300
Southern Pickleball Sept-26 GWSEC 500
Capital Lacrosse- Colonial Challenge Nov-25 Warhill Sports Complex 2,000

American Darts Association Feb-26 Ale Works Lab 300

American Darts Association Feb-27 TBD 500

American Darts Association Feb-27 TBD 750

Spring Bloom Race (Broad Run Off Road) April-26 TBD 500

Spring Bloom Race (Broad Run Off Road) April-27 TBD 550

Spring Bloom Race (Broad Run Off Road) April-28 TBD 650

Firecracker July-25 James, York, City 600
Blue Silver Volleyball Feb-27 GWSEC 1,000
Blue Silver Volleyball March-27 GWSEC 1,200
Blue Silver Volleyball Jan-28 GWSEC 1,000
Blue Silver Volleyball Feb-28 GWSEC 1,200
Blue Silver Volleyball March-29 GWSEC 1,200
Top Gun Football June-26 Warhill 3,425
Girls BBall Showcase Oct-26 GWSEC 6,520

85,995 room nightsInvestment: $794,000



Sales: Upcoming Tradeshows 

Greg 
Kavanagh

Brittany 
Alger

Morgan 
Cordle

Ally
Ramello

Jennie
McConnell



Current Projects

• Mid-week leisure package: Busch Gardens offer
• 250th Email Campaign Strategy – Vista Graphics
• 2026 Visitor’s Guide



Marketing



Digital Media: Quarterly Performance
The digital media campaign saw significant improvements to our top KPIs quarter over quarter as the 
campaign continued to gain moment and surpass benchmarks.

Digital ads: 
▪ 117.5M Impressions
▪ 383.9K Clicks - a 275% increase QoQ delivering a 0.33% CTR
▪ 611.8K Conversions on the website, 212% increase QoQ delivering a 0.52% Conversion Rate 

SEM: Core Campaigns 
▪ Clicks: 97,894 
▪ Conversion Rate: 44%
▪ Guide Orders: 1,419
▪ Partner Referrals: 39.5K

Q2 April – June 2025



Digital Media: Key Highlights

▪ Nativo Articles and Stories: Drove a CTA rate of 9.89%- 4x their benchmark

▪ The Kargo Runway unit delivered a CTR over 2x their benchmark

▪ The Hulu interactive unit had a time earned of 116.21 seconds

▪ The mobile audio spot CTR with Sirius XM performed 170% higher than 

their benchmark

▪ The Undertone Page Grabber unit delivered an engagement rate of 

17.85%- their benchmark is 10-12%

Q2 April – June 2025



Top Performing Digital Creative

The Destination DC Web 
Banner with 20.2K conversions

The Undertone Page Grabber 
with 58.8K conversions 

The Kargo Runway unit creative 
with 171K conversions 

https://demo.kargo.com/preview/272b5978-f416-4a2f-a3b2-a962cc2aa5d5?id=172455&site=publisher-placeholder


▪ The core search campaigns and performance max campaigns performed above industry 

benchmarks. We also had a 76% GA4 site engagement rate and average engagement time 

of 1m 26s. The campaigns had a great overall event conversion rate of 44%.

▪ Core Campaigns 

▪ Clicks: 97,894 

▪ Search CTR: 14.26% (Benchmark 10.16%)

▪ Conversion Rate: 44%

▪ Guide Orders: 1,419

▪ Partner Referrals: 39.5K

Q2 April – June 2025

SEM: Quarterly Performance



SEO: Quarterly Insights

▪ Organic traffic showed strong quarter-over-quarter (QoQ) growth:

▪ Sessions reaching a 40% increase QoQ, Users a 38% 

increase QoQ, Events also rose 21% QoQ. 

▪ The site’s keyword performance continues to improve. 

▪ Page 1 (top 10) keyword rankings rose +9.57% YoY. 

▪ Keywords generating AI Overviews also increased from 178 in 

April to 317 in May then to 719 in June, indicating greater 

exposure in AI-generated content.

Q2 April – June 2025



Paid Social: Quarterly Performance
Outperformed all of our KPI benchmarks with an especially efficient cost, a landing rate more than double our benchmark, and an 
above benchmark engagement rate.

Meta:
▪ 307K landing page views to website and 500K post engagements
▪ Landing Rate: 1.90% (0.80% benchmark)
▪ Engagement Rate: 3.12% (benchmark 2%)

Pinterest: 
▪ 22.8K link clicks
▪ Engagement rate 6.28% (benchmark 1.3%)

TikTok:
▪ Over 92.6K focused video views and 26.6K clicks to the website. 

