
Williamsburg
Tourism 
Council

BOARD MEETING
March 18, 2025



Today’s Agenda
I. Roll Call

II. Public Comment

III. Roundtable Discussion

IV. Approve Minutes

V. Chair Report

VI. 2024 Audit 
I. Sean Walker, CLA 

VII. Treasurer’s Report

VIII. CEO Report

IX. Guest Presenter
I. Jennifer Case, Chief Marketing Officer,                 

Visit Williamsburg



Roll Call
James City County Ruth Larson, Chair
Colonial Williamsburg Foundation Cliff Fleet, Vice Chair
City of Williamsburg Doug Pons, Treasurer

Busch Gardens Kevin Lembke
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 Dr. Porter Brannon
Virginia Tourism Corporation                                         Rita McClenny



Public Comment



Roundtable Discussion



Approve Minutes



Vote

James City County Ruth Larson, Chair
Colonial Williamsburg Foundation Cliff Fleet, Vice Chair
City of Williamsburg Doug Pons, Treasurer

Busch Gardens Kevin Lembke
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



Audit



WEALTH ADVISORY | OUTSOURCING | AUDIT, TAX, AND CONSULTING
Investment advisory services are offered through CliftonLarsonAllen Wealth Advisors, LLC, an SEC-registered investment advisor
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March 18, 2025

Financial Audit Results of the
Williamsburg Tourism Council
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AGENDA

• CLA’s Audit Process
• Summary of Audit Results
• Required Communications with Those Charged with 

Governance
• FY2024 Financial Highlights

11
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AUDIT RESULTS

• Auditors’ Opinion on Financial Statements 
o Unmodified “clean” opinion

• Report on Internal Control Over Financial Reporting and on 
Compliance and Other Matters Based on an Audit of Financial 
Statements Performed in Accordance with Government 
Auditing Standards 
o Identified no material weaknesses or significant deficiencies over 

financial reporting noted

12
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REQUIRED COMMUNICATIONS

• Financial statement disclosures
• No difficulties encountered during the audit
• No material corrected misstatements
• No uncorrected misstatements
• No disagreements with management
• Management provided representation for the financial 

statements

13
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REQUIRED COMMUNICATIONS

• Management did not consult with other independent 
accountants

• No significant issues were discussed with management prior 
to engagement

• No other audit findings or issues
• Other information in documents containing audited financial 

statements
o Required supplementary information

 Management Discussion and Analysis and Budget to Actual Schedule

14
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FY 2024 - FINANCIAL HIGHLIGHTS
• Total general revenues totaled $16,566,901, an increase of $99,169, or 0.6% over the prior year. The slight 

change in funding was due to a 2% increase in sales and transient tax receipts offset by a reduction in 
maintenance of effort funds received as a result of an amendment to the authorizing legislation.

• Destination marketing expenses were $14,922,314, 85.6% of the total 2024 operating expenses and a 10% or 
$1.6M decrease from the prior year.

• Other sales and marketing expenses were $622,537, 3.6% of the total 2024 operating expenses and a 6% or $37K 
increase over the prior year.

• General and administrative expenses were $1,887,245, 10.8% of the total 2024 operating expenses and a 22%, or 
$344K, increase over the prior year. The increase was driven by additional headcounts for sales (sports and group 
sales) and marketing.

• As of June 30, 2024, WTC’s total net position was $2,679,401, a decrease of $664,344 from the prior year. 

