
Williamsburg
Tourism Council

BOARD MEETING
January 20, 2026

Jamestown Settlement



Today’s Agenda

I.     Roll Call
II.    Public Comment
III.   Roundtable Discussion
IV.   Approve Minutes
V.    Chair Report
VI.   2025 Audit 

a.  Greg Miller, Principal, State and Local Government, CLA
VII.  Treasurer’s Report
VIII. CEO Report

a.  3-year strategic plan timeline
IX.    Marketing Update

a.  Jennifer Case, Chief Marketing Officer, Visit Williamsburg
b.  Selena Coles, Public Media Specialist, Visit Williamsburg
c.  Daniela Owen, Social Media Specialist, Visit Williamsburg

X.     New Business
XI.   Old Business
XII.  Adjournment



Roll Call
James City County Ruth Larson, Chair
City of Williamsburg Doug Pons, Treasurer

Jamestown Rediscovery Foundation Denise Kellogg
Jamestown-Yorktown Foundation Christy Coleman
Williamsburg Hotel & Motel Association Ron Kirkland
Williamsburg Area Restaurant Association Michael Claar
York County Sheila Noll

Ex-Officio
Greater Williamsburg Chamber of Commerce Adria Vanhoozier



Public Comment



Roundtable Discussion



Approve Minutes



Vote
James City County Ruth Larson, Chair
City of Williamsburg Doug Pons, Treasurer

Jamestown Rediscovery Foundation Denise Kellogg
Jamestown-Yorktown Foundation Christy Coleman
Williamsburg Hotel & Motel Association Ron Kirkland
Williamsburg Area Restaurant Association Michael Claar
York County Sheila Noll



Chair Report



2026 WTC Meeting Calendar

January 20, 2026

March 10, 2026 (Proposed)

May 19, 2026

September 22, 2026

November 24, 2026 (Annual Meeting)

There will be five meetings in 2026 (The Summer meeting has been removed)



Audit



©2026 CliftonLarsonAllen LLP. CLA (CliftonLarsonAllen LLP) is an independent network member of CLA Global. See CLAglobal.com/disclaimer. 
Investment advisory services are offered through CliftonLarsonAllen Wealth Advisors, LLC, an SEC-registered investment advisor.

Audit Exit Presentation
Year ended June 30, 2025

Williamsburg Tourism Council
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Agenda
• Audit scope and plan
• Audit opinions and communications
• Financial highlights
• Future accounting and financial 

reporting pronouncements



©2026 CliftonLarsonAllen LLP©2026 CliftonLarsonAllen LLP 13

Audit Scope

Report on the 
organization’s 

financial 
statements

Internal control/
management letter

Required 
governance 

communications 
letter

Assistance with 
adopting new 

accounting 
standards
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Audit Plan Overview

14

We use a collaborative approach, including seeking input from management and 
governance, to develop an audit plan focusing on risk areas and areas of significance to 
organization stakeholders.

RISK-BASED APPROACH
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Financial statement
No material weaknesses noted.

Financial statement
Financial statement audit 

opinion is unmodified.

AUDIT OPINIONS AUDIT RESULTS

15
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Governance Communications
Estimates
• Compensated Absences – We evaluated the 

methods, assumptions, and data used to 
develop these estimates in determining that 
they are reasonable

Other
• No material audit adjustments
• No uncorrected misstatements

Management Representation
• Obtained December 23, 2025

Other information included with 
financial statements
• Management’s Discussion and Analysis

Overall
• Auditor’s responsibilities under GAAS 

and Government Auditing Standards
• No changes from planned scope
• Implementation of GASB 101 & 102

Disclosures
• Neutral, consistent, and clear
• No significant unusual transactions

• Grants payable

Difficulties
• No significant delays
• No disagreements with management

Management Consultation
• None known



©2026 CliftonLarsonAllen LLP

FY 2025 - FINANCIAL HIGHLIGHTS
• Total general revenues totaled $17,144,983, an increase of $402,822, or 2.4% over the prior year. The primary 

increase in funding was due to a 2% increase in sales and transient tax receipts.