Q2 April – June 2025



Top Performing Meta Creative

Juneteenth Carousel
Top Performer (special events)
with a high landing rate of 5%

Brand 30s Video
Top Instagram Performer

“Influencer Image” Carousel
Top Facebook Performer

driving traffic with high landing rate



Top Performing Pinterest Creative

Brand Carousel Spring Image Booking/Places to Stay 
Carousel



Additional Campaigns

Williamsburg Live Music Series Juneteenth Cool Summer Savings Pass End of Summer Push



FY 25 - 26 Media 
Placements 



FY 25-26 
Paid Media 
Vendors 
Overview

July 2025 - June 2026 Paid Media Vendors

Digital – Display, Native, Online, 
Connected TV

Social – Meta/Instagram, Pinterest, 
TikTok

Rich Media AARP

Audio – Podcasts & Streaming Radio New York Times

Broadcast TV Hopper

Digital Out of Home This Week Junior 

Search Engine Marketing (SEM) Atlas Obscura 

Hulu/Disney+ PBS

History Channel Vista Graphics

Smithsonian Destination DC
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Digital 
Banners 



Digital 
Banners



Print Ad 
Example



Promotions 



Cool Summer Savings Pass Discounts: Check In and Earn Prizes

Promotion ends 
August 31st 



Webpage Views (May 1st - Aug 18th ): 133,585

Audience Reach – States & Regions:
Virginia, Pennsylvania, Maryland, North Carolina, New York, New Jersey, 
Ohio, Texas, South Carolina, Delaware, Florida, Massachusetts, Kentucky, 
Illinois, Michigan, Wisconsin, Indiana, and Georgia.

Top 6 Deals Driving Engagement:
• Colonial Williamsburg – 10% Off Single-Day Admission Tickets
• Busch Gardens Williamsburg – Two-Day Ticket for $74.99
• Bubba's Ice Cream Shack – Buy One Get One Free (Any Size Cup or Cone)
• Colonial Ghosts: Williamsburg Ghost Tours – 10% Off Spooky 

Summer Ghost Tours and Secret History Tours
• Jamestown Settlement – 10% Off Museum Shop Purchases + Free 

16oz Fountain Beverage with Any Café Purchase
• Water Country USA – Two-Day Ticket for $74.99

Cool Summer Savings Pass Discounts: Check In and Earn Prizes



Events 



Q2 Events
• Indigenous Arts Day (5/3) 

• Jamestown Day Commemoration (5/10)

• Busch Gardens Food & Wine Festival (through 6/22)

• Patrons & Patriots: The Legacy of Nick and Mary Mathews

• Williamsburg Farmers Market: Saturdays

• Yorktown Blues, Brews & BBQ Festival, (5/3)

• Director’s Series: Michael Paul Williams, Jamestown (5/21)

• Riverwalk Landing 20th Anniversary Celebration (5/22)

• World Bee Day – Jamestown Settlement (5/24)

• Yorktown Market Days (5/24 and 5/31)

• New Town Tunes Concert Series: Wednesdays in June

• Yorktown Sounds of Summer Concert Series (June dates) 

• Williamsburg Live (6/20-6/22)

• Williamsburg Whiskey & Wine Weekend (6/27-6/29)

Q2 Events 



Upcoming Fall Events 
 Virginia Symphony Orchestra (Yorktown)  Aug 30

 Howl-O-Scream    Sept 5 – Nov 2

 Homeschool Family Days   Sept 6- 14

 Director’s Series: James Pepper Henry  Sept 17

 Yorktown Folk Festival   Sept 20-21

 “We The People” Event (Ken Burns film)  Sept 20 

 Waltrip Williamsburg Airshow   Sept 20-21

 1st Annual Pancake Festival   Sept 26-27

 Yorktown Art Stroll    Sept 28

 Yorktown Wine  & Oyster Festival   Oct 5

 Burg Quest    Oct 10 - 12

 Muscarelle: Native American Art   Through Oct 13 

 Yorktown Day    Oct 19

 Yorktown Market Days   Through Oct 25

 Yorktoberfest    Oct 26

 Virginia Cat Festival    Nov 1-2

 Following the Dragon: Chinese Ming Porcelain  Nov 15 – July 12



Q2 EventsNEW Events on the radar… 

September 26-27 December 31October (TBD)

February 5-8, 2026 October, 2026 (Yorktown) 





Pancake Festival



Pancake Festival

(new Beer label)



Pancake Festival





Marketing Platform: Where America’s Journey Begins

Historic Triangle – new initiatives / events / historic moments
 House of Burgesses founded – Jamestown (1619)
 Continue planning: 2026 Events (4 new events) 

Social Media – Seasonal Events, Festivals, and Holidays: 
Summer events,4th of July, Cool Summer Pass, Concerts, Golf