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

15
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Revenue

16

88.3%

9.8%

0.8%
1.2%

2024 Sources of Revenue

Sales Tax (58.1-603.2) $1 Transient Tax Maintenance of Effort Funds Other Financing Sources
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Expenditures

17

85.6%

3.6%

10.8%

2024 Expenditures

Destination Marketing Other Sales & Marketing Administrative Expenses



CLAconnect.com

WEALTH ADVISORY | OUTSOURCING | AUDIT, TAX, AND CONSULTING
Investment advisory services are offered through CliftonLarsonAllen Wealth Advisors, LLC, an SEC-registered investment advisor
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Sean M. Walker, CPA, CFE, CGFM, CGMS
Principal
sean.walker@claconnnect.com

Aires Coleman, CPA
Director
aries.coleman@claconnect.com

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:sean.walker@claconnnect.com
mailto:aries.coleman@claconnect.com


Treasurer’s Report













CEO Report



2024 vs. 2023

Performance



Performance
2024 vs. 2023



VisitWilliamsburg.com
2023 2024

January 295,219 159,075 - 46.1%
February 270,392 221,959 - 17.9%
March 361,195 342,526 - 5.1%

April 324,070 304,606 - 5.9%
May 222,043 351,117 + 58.1%
June 103,071 378,592 + 267%

July 266,114 290,488 + 9.1%
August 251,761 337,562 + 34.1%
September 199,277 264,828 + 32.8%

October 197,130 289,275 + 46.7%
November 243,587 327,765 + 34.5%
December 226,607 311,468 + 37.4%

TOTAL 2,960,466 3,579,301  + 20.9%

TOTAL WEB SESSIONSWEBSITE PERFORMANCE

Adding hotel booking engine to VisitWilliamsburg.com in March 2025.



Performance
2024 vs. 2023

January February





















Current Environment

















State Of The American Traveler: February 2025



State Of The American Traveler: February 2025



State Of The American Traveler: February 2025



State Of The American Traveler: February 2025



• 32.5% of American travelers feel that the present is a good time to 
spend on travel, a -4.4 point decrease from last month.

• The percentage of American travelers who said travel will be a high 
budget priority for them in the next three months saw a -3.9 point dip 
from last month (to 54.3% from 58.2%).

• After steadily trending upward over the past 6 months, the average 
expected annual leisure travel budget dropped over 15 percent from 
$5,898 to $4,973 since last month.

• Americans’ excitement for travel levels fell to an average 8.1 on a 0-10 
scale, a 7-month low. 

“A growing sense of caution among American travelers.”

State Of The American Traveler: February 2025



W H E R E  A M E R I C A ' S  J O U R N E Y  B E G I N S







Williamsburg:
Williamsburg Live, June 25-28 (4 dates instead of 3)  “Festival of American Music” 

 Independence Day

Jamestown:
 Jamestown Beach Concert weekend, April 17-18

Yorktown:
 Sail 250, June 12-14

 Yorktown Day, October 19

Historic Triangle Events



0

2026 Planning Meetings 
• VA250: Cheryl Wilson & Bill Schermerhorn

• Colonial Williamsburg

• Historic Triangle Economic 
Development Leaders

• 2026 Williamsburg Live

Marketing & Communications
• Brand Federation

• “Where America’s Journey Begins.”

• Miles (advertising agency): 
• New campaign
• May photoshoot

• MMGY (PR firm):
• New York Press Event: April 29



0 00

Social Media Marketing Campaign



Philadelphia, PA 
February 1-4, 2025



Philadelphia, PA 
February 1-4, 2025

5,794
attendees



Owensboro, KY 
March 9-11, 2025



Group Business



Visit Williamsburg has successfully
converted 122 leads into definite

bookings, generating a total of 44,912
requested room nights and 30,514 

attendees.

• 2025: 80 leads | 26,330 room nights | 20,835 attendees

• 2026: 29 leads | 18, 239 room nights | 8,437 attendees

• 2027: 10 leads | 6,374 room nights | 5,007 attendees

• 2028: 3 leads | 793 room nights | 575 attendees

This data highlights Visit Williamsburg's strong performance in securing 
business and group travel, reinforcing the destination’s appeal for 
conferences, associations, and tour and travel.