• Destination marketing expenses were $11,129,363, 76.5% of the total 2025 operating expenses and a 25% or 
$3.8M decrease from the prior year.  Changes in key vendors and marketing tactics led to shifts in spending and 
savings compared to the prior year.

• Other sales and marketing expenses were $1,001,125, 6.9% of the total 2025 operating expenses and a 61% or 
$379K increase over the prior year.  Of the $379K increase, the sales team expanded an incentive program to 
attract tournaments and group bookings increasing expenses by $218K in 2025.

• General and administrative expenses were $2,425,535, 16.7% of the total 2025 operating expenses and a 28%, or 
$538K, increase over the prior year. The increase was driven by additional headcounts for sales and marketing.

• As of June 30, 2025, WTC’s total net position was $4,416,316, an increase of $1.7M from the prior year. 

• WTC’s financial statements are prepared in accordance with General Accepted Accounting Principles (GAAP)as 
promulgated by the Government Accounting Standards Board (GASB).

17
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2025 Revenue and Expenses by Category

18

88.4%

9.4%
0.7% 1.5%

Sources of Revenue

Sales Tax (58.1-603.2) $1 Transient Tax

Maintenance of Effort Funds Other Financing Sources

76.5%

6.9%

16.7%

Categories of Expenditure

Destination Marketing

Other Sales & Marketing

Administrative Expenses



©2026 CliftonLarsonAllen LLP. CLA (CliftonLarsonAllen LLP) is an independent network member of CLA Global. See CLAglobal.com/disclaimer. 
Investment advisory services are offered through CliftonLarsonAllen Wealth Advisors, LLC, an SEC-registered investment advisor.

GASB Standards
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CLA can help by 
assisting with or 
evaluating financial 
statement 
presentation and 
disclosure updates

Text Text

GASB 103 Financial Reporting 
Model Improvements

Effective date
June 30, 2026

Impacts financial statement presentation
Updated disclosure guidance for:

• MD&A consistency 

• Clearer definition of unusual or infrequent items

• Presentation of proprietary fund statements 

• Major component unit information

• Budgetary comparison information

©2025 CliftonLarsonAllen LLP 20
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Text Text

GASB 104 – Disclosure of Certain 
Capital Assets

Effective date
June 30, 2026

Will clarify how capital 
assets are disclosed in 
financials:
• Capital assets held for sale 

and related pledged debt

• Leased assets

• Subscription assets 

• Right to Use PPP assets

• Other intangible assets
©2025 CliftonLarsonAllen LLP 21

CLA can help by
assisting with or evaluating 

financial statement 
disclosure updates



©2026 CliftonLarsonAllen LLP

Text Text

GASB Implementation Guide 
2025-1

Effective date
June 30, 2026, except 

for Question 4.16, 
which is effective 

immediately

Will provide explanatory 
guidance in the following 
areas:
• Cash flow reporting

• Subsidies

• Lease term and modifications

• Accounting changes and error 
corrections

©2025 CliftonLarsonAllen LLP 22

CLA can help by
assisting with or evaluating 

accounting and financial 
statement presentation 
and disclosure updates
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Questions and Feedback
We appreciate the opportunity to serve you 
and welcome any feedback relative to our 

performance and to the engagement.



CLAconnect.com

CPAs  |  CONSULTANTS  |  WEALTH ADVISORS
©2026 CliftonLarsonAllen LLP. CLA (CliftonLarsonAllen LLP) is an independent network member of CLA Global. See CLAglobal.com/disclaimer. 
Investment advisory services are offered through CliftonLarsonAllen Wealth Advisors, LLC, an SEC-registered investment advisor.
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Greg Miller, CPA
Principal
Greg.Miller@claconnect.com
(571) 227-9525

https://twitter.com/CLAconnect
https://www.facebook.com/CliftonLarsonAllen
https://www.linkedin.com/company/cliftonlarsonallen
https://www.youtube.com/user/CliftonLarsonAllen
https://www.instagram.com/lifeatcla
mailto:Greg.Miller@claconnect.com


Treasurer’s Report



(Meeting packet pg. 23)



(Meeting packet pg. 24)



(Meeting packet pg. 25)



(Meeting packet pg. 26)



(Meeting packet pg. 27)



CEO Report



• Domestic leisure travel softened in 2025 as U.S. consumers became more 
cautious with discretionary spending amid persistent inflation, higher travel 
costs, and broader economic uncertainty.