Website/Blog: Campaign update – new photos, Summer,  Cool 
Summer Pass, Golf

Public Relations (pre-promotion): 250th messaging / 
Revolutionary moments, William & Mary Parents Weekend, Late 
Summer Travel, Golf Month, Honey Bee Day, Pancake Pass 
Tour

M A R K E T I N G  &  
P U B L I C  R E L A T I O N S

M A R K E T I N G  &  
P U B L I C  R E L A T I O N S

M A R K E T I N G  &  
P U B L I C  R E L A T I O N S

2025  

S A L E S S A L E S S A L E S
Tradeshows & Events: Destinations International Annual 
Convention – Chicago, Georgia/South Carolina Motorcoach

Group Sales Group business incentive plan deployment
 Segments: Corporate Meetings, Association groups, Sports 

tournaments/events, Religious/Faith groups, Student & 
Youth travel, Government/Military, International

Prospecting: Familiarization (FAM) Tour planning, and 
appointment scheduling (trade shows) 

JULY AUGUST SEPTEMBER

Marketing Platform: Where America’s Journey Begins

Historic Triangle – new initiatives / events
 Continue planning: 2026 Events (4 new events) 

Social Media – Seasonal Events, Festivals, and Holidays: Late 
Summer events, Golf Month, W & M First Day of School & 
Parents Weekend, Honey Bee Day, Cool Summer Pass

Website/Blog: Updated campaign, Fall, Late Summer Travel, 
Cool Summer Pass, Golf

Public Relations (pre-promotion): 250th messaging / 
Revolutionary moments, TV appearances in DC, Raleigh, and 
Roanoke to promote Fall travel, Labor Day, Yorktown Day, Fall, 
BurgQuest, Halloween

Tradeshows & Events: U.S. Travel ESTO Conference, SYTA 
Annual Conference, Connect Marketplace – Sports, PR 
Carriage Tour starts in mid-size markets (Charlotte, Raleigh)

Group Sales Group business incentive plan deployment
 Segments: Corporate Meetings, Association groups, Sports 

tournaments/events, Religious/Faith groups, Student & 
Youth travel, Government/Military, International

Prospecting: Familiarization (FAM) Tour planning, and 
appointment scheduling (trade shows) 

Marketing Platform: Where America’s Journey Begins

Historic Triangle – new initiatives / events / historic moments
 Battle of Yorktown (1781)
 Continue planning: 2026 Events (4 new events) 

Social Media – Seasonal Events, Festivals, and Holidays: 
Pancakepalooza Event, Pancake tour, Labor Day, Fall festivals, 
BurgQuest, Fall Golf

Website/Blog: Updated campaign, Fall travel, Fall Golf, Spooky 
Travel, Pancake Tour, Fox 5 in market appearance    (Three 
segments: Halloween, 250TH, Holidays)

Public Relations (pre-promotion): 250th messaging / 
Revolutionary moments, Halloween, Ghost/Spooky Season, 
Yorktown Day, ChristmasTown 8K Dash, Occasion for the Arts, 
Beer Fest

Tradeshows & Events: Small Market Meetings Conference, 
SPORTS Relationship Conference, PR Carriage Tour 
continues in mid-size markets  

Group Sales Group business incentive plan deployment
 Segments: Corporate Meetings, Association groups, Sports 

tournaments/events, Religious/Faith groups, Student & 
Youth travel, Government/Military, International

Prospecting: Familiarization (FAM) Tour planning, and 
appointment scheduling (trade shows) 



Marketing Platform: Where America’s Journey Begins

Historic Triangle – new initiatives / events / historic moments
 Surrender of General Cornwallis at Siege of Yorktown to end 

the war
 Colonial Williamsburg, the Omohundro Institute, and W&M  

host the “For 2026” conference 
 Continue planning: 2026 Events (4 new events) 

Social Media – Seasonal Events, Festivals, and Holidays: 
Fall events, Halloween, Ghost/Spooky Season, Christmas Town 
8K Dash, Occasion for the Arts, Wine & Oyster Fest, Yorktown 
Day, Beer Fest, Mocktail trail – “Sober October”

Website/Blog: Fall, Spooky Travel + switch to holiday promo

Public Relations (pre-promotion): 250th messaging / 
Revolutionary moments, Holiday Pass, VA Cat Festival

M A R K E T I N G  &  
P U B L I C  R E L A T I O N S

M A R K E T I N G  &  
P U B L I C  R E L A T I O N S

M A R K E T I N G  &  
P U B L I C  R E L A T I O N S

2025  

S A L E S S A L E S S A L E STradeshows & Events: TEAMS Sports Conference, VSAE 
Fall Expo, Destination East Conference,  Colonial Carriage 
Tour continues in mid-size markets.  New photoshoot for fall 
images. Large scale PR (Today Show?) to push 2026
Group Sales Group business incentive plan deployment
 Segments: Corporate Meetings, Association groups, Sports 

tournaments/events, Religious/Faith groups, Student & 
Youth travel, Government/Military, International

