
Williamsburg

Tourism 

Council
BOARD MEETING

May 20, 2025



Today’s Agenda

I. Roll Call

II. Public Comment

III. Roundtable Discussion

IV. Approve Minutes

V. Chair Report

VI. Treasurer’s Report

I. Budget Presentation / Approval

VII. CEO Report

VIII. Guest Presenter

I. Miles Partnership

IX. New Business

X. Old Business

XI. Adjournment



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



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



Board Retreat Agenda

I. Welcome

II. Long Term Goal Setting 

III. Guest Speaker 

IV. Discussion Topics

I. New Product Development

II. Leveraging the 250th

Commemoration in the 

Historic Triangle



Treasurer’s Report













FY2026 Budget



Williamsburg Tourism Council
FY 2026 Budget Comparison

July 1, 2025 to June 30, 2026

FY 2025 FY 2025 FY 2025 FY 2026 Net
Budget Forecast Variance Budget Change % Chg

Revenue

Sales Tax 15,324,718 15,156,157 (168,561)     15,584,924    428,767       2.8%

Transient Tax 1,590,265 1,580,754 (9,511)          1,612,355      31,601         2.0%

Localities (MOE) 126,600 126,600 -               126,600          -               0.0%

Other Income (Interest) 116,136 204,840 88,704         129,047          (75,793)        -37.0%

Unrestricted Reserves 0 -               1,150,000      1,150,000   

Total Revenue 17,157,719 17,068,351 (89,368)        18,602,926    1,534,575   9.0%

Destination Marketing

Advertising: Leisure / General 11,673,700 11,523,591 150,109       11,539,082    15,491         0.1%

Advertising: Sports/Events 485,000 450,000 35,000         400,000          (50,000)        -11.1%

Advertising: 250 Commemoration 0 0 -               1,000,000      1,000,000   

Employee Expenses (Marketing) 661,580 548,056 113,524       683,899          135,843       24.8%

Total Destination Marketing 12,820,280 12,521,647 298,633       13,622,981    1,101,334   8.8%

Sales & Other Marketing

Group / MICE / International 727,000 719,313 7,687           883,879          164,566       22.9%

Group Incentives 200,000 111,500 88,500         200,000          88,500         79.4%

Sports 223,000 220,204 2,796           196,180          (24,024)        -10.9%

Sports Incentives 1,000,000 991,585 8,415           800,000          (191,585)     -19.3%

Events 0 0 -               250,000          250,000       

Employee Expenses (Sales) 692,151 620,467 71,684         1,119,139      498,672       80.4%

Total Sales & Other Marketing 2,842,151   2,663,069   179,082       3,449,198      786,129       29.5%

Administration

Employee Expenses (Operations) 851,253 936,426       (85,173)        929,683          (6,743)          -0.7%

Adminstrative Services 644,035 386,783       257,252       601,064          214,282       55.4%

Total Administration 1,495,288   1,323,208   172,080       1,530,747      207,539       15.7%

Total Expenses 17,157,719 16,507,924 649,795       18,602,926    2,095,002   12.7%

Net Position -               560,427       560,427       -                  (560,427)     -100.0%
FY2026 Budget



Williamsburg Tourism Council
Cash Position Forecast (Unrestricted)

July 1, 2025 to June 30, 2026

Bank Balance Forecast July 1 2025

Chesapeake Bank WTC Operating Acct 3,823,001

Chesapeake Bank WTC CD 750,000

Total Cash On Hand 4,573,001

Forecast Balance: July 1, 2025 4,573,001

Net Month Activity

Starting 

Cash 

Position

Month 

Forecast

Ending Cash 

Position

Jul-25 4,573,001 346,084 4,919,085

Aug-25 443,069 5,362,154

Sep-25 (25,282) 5,336,872

Oct-25 273,655 5,610,526

Nov-25 99,931 5,710,457

Dec-25 23,509 5,733,967

Jan-26 538,046 6,272,013

Feb-26 153,665 6,425,678

Mar-26 (622,389) 5,803,289

Apr-26 (223,363) 5,579,926

May-26 (240,132) 5,339,794

Jun-26 (766,793) 4,573,001

Change in Restricted Funds (750,000) 3,823,001

Balance June 30, 2026 4,573,001 (750,000) 3,823,001

FY2026 Budget



CEO Report



OUR TEAM



2025 vs. 2024 Performance: Demand (rooms sold)

Week Ending 2025 2024

1/4/2025 18,818 14,312

1/11/2025 11,998 14,080

1/18/2025 13,306 13,497

1/25/2025 14,022 14,471

2/1/2025 14,282 13,585

2/8/2025 14,727 14,048

2/22/2025 14,870 19,843

3/1/2025 18,132 19,682

3/8/2025 20,002 21,037

3/15/2025 22,442 23,512

3/22/2025 23,774 21,998

3/29/2025 23,984 26,920

4/5/2025 23,514 27,539

4/12/2025 23,055 22,646

4/19/2025 29,613 25,869

4/26/2025 26,606 24,554

5/3/2025 23,750 22,432

Historic Triangle Demand vs. LY

2024 Easter Holiday: March 31st

2025 Easter Holiday: April 20th

Month 2025 2024 Change % Change

January 58,144 56,360 1,784 3.2%

February 59,505 64,283 (4,778) -7.4%

March 108,334 113,149 (4,815) -4.3%

April 102,788 100,608 2,180 2.2%

May 23,750 22,432 1,318 5.9%

Easter/Spring Break 56,219 54,459 1,760 3.2%

2025 2024 Change % Change

SUMMARY: Historic Triangle Demand vs. LY

* March + April combined vs LY is -1.2%

YTD 352,521 356,832 4,311 -1.2%



2025 vs. 2024
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2025 vs. 2024 Performance vs. VA and vs. USA