2025 Outdoor Sports Events  

1200

APRIL
Battle of the Burg

(Softball)
4/5 – 4/6

Colonial Cup
(Baseball)
4/5 – 4/6

Diamonds Classic
(Softball)

4/12 – 4/13

Coastal Crush
(Lacrosse)

4/26
Battle of York

(Baseball)
4/26 – 4/27

Spring Bloom Adv. Race
(Race)

4/26 – 4/27

MAY
Battle for the Rings

(Softball)
5/3 – 5/4

Coastal Crush
(Lacrosse)

5/4
Coastal Crush

(Lacrosse)
5/10

Top Gun Tournament
(Baseball)
5/17-5/18

Debbie Cale Play Day
(Field Hockey)

5/17
Williamsburg Invitational

(Soccer)
5/17

Memorial Day Mayhem
(Softball)

JUNE
VA State Championship

(Baseball)
6/6-6/8

Jamestown Triathlon
6/8

Eastern State Tournament
(Softball)
6/7-6/8

Mid-Atlantic Championship
(Softball)

6/12 – 6/15
Summer Celebration

(Lacrosse)
6/14 – 6/15

Summer Breeze
(Softball)

6/21 – 6/22
Firecracker Blast

(Softball)
6/28 – 6/29

All-American Soccer/Flag 

JULY
VA State Little League 

Softball
(Softball)
7/5 – 7/9

War at Williamsburg
(Baseball)
7/10 -7/13

Diamond Classic         
Colonial Clash

(Softball)
7/11-7/13 

AUGUST
Top Gun Tournament

(Baseball)
8/23 – 8/24

Back To School Challenge 
at the Burg
(Softball)

8/23 – 8/24

Labor Day Bash
(Softball)

8/30 – 8/31

Virginia Cup
(Soccer)

8/30 – 8/31

Several tournaments have expanded with teams travelling from beyond a 50 mile radius.



Secured Room Nights
Softball (Little League, DC Fast Pitch) 1,200
Golf (USCAA, VISSA) 650
Lacrosse (Capital) 3,000
Baseball (Triple Crown, USA Tournament Series) 5,100
Pickleball (Paddle Tap) 500 
Volleyball (Hype, Southern Tournaments, We Build You Play) 4,300
Gymnastics (LG Productions) 1,500
Open Water (ISCA) 500 
All-American Series 1,200
Basketball (Adidas, Phenom, NTBA) 32,100

TOTAL: 50,050
3/13/25(44,950 “new” rooms) 



EVENT DATE/S LOCATION ROOM NIGHTS  
Phenom Hoops (7 weekends) Dec-July 2027   Greater Williamsburg Sports & Events Center           4,900
Phenom Hoops (7 weekends)       Dec-July 2028   Greater Williamsburg Sports & Events Center           4,900
Phenom Hoops (7 weekends)       Dec-July 2029   Greater Williamsburg Sports & Events Center           4,900

Adidas Girls Basketball    May 2027      Greater Williamsburg Sports & Events Center           7,500
Adidas Girls Basketball     May 2028      Greater Williamsburg Sports & Events Center           7,500

29,700







WE ARE

VTC INTERNATIONAL PLANNING PARTNER MEETING



VIRGINIA’S INTERNATIONAL 
MARKETS

VTC INTERNATIONAL PLANNING PARTNER MEETING



2023 INTERNATIONAL TRAVELER
RESEARCH

International Traveler 
Snapshot

• 851,300 international visitors

• $1.1 billion traveler spending

• Average spend for domestic 
visitors per person, per visit = 
$270 

• Average spend for 
international visitors per 
person, per visit = $1,784

**Based on data provided by Tourism Economics for Virginia 
Tourism Corporation

Top Overseas Markets By 
The Numbers
o United Kingdom - 53,704
o India - 53,037
o Germany - 38,170
o France - 19,543
o Australia - 8,653
o Japan - 8,374

Overseas Travelers
Total Visitation: 453,000
Travel Spending: $897 million

Canadian Travelers
Total Visitation: 381,084
Travel Spending: $203 million

https://vatc.org/research/


OVERSEAS MARKETS 
TRENDS

Significant Spend:
• 10.5 nights - average length of stay
• 97% - visit for vacation or friends/family
• $75,719 - average household income
• 39 - media age
• $1,784 – spend per visitor trip
• 31% - stay in hotels