Prospecting: Familiarization (FAM) Tour planning, and 
appointment scheduling (trade shows) 

OCTOBER NOVEMBER DECEMBER

S A L E S

Marketing Platform: Where America’s Journey Begins

Historic Triangle – new initiatives / events / historic moments
 Yorktown Tea Party: November 7, 1774
 CW publishes 100 Years of Colonial Williamsburg
 Lord Dunmore’s Proclamation

Social Media – Seasonal Events, Festivals, and Holidays: Lord 
Dunmore's Proclamation, Holiday events, Historic Holiday Pass, VA 
Cat Festival, Freedom Ring Foundation Gala, Veterans Day, 
Museum Store Sunday, Small Business Saturday, Late Fall Travel

Website/Blog: Updated campaign with new Holiday video 
continues, Holiday promotion, 2nd annual Historic Holiday Pass

Public Relations (pre-promotion): 250th messaging / 
Revolutionary moments, New CW Archaeology Center Winter

Tradeshows & Events: NSA-BPA National Convention, 
Connect Medical Meetings-DC, NTA Travel Exchange, 
Travelability Conf, VA1 Conference, Large scale PR (Today 
Show?) to push 2026
Group Sales Group business incentive plan deployment
 Segments: Corporate Meetings, Association groups, Sports 

tournaments/events, Religious/Faith groups, Student & 
Youth travel, Government/Military, International

Prospecting: Familiarization (FAM) Tour planning, and 
appointment scheduling (trade shows) 

Marketing Platform: Where America’s Journey Begins

Historic Triangle – new initiatives / events 
 Continue planning: 2026 Events (4 new events) 
 Chamber of Commerce Christmas Parade

Social Media – Seasonal Events, Festivals, and Holidays: 
Grand Illumination weekends, Holiday events, Historic Holiday 
Pass, Ice Skating, “Indoor Fun” activities, Tree lighting events, 
Holiday Pops, Yorktown Lighted Boat Parade

Website/Blog: Updated campaign - new Holiday video, Holiday 
events and New Year’s Eve, Historic Holiday Pass  

Public Relations (pre-promotion): 250th messaging / 
Revolutionary moments, “Colonial Williamsburg:100 years” 
(opens Winter 2026 at the Art Museums of Colonial 
Williamsburg), January Restaurant Week, New Year’s events,  
Blues/Jazz Fest 

Tradeshows & Events: AVCA Annual Convention, Travel 
South International
Group Sales Group business incentive plan deployment
 Segments: Corporate Meetings, Association groups, Sports 

tournaments/events, Religious/Faith groups, Student & 
Youth travel, Government/Military, International

Prospecting: Familiarization (FAM) Tour planning, and 
appointment scheduling (trade shows) 





The Great American Birthday Quilt



The Great American Birthday Quilt: Website



VIDEO Tutorial



Social Media



Website



Social Media



Quilt Kits



Executive Summary
Nationwide tourism has softened.  Locally in the Historic Triangle, tourism performance has had some 
periods showing encouraging growth over FY2025 and others reflecting modest declines.
Consumer confidence has weakened, driven by:

o Ongoing job uncertainty tied to DOGE-related economic shifts.

o Persistent inflation, causing travelers to tighten their budgets and reduce summer travel plans.

Despite headwinds, the Historic Triangle has demonstrated resilience:
o Ended FY2025 with small but meaningful STR report gains, and a 10% increase in Transient tax 

collections, demonstrating the relevance of our destination.

o Visitor interest has been sustained through timely promotions like the new Summer Savings Pass, fresh 
digital marketing tactics, strong public relations, event marketing, and fresh product to promote like the new 
Busch Gardens rollercoaster, “Big Bad Wolf: The Wolf’s Revenge.”  

• Our Sales team continues to prospect for new business while leveraging our incentive program.  
• We’re developing and recruiting events in the future to attract new visitors to the Historic Triangle.

    When we adapt to shifting consumer behavior, we can hold ground even in uncertain times.



 Looking Ahead: FY2026
The remainder of FY2026 presents opportunities for measured optimism:

• Future group business on the books continues to grow, bolstered by 
the success of our group incentive program.

• 250th commemoration marketing campaigns and events coming up 
in 2026 promise to elevate national interest in the region.

• The opening of the Greater Williamsburg Sports & Events Center in 
2026 positions us for expanded visitation and year-round impact.



Old & New Business



Next Meeting: September 16
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