• Industry analysts reported weakening demand across key travel sectors in 
2025, with airlines, hotels, and destinations noting slower bookings and 
shorter planning windows compared with 2024.

• Travel behavior in 2025 reflected a shift toward value-driven decision-
making, as households prioritized essential spending over discretionary 
travel, dampening overall domestic visitation growth.

2025 U.S. Tourism Recap



2026



Recent Performance

1st half of FY26 Recap:

• Tourism to the historic triangle area increased by over 4% during FY2025. 

• Growth in the first half of FY2026 was expected to be flat compared with last 
year, but to accelerate as we approach the 250th commemoration.

• Currently, we are approximately 1% ahead of 2025 and 1% ahead of this 
year's plan (transient tax collected). 

• Barring any unexpected economic or geopolitical events, we expect growth to 
be between 2% and 4% for the year.



New Product Development Fund

• Resume contributions to the New Product Development Fund

• Allocate any surplus from this year’s budget and continue 
building the fund in the 2027 budget

• Prioritize spending in the most efficient and strategic ways



Sales Update



Q2 Sales Recap
Past Tradeshows:
•World Strides Vendor Expo
•SYTA Youth Foundation Golf Event
•NTA – Travel Exchange
•AAA Travelpalooza
•Brand USA Travel Week
•IMEX
•Connect DC                                                                       

Upcoming Tradeshows: 
•ABA Market Place

•Sports Express
•SYTA Summit

•Select Traveler Conference
•RCMA – Emerge

•Heritage Club’s International Peer Group
•VTC Global Sales Mission – UK

•Redezvuous South
•VTC Global Sales Mission – India

•CMCA ** New Show
•NJ MPI Meets



Hosting Highlights
FAM Tours

Comptoir des Voyages -
Viajes A Plus - Puerto Rico Teachers

Group Family Travel
SYTA Summit FAM

Select Traveler Post FAM

CONFERENCE
Select Traveler Conference 

(Group Family Travel, 1 of 3 Shows we will host in the next 3 years)









SPORTS WILLIAMSBURG 
Recent Bookings: 

• Williamsburg Boat Club: Collegiate Spring Training 

March 16th- March 20th, 2026 (115 Room Nights)

• United Flag Football 

June 27th- June 28th, 2026 (1200 Room Nights)

• LG Productions 

February 4th- 7th, 2027 | February 5th- 8th, 2028 (1100 Room Nights Per Year)

• Gladiator/Gladiatrix Combat Series 

March 3rd- 7th, 2027 | March 1st- 5th, 2028 | February 28 - March 4th, 2029

(4,000 Room Nights Per Year)

Prospects: 

• GFNY 

Cycling Marathon | 2026 | 2027

• US Rowing

Beach Sprint Rowing| 2026 | 2027 | 2028

• MUD GIRL RUN

5k Run | 2027 |
42









3-Year Strategic Planning





Client Network



Bring ing  tourism-focused  exp e rtise , p lace -b ased  strateg y, and  
active  stakehold e r co llab oration to  b uild  a visitor e conomy 
that streng thens local b usine ss p rosp e rity and  re fle cts 
Williamsb urg ’s authentic id entity.

PROJECT OBJECTIVES

Actionable Strategic Plan 
Development

Capitalize on Major 
Milestones

Align Tourism & 
Community Goals



Project Timeline

Situational Assessment Competitive 
Assessment

Marketing & 
Organization 
Assessment

Stakeholder 
Engagement

Strategic Plan 
Implementation

Jan 
2026

May 
2026

Mar 
2026

Feb 
2026

Jan 
2026

Apr 
2026

Jan 
2026

Jun 
2026

Project Launch 
& Data 
Gathering

Project 
confirmation call, 
data compilation; 
timeline and   
check-in call 
schedule 
established; 

Situational 
Assessment 

Asset inventory, 
infrastructure 
review, 
transportation 
assessment, 
competitive 
assessment;     
Board interviews

Current 
Conditions 
Synthesis

Complete product 
assessments; 
Board Session
(March Board 
Meeting), begin 
stakeholder 
interviews

Marketing & 
Organizational 
Assessment 

Stakeholder focus 
groups; market 
opportunity 
analysis, 
organizational 
structure review, 
begin building 
prioritization 
framework and 
interviews.