Top Activities:
• 87% Shopping
• 85% Sightseeing
• 60% National Parks / Monuments
• 50% Small Towns / Countryside
• 52% Historical Locations



Community Awareness



Recent presentations 
• February 14: York County Administrators

• February 25: James City County Board of Supervisors Meeting

• February 28: Meeting with new Williamsburg City Council Member Ayanna Williams

• March 5: Tourism Kickoff meeting with hotel leaders and local attractions

• March 13: Greater Williamsburg Chamber of Commerce

• March 17:  Collette Vacations at Williamsburg Lodge

Upcoming presentations
• March 19: Sports Advisory Committee Meeting

• March 19: Virginia Restaurant, Lodging & Travel Association

• March 20: Williamsburg Live Press Conference

• March 21: Virginia Green Travel Conference

• March 26: CLS (Community Leadership Service) Board Meeting

• April 5: Williamsburg Neighborhood Council

• April 8: Merchants Square Association

• May 1: Jamestown-Yorktown Foundation Marketing Committee 





Marketing & Communications
Jennifer Case, CMO



Q1 & Q2 - 2024 vs 2025
B u d g e t - A g e n c y  S p e n d - J a n u a r y  - J u n e

2 0 2 4 2 0 2 5



Media 
Objectives

 Awareness

 Increase brand awareness of 
Williamsburg as a destination 
through precise audience 
targeting/reach and relevant 
content

 Consideration

 Engage with our audience 
through content on 
visitwilliamsburg.com

 Response

 Visitation of Williamsburg through 
measurable platforms



Targeting

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)

OVERALL APPROACH

OVERLAYS

 Interested in US History
 Seeking an Educational getaway
 Arts and Culture Enthusiasts 
 Foodies
 Sightseeing/Touring
 Small Town Shopping
 Adventure Travelers
 Interested in the Outdoors

 Family Travelers
 Multigenerational Travelers
 Mature Adult Travelers 55+
 Road Trippers

Primary Secondary (Where Applicable)



Geographic 
Targeting
 Washington DC
 Baltimore
 North Carolina
 Virginia
 West Virginia
 New Jersey
 Pennsylvania
 New York 
 Delaware



Media Overview



Programmatic

 Launched at the beginning of January

 Drive site traffic and increase travel 

intent

D i s p l a y

 Launched at the beginning of January

 Drive site traffic and increase travel 

intent 

N a t i v e

 Launched display in February, Native 

to launch in March, Video to launch in 

April

 Focus on lower funnel tactics to drive 

site traffic and increase travel intent 

T r i p A d v i s o r

 Launched in February

 Increase brand awareness 

D i g i t a l  O O H

Tactics



Programmatic

 To launch in April upon creative 

completion

 Increase brand awareness

C o n n e c t e d  T V

 To launch in April upon creative 

completion

 Increase brand awareness

O n l i n e  V i d e o

Tactics



Content Partnerships

 Launched at the end of February

 Increase brand awareness and drive in-

unit engagement with Visit 

Williamsburg’s content

U n d e r t o n e

 Launched early March

 Increase brand awareness and drive 

site traffic

K a r g o

 Continuation of Visit Williamsburg’s 

ongoing campaign with monthly 

deployments

 Drive site traffic and increase travel 

intent

V i s t a G r a p h i c s

 Digital to launch in April. Print Visitor 

Guides in Spring/Summer and Fall/Winter

 Increase brand awareness and drive site 

traffic

D e s t i n a t i o n  D C

Tactics



Partnerships

 To launch in March/April 

 Increase brand awareness, drive 
content engagement and site traffic, 
ultimately increasing travel intent

A t l a s  O b s c u r a

 To launch in March

 Increase brand awareness, drive content 

engagement and site traffic, ultimately 

increasing travel intent

N a t i v o

 To launch in April

 Increase brand awareness and drive in-

unit engagement

H u l u /  D i s n e y  +

 To launch in April

 Increase brand awareness

S i r i u s X M /  P a n d o r a

Tactics



 Content
 Re-run of the Williamsburg President’s Heads 

Podcast Episode
 (1) New Custom Podcast Episode 
 Host Read Audio Ads
 (1) Custom Itinerary
 (6) New Place Pages
 Super Destination Page

 Distribution
 Social amplification
 Dedicated Email / Email Inclusions

 Onsite Media
 In-Line Video
 ROS Media

P a r t n e r s h i p  D e t a i l s

Presenter Notes
Presentation Notes
Podcast Thought Starters: 
BOLD TYPE: WOMEN OF THE VIRGINIA GAZETTE
BRINGING BACK AN ANCIENT DRINK- Mead





Nativo
 Content

 (3) Native Article
 (2) Native Stories

 Onsite Media
 Display

 Brand Rank Study

P a r t n e r s h i p  D e t a i l s

Presenter Notes
Presentation Notes





 Content
 Interactive Living Room Unit on Hulu

 Example 1: QR + Image Carousel
 Premium Slate on Hulu
 :30 Second Video Commercial on Hulu and 

Disney+

P a r t n e r s h i p  D e t a i l s

Presenter Notes
Presentation Notes
The Premium Slate is a :05 to :07 second custom title card with “Presented by” messaging and voiceover that appears in premium positioning before video creative in the first pod before the beginning of a show.


https://tv.innovid.com/demo/preview/composer/e8f7b97/firetv


Partnerships and Always-On

 To launch in April 

 Increase brand awareness, drive 
content engagement and site traffic, 
ultimately increasing travel intent

S m i t h s o n i a n

 To launch in March/April

 Increase brand awareness, drive 
content engagement and site traffic, 
ultimately increasing travel intent

N a t i o n a l  G e o g r a p h i c

 Launched in January 

 Drive Site traffic and increase travel 

intent

S E M
 Facebook and Instagram launched in 

January. Pinterest launched in 
February. TikTok to launch in April.

 Increase brand awareness, drive 
content engagement and site traffic, 
ultimately increasing travel intent

S o c i a l

Tactics



 Content
 Native Article Series

 (3) Native Articles

 Distribution
 Social Media Amplification
 (4) E-Newsletter Takeovers

 Onsite Media
 Custom Multi-Story Package
 Full Screen Video Pushdown
 Standard and Billboard Display
 Pre-Roll Video

P a r t n e r s h i p  D e t a i l s

Presenter Notes
Presentation Notes





 Content
 Photoshoot with National Geographic Photographer
 Senses of Williamsburg Photo Article
 Editorial article and Advertiser Spotlight on the 

Virginia Travel Guide on NatGeo.com
 Vertical Video 

 Distribution
 Social Media Amplification
 Newsletter Promotion

P a r t n e r s h i p  D e t a i l s

Presenter Notes
Presentation Notes





K P I  O v e r v i e w

Tactic Top KPI Secondary Measures of Success

Display CPA Conversion Rate, CTR, CPC

Native CPA Conversion Rate, CTR, CPC

CTV VCR Conversion Rate, CTR, CPC, CPA

Video VCR Conversion Rate, CTR, CPC, CPA

Rich Media CTR Engagement Rate, Time on Content, Conversions, 
Conversion Rate, CPC

Custom Content Time on Content Conversion Rate, CPA, Engagement Rate

Email Open Rate CTR, CPC

Audio CTR Reach, Frequency, Audio Completion Rate

Podcast Average Listen Time Reach



Creative 
Launched in 
January



Display
C r e a t i v e



Native 
C r e a t i v e



Social - Meta
C r e a t i v e



Print – Groups & Meetings
C r e a t i v e



Print – Leisure
C r e a t i v e



Creative for 
February & March



Digital Out Of Home (DOOH)
C r e a t i v e



Social - Pinterest
C r e a t i v e

Di s c ove r  Ti me l e s s  
Wonde r s  & 
Une xpe c t e d 
De l i ght s  i n 
Wi l l i a ms bur g