Plan Synthesis & 
Development

Complete 
qualitative data 
analysis; SWOT 
Analysis 
development, 
opportunity 
identification; 
present draft to 
Board for input

Final Plan 
Completion

Complete          
Strategic Plan 
document and 
recommended 
strategies



Recent Highlights



The Great American Birthday Quilt









● Amtrak Vacations “Stars & Stripes” 250th 
Anniversary Collection

● Amtrak Vaca tions  rolled out a  special 250th 
anniversary travel promo with discounts on 
multi-night rail vacations:

● Example  savings  include :
● ~$75 off 3–6 night packages
● ~$200 off 7–9 night trips
● ~$250 off 10–14 night adventures
● ~$300 off 15+ night ra il journeys
● Plus an additional ~$100 per couple off with 

a discount code





Marketing
January – June 2026



Media Objectives
FY25-26

Awareness

● Increase  brand awareness  of 
Williamsburg as  a  des tina tion through 
precise  audience  ta rge ting/reach and 
re levant content

Consideration

● Engage  with our audience  through 
content on vis itwilliamsburg.com

Response 

● Vis ita tion of Williamsburg through 
measurable  pla tforms



Targeting Overall Approach
1. Prioritize travel intenders overall
2. Layer on geographic targeting 
3. Layer on behavioral attributes

a. When necessary, layer in additional audience 
segments (campaign specific)

Primary Overlays

● Inte res ted in US His tory
● Seeking an Educa tiona l ge taway
● Arts  and Culture  Enthus ias ts  
● Foodies
● Sightsee ing/Touring
● Small Town Shopping
● Adventure  Trave lers
● Interes ted in the  Outdoors
● Family Trave lers

FY25-26

Secondary Overlays  (where  
applicable)

● Multigenera tiona l 
Trave lers

● Mature  Adult 
Trave lers  55+

● Road Trippers



Geographic Targeting
FY25-26

● Washington, DC
● Baltimore
● North Carolina
● Virginia
● West Virginia
● New Jersey
● Pennsylvania
● New York 
● Delaware



Ad+Genuity
FY25-26

ConnectedTV

● Pause  Ads-
Taking over the  
screen when 
paused

● America’s  250 
Targe ting- Using 
keywords /topics  
to place  our ad in 
the  mos t re levant 
context

● Always  On

Online  Video

● :30s  and/or :15s  
Pre-roll, Mid-roll, 
Pos t-roll

● YouTube  
Included

● Retarge ting 
Included

● Always  On

Native

● Standard Native

● Native  Carouse l 
through TripleLift

● Retarge ting 
Included

● Always  On

Display

● Standard Display

● Premium Partner 
Display: Reaching a  
highly qua lified 
audience  through 
top tie r publishers  
and OTAs

● Retarge ting 
Included

● Always  On



Ad+Genuity
FY25-26

Audio

● :30s  Audio Spot

● Targe ting His tory 
Podcas ts  and 
S treaming Radio

● Always  On

Broadcas t TV

● :30s  Video

● Reaching Dish, 
S ling TV, and 
DirectTV

● Flighted as  a  tes t 
campaign in the  
Fa ll

Digita l Out-of-Home

● Digita l Billboards , 
Bus  Pane ls , and 
Urban Pane ls  in 
our ta rge t marke ts

● Retarge ting 
Included

● Always  On



Ad+Genuity Creative
FY25-26

Epic Adventures for All
Embrace the past and present on a fun-loving 
getaway. Where America’s Journey Begins. 

DISPLAY

NATIVE

CTV

http://drive.google.com/file/d/1223f7XWxlyevoE_K7pYHYFR1ALXxOf0X/view


Ad+Genuity Creative
FY25-26

CTV PAUSE ADDOOH

http://drive.google.com/file/d/1223f7XWxlyevoE_K7pYHYFR1ALXxOf0X/view


Ad+Genuity - Kargo
FY25-26

● Tap into Kargo’s  cura ted 
partner inventory sourced 
directly from the  top 100 
editoria l content publishers  
combined with the  added 
benefits  of working with a  
trus ted programmatic partner 
like  Ad+Genuity. 