Visit 
Williamsburg



VistaGraphics – February Email
C r e a t i v e



Print – 16 page insert to Guide
C r e a t i v e



Undertone – Rich Media
C r e a t i v e

Page Grabber Demo

Bottom Adhesion Demo

Enhanced Standard Demo

https://su-p.undertone.com/127543
https://su-p.undertone.com/127612
https://su-p.undertone.com/127622


Kargo – Rich Media
C r e a t i v e

Scan for Demo



SPRING Display
C r e a t i v e



SPRING Native 
C r e a t i v e

Spring Thrills Await
Find epic adventures and exciting discoveries in 
the Historic Triangle. Plan your escape.

Spring Thrills Await
Find epic adventures and exciting 
discoveries in the Historic Triangle. 
Plan your escape.



SPRING DOOH
C r e a t i v e



SPRING Social - Meta
C r e a t i v e



SPRING Social - Pinterest
C r e a t i v e

Di s c ove r  
Spr i ngt i me  
De l i ght s  i n 
Wi l l i a ms bur g

Visit 
Williamsburg



Additional 
Creative



Partner eNews Updated Template
C r e a t i v e



Pancake Trail / Festival Logo
C r e a t i v e



C r e a t i v e



Internal
Media Buys



Samantha Brown’s Places to Love
B r o a d c a s t  P a r t n e r s h i p s

 30 minutes long Episode (10 Episodes per season)

 Film in 2025 and premiering Q1, 2026 and runs for at 
least 2 years until end of 2027

 In 2023 & 24 was highest rated travel show on PBS

 Season 1 average views per episode was over 5MM over 
7 year period

 Places to Love airs in over 97% of US Households and 
had over 67k airings across USA in 2024



Fox5 & Good Morning Washington
B r o a d c a s t  P a r t n e r s h i p s

 On-air segments – live and recorded

 Website activations

 Facebook & Instagram posts

 Homepage takeovers on WJLA.com

 Coming Soon: Raleigh & Roanoke









Hoffman Media - Southern Lady & Victoria 
P r i n t  &  D i g i t a l

 Full-page print ads

 Content partnerships

 E-Newsletter inclusion

 Social media ads

 Gracious Living Celebration 
Partnership



Sales Collateral
S a l e s



Hotel Images/Video 

O t h e r  M a r k e t i n g

 Capturing images and video of all 

the hotel properties

 Assets for use in media requests 

and social posts

 Hotels will have usage rights

Direct Mail
 Mini booklet

 Jumbo postcard

Newsletters

 Consumer newsletter monthly

 Sales



Pancake Trail

P a s s e s

Cool Summer
Savings

Mocktail Trail

July - August September October



Public Relations
Highlights



Spring Travel Report
S a t e l l i t e  M e d i a  To u r









Spring Travel Report
S a t e l l i t e  M e d i a  To u r

 Segments ran from 5–9:30am

 114 Markets including Greenville, 

Charlottesville, Roanoke, 

Washington, Harrisonburg

 213 Markets including New York, 

Chicago, Philadelphia, Atlanta, 

Washington, Boston, Charlotte, 

Raleigh, Pittsburgh, Baltimore



M e d i a  M e n t i o n s

https://www.forbes.com/sites/chaddscott/2025/03/05/michelangelos-earliest-sketch-for-sistine-chapel-makes-world-debut-in-virginia/
https://www.afar.com/magazine/michelangelos-sistine-chapel-sketches-on-view-in-the-u-s


February 26, 2025
Link: HERE
Reach: 5,638,503

February 21, 2025
Link: HERE
Reach: 532,556

February 23, 2025
Link: HERE
Reach:532,556

Media Mentions

https://mommypoppins.com/washington-dc-kids/best-of-lists/ultimate-virginia-bucket-list-100-things-to-do-with-kids-in-va
https://www.eatthis.com/best-ice-cream-parlor-every-state/
https://www.eatthis.com/best-ice-cream-parlor-every-state/
https://mommypoppins.com/washington-dc-kids/best-things-to-do-yorktown-virginia-kids-itinerary
https://www.eatthis.com/best-ice-cream-parlor-every-state/
https://mommypoppins.com/washington-dc-kids/best-things-to-do-yorktown-virginia-kids-itinerary


February 5, 2025
Link: HERE
Reach: 2,150,790

February 5, 2025
Link: HERE
Reach: 15,740,488

February 5, 2025
Link: HERE
Reach: 17,622

Media Mentions

https://www.timeout.com/usa/news/these-are-the-most-romantic-hotels-in-the-u-s-020525
https://www.businesswire.com/news/home/20250205004259/en/The-2025-Top-25-Historic-Hotels-of-America%C2%AE-Most-Romantic-Hotels-List-Is-Announced
https://www.timeout.com/usa/news/these-are-the-most-romantic-hotels-in-the-u-s-020525
https://alexandrialivingmagazine.com/lifestyle/nearby-escapes-discover-new-hotels-for-your-next-getaway/
https://www.businesswire.com/news/home/20250205004259/en/The-2025-Top-25-Historic-Hotels-of-America%C2%AE-Most-Romantic-Hotels-List-Is-Announced
https://alexandrialivingmagazine.com/lifestyle/nearby-escapes-discover-new-hotels-for-your-next-getaway/


Vote NOW!



Old & New Business



Next Meeting: May 20


	Williamsburg�Tourism Council
	Today’s Agenda
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	�������Financial Audit Results of the�Williamsburg Tourism Council�
	AGENDA
	AUDIT RESULTS
	REQUIRED COMMUNICATIONS
	REQUIRED COMMUNICATIONS
	FY 2024 - FINANCIAL HIGHLIGHTS
	Revenue
	Expenditures
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Slide Number 66
	Slide Number 67
	Slide Number 68
	Slide Number 69
	Slide Number 70
	Slide Number 71
	Slide Number 72
	Slide Number 73
	Slide Number 74
	Slide Number 75
	Slide Number 76
	Q1 & Q2 - 2024 vs 2025
	Media Objectives
	Targeting
	Geographic Targeting
	Slide Number 81
	Programmatic
	Programmatic
	Content Partnerships
	Partnerships
	Slide Number 86
	Nativo
	Slide Number 88
	Partnerships and Always-On
	Slide Number 90
	Slide Number 91
	Slide Number 92
	Slide Number 93
	Display
	Native 
	Social - Meta
	Print – Groups & Meetings
	Print – Leisure
	Slide Number 99
	Digital Out Of Home (DOOH)
	Social - Pinterest
	VistaGraphics – February Email
	Print – 16 page insert to Guide
	Undertone – Rich Media
	Kargo – Rich Media
	SPRING Display
	SPRING Native 
	SPRING DOOH
	SPRING Social - Meta
	SPRING Social - Pinterest
	Slide Number 111
	Partner eNews Updated Template
	Pancake Trail / Festival Logo
	Slide Number 114
	Slide Number 115
	Samantha Brown’s Places to Love
	Fox5 & Good Morning Washington
	Slide Number 118
	Slide Number 119
	Slide Number 120
	Hoffman Media - Southern Lady & Victoria 
	Sales Collateral
	Hotel Images/Video 
	Pancake Trail
	Slide Number 125
	Spring Travel Report
	Slide Number 127
	Slide Number 128
	Slide Number 129
	Spring Travel Report
	Slide Number 131
	Slide Number 132
	Slide Number 133
	Slide Number 134
	Slide Number 135
	Next Meeting: May 20