● Runway Unit with Pop-up Trivia  
Unit

● Flighted to launch in February 
to drive  increase  cons idera tion 
for Spring and Summer Trave l 
leading up to America’s  250



Undertone/Perion
FY25-26

● Page  Grabber to incorpora te  
dynamic messaging

● Flighted to launch in February 
to drive  increase  
cons idera tion for Spring and 
Summer trave l leading up to 
America’s  250



AARP
FY25-26

MOBILE INTERSCROLLER

DYNAMIC BILLBOARD

FACEBOOK AD



This Week Junior
FY25-26

● Reaching children aged 8-14
● Landing Page : 

https ://theweekjunior.com/resourc
es /quilt-a -piece-of-his tory-with-
the-great-american-birthday-quilt

● 1 x Full Page  Print Ad 
● Spread Print Ad Cus tom 

Advertoria l Who’s  Who Game 
crea ted by the  This  Week Team

● Socia l & eNews  promotion

Custom Advertorial Who’s Who Game

Banner Ad

Print Ad
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Atlas Obscura
FY25-26

● Inte ractive  Article : 
https ://www.a tlasobscura .com/articles /exploring-
virginias -his toric-triangle

● Cus tom Lis t: 
https ://www.a tlasobscura .com/lis ts /revis it-
his tory-in-the-his torica l-triangle /

● Cus tom Itinera ry: 
https ://www.a tlasobscura .com/itinera ries /william
sburg-virginia

● Re-Run of Spring Podcas t Episode
● Leverage  America  Obscura- AOs  2026 book 

and online  hub for America’s  250
● Promotion across  Socia l, Email, ROS Display, 

and Ons ite  Video

https://www.atlasobscura.com/articles/exploring-virginias-historic-triangle
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History Channel
FY25-26

● His tory Honors  250 
Cus tom Content Linear & 
Digita l Media

● Amplified across  linear, 
CTV, His tory.com, and 
socia l

● Digita l Hub
● His tory.com Partnership 

including Cus tom content 
and additiona l ons ite  
amplifica tion

30s Spot - Click to Play

2m Spot - Click to Play

http://drive.google.com/file/d/12CiXcLNlEqYCR8ZZxnG3u02STenEvd87/view
http://drive.google.com/file/d/1tR7lIM3ROlR1W_kX52Cfu8Pm2DsI0Ajf/view


Smithsonian
FY25-26

● Re-Promote  the  Spring “Three  
Remarkable  Reasons  Why it’s  the  
Perfect Time  to Vis it Williamsburg”
Native  Storyte lling Article

● Additiona l amplifica tion and ons ite  
presence  including email, promotion 
banners , socia l, and video

● Pin on Smithsonian’s  250 Places  to 
Ce lebra te  America  Inte ractive  Trave l 
Map

● Pin includes  Pop up with one  s lide
● Slide  Includes : Logo, Image , Copy and 

drives  to Na tive  Storyte lling Article

https://www.smithsonianmag.com/sponsored/three-remarkable-reasons-why-its-the-perfect-time-to-visit-williamsburg-180986478/
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New York Times
FY25-26

● Flex Frame Cus tom Wordle  
ta rge ted and run on the  NYT 
Trave l Section

● Trave l Collection Section Front 
Display

● Trave l dispa tch news le tte r
● Run of Wordle  Mobile  Web
● 2x7 Print Ad 



Hulu/Disney+
FY25-26

● Inte ractive  Living Room 
Trivia  Unit on Hulu

● :30 Second CTV Ad on 
Disney+

https://tv.innovid.com/demo/preview/composer/462bb51/firetv
https://tv.innovid.com/demo/preview/composer/462bb51/firetv
https://tv.innovid.com/demo/preview/composer/462bb51/firetv
http://drive.google.com/file/d/1ExRw2k2NYErhKLvHbx3lV9Q6anb3Xls2/view


Hopper
FY25-26

● https ://www.hopper.com/explore /c
ollection/williamsburg

● Capita l One  Trave l Voucher 
Funded by Hopper

● Trave l Dea l Tuesday Sponsorship 
● In-App and Socia l Amplifica tion 

Videos , Cus tom Micros ite , and 
Branded Notifica tions  

● Socia l Media  Giveaway Funded 
by Hopper 

https://www.hopper.com/explore/collection/williamsburg
https://www.hopper.com/explore/collection/williamsburg
https://www.hopper.com/explore/collection/williamsburg




Internal Media Placements
FY25-26

Digital
• Brand USA – Williamsburg web page
• TripAdvisor – Digital American Birthday Quilt- Feb – December  
- online quilt and itinerary builder
• TravelSpike - Travel intent audience digital marketing 

Broadcast
• Fox 5 Washington, DC- March in-market promotion, on-air appearances
• ABC Philadelphia – Feb/Mar – Flower Show promo

Magazines
• Garden & Gun - 250 Issue – April
• Philadelphia Magazine – February Issue
• Hoffman Media - Victoria and Southern Lady Magazine – Print & Digital
• Our State Magazine - North Carolina magazine - 250 Issue – April



Public Relations



IMM
Public Relations



Samantha Brown Places to Love  Premiere
Public Relations

Live Premiere of the Williamsburg Episode

- January 29, 2026

- Panel of participants

- Live Music

- Giveaways

- Complimentary refreshments

- Promote other 250 events



The Revolution is Here 
Group Press Trip

- April 8 – 12, 2026

- 4 - 5 Journalists

- Themed visits will focus on 
history, culture, and heritage

- Only in the Historic Triangle

- Quilt Reveal

Public Relations



America250 Celebration 
Consumer Activation

- Tysons Corner - Virginia

- February 14 – 16

- Quilt block making

- Interpreters, Fife & Drum

- Interactive experience with partners

- Win prizes – enter to win

- Key media and influencers invited

Public Relations



Philadelphia Flower Show
Consumer Activation

- February 28 - March 7

- Large footprint that combines floral 
elements with interactive experiences

- Fife & Drum, special appearances

- Giveaways

- Display some of the Great American 
Birthday Quilt

- Key media & influencers

Public Relations



3rd Hour of TODAY SHOW
Public Relations

- In-destination episode

- May 15, 2026

- Scouting in early March

- Distribution on TODAY.com

- Social posts



Grand Opening
Williamsburg Sports & Events Center

- Build awareness for the new facility

- Meeting and trade media outreach

- Individual press trips

- Local media strategy

Public Relations



Blog Content
Public Relations

- Historic Jamestowne Preservation

- 250 Series

- Ken Burns Itinerary

- Samantha Brown Itinerary

- Past meets Present



Influencers/Social Media



Social Media
Social Media



Influencers



Social Media

Travel Blog Exchange (TBEX) is the 
largest conference and community of travel 

creators and influencers in the world.

Influencer Conference



Social Media

Creative Ave Co. 

A boutique digital marketing agency

Content 



Social Media
Content



Other Marketing



Consumer Newsletters
VistaMedia

- Mid-Atlantic Markets
January – April

- National Market
May – December

Internal Consumer List

- The Burg Gazette
- A/B testing format

Other Marketing



Consumer Trade Shows
Washington Travel & Adventure Show 

- January 17 – 18

New York Travel & Adventure Show

- January 24 - 25

Other Marketing



Passes
250 Pass

- Runs January – December
- Discounts on lodging, dining, 
shopping, attractions, and more
- Three check-ins for FREE t-shirt

Garden Pass
- Spring dates
- Discounts and public garden 
check-ins
- Three check-ins for garden related 
giveaway

Juneteenth Pass
- Month of June
- Discounts and event check-ins
- Three check-ins for giveaway

Other Marketing



Monthly Consumer Mailings
Themed Monthly Mailings to Consumers

- Art card
- Events information
- Bookmarks
- Stickers
- Historical Facts
- Current list 466

Examples

- December – Holiday Theme
- January – 250 Invitation

Other Marketing



Next Meeting
March 10, 2026 (Proposed)
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