Virginia

Total +

US

4.3 8.9 13.7 11.7 - 1.8 2.5

- 1.3 - 0.8 - 2.0 - 0.6 1.4 0.1

- 1.9 1.8 - 0.1 0.6 0.7 - 1.2



STATE OF THE AMERICAN TRAVELER









Recent Travel Headlines



SALES 



Sales Update



Sales Update Trade Shows Attended/Attending in Q2:

• 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 



Sales Update RECENT HIGHLIGHTS



SPORTS Upcoming Events 

• Summer Celebration May 14- 15th

• Williamsburg Invitational May 23rd-25th

• VA State Championship June 6- 8th

• Mid Atlantic Championship June 12- 15th

• All-American Soccer Series June 26- 29th

• All-American Flag Series June 26- 29th

• VA State Little League July 5- 9th

• War at Williamsburg July 10- 13th

• Virginia Cup August 30- 31st 

Total Projected Room Nights: 7,000



Economic Impact: Outdoors

34

Event  Nam e Event  Year Organizat ion Total Business Sales

Virg in ia State Cup  2025 2025 Trip le Crow n 1,585,696.32$                

Colonial Cup 2025 2025 Trip le Crow n 711,195.36$                     

Colonial Cup 2026 2026 Trip le Crow n 723,378.19$                  

Colonial Cup 2027 2027 Trip le Crow n 735,818.93$                  

Virg in ia State Cup  2026 2026 Trip le Crow n 1,612,949.74$                

Virg in ia State Cup  2027 2027 Trip le Crow n 1,640,777.69$               

Virg in ia State Cham pionships: Lit t le League Softball 20252025 Virg in ia Lit t le League 1,283,269.28$               

All-Am erican Series- Soccer Youth 2025 2025 Unrivaled Sports  971,148.72$                   

All-Am erican Series- Flag Football 2025 2025 Unrivaled Sports  971,148.72$                   

Mid-At lant ic Cham pionship 2025 2025 DC Fastp itch 2,323,399.97$               

VISSA State Golf Tournam ent  2025 VISSA 106,349.54$                  

USCAA Nat ional Golf Cham pionship 2026 2026 USCAA 375,988.55$                  

USCAA Nat ional Golf Cham pionship 2028 2028 USCAA 387,202.78$                 

Colonial Challenge 2025 2024 Capital Lacrosse 2,758,673.94$              

Sum m er Celebrat ion 2025 2025 Capital Lacrosse 2,406,780.17$              

ISCA Open W ater Fest ival at  Jam estow n Beach 20252025 ISCA 157,265.92$                   

Historic Triangle Show dow n 2026 2026 USA Tournam ent  Series (Baseball)1,599,026.93$               

Paddle Tap Tournam ent  2025 2025 Paddle Tap 366,084.23$                 

Spring Bloom  Adventure Race 2025 2025 Broad Run Off Road 664,285.50$                 

Mem orial Day Tournam ent  2025 2025 Tidew ater Sharks 3,694,124.34$               

Virg in ia Cup 2025 2025 Legacy Soccer Club 2,793,399.45$               

27,867,964.26$           $27,867,964.26



Economic Impact: Indoors

35

Event Name Event Year Organization Total Business Sales

Southern Volleyball 2027 2027 Southern Volleyball 2027$1,462,389.82

Hype Volleyball 2027 2027 Hype Volleyball 2027 $1,455,334.15

Phenom  Hoops W illiam sburg Series 20272027 Phenom  $5,033,727.27

Phenom  Hoops W illiam sburg Series 20282028 Phenom  $5,033,727.27

Phenom  Hoops W illiam sburg Series 20292029 Phenom  $5,121,335.88

Adidas Girls Circu it  2027 2027 3SSB $1,750,259.62

Adidas Girls Circu it  2028 2028 3SSB $1,779,902.69

3SSB Junior Open Gym 2027 3SSB $1,475,231.40

NTBA 2027 2027 NTBA $1,058,529.00

NTBA 2028 2028 NTBA $1,273,038.77

W e Build  You Play: January 2027 W e Build  You Play $1,164,266.76

Blue Silver Sports: Tournam ent  1 2027 Blue Silver Sports $2,395,423.00

Blue Silver Sports: Tournam ent  2 2027 Blue Silver Sports $1,446,747.00

Blue Silver Sports: Tournam ent  1 2028 Blue Silver Sports $2,454,233.00

Blue Silver Sports: Tournam ent  2 2028 Blue Silver Sports $2,438,409.00

Blue Silver Sports: Tournam ent  3 2028 Blue Silver Sports $2,454,233.00

Big Shots: Tournam ent  1 2027 Big Shots $1,242,940.00

Big Shots: Tournam ent  2 2027 Big Shots $1,221,446.00

Big Shots: Tournam ent  3 2027 Big Shots $1,229,359.00

$41,490,532.65$41,490,532.65



PUBLIC RELATIONS 



Public Relations RECENT HIGHLIGHTS

April 3, 2025

Reach: 3,721,579

April 3, 2025

Reach: 855,989

April 3, 2025

Reach: 11,195

https://www.cntraveler.com/gallery/where-to-go-for-memorial-day-weekend
https://mymodernmet.com/michelangelo-sistine-sketches-unseen/
https://mymodernmet.com/michelangelo-sistine-sketches-unseen/
https://www.cntraveler.com/gallery/where-to-go-for-memorial-day-weekend
https://enformeva.com/arts/williamsburg-springs-to-life/article_e588f9b7-423c-4663-a53a-6af255b1e1be.html
https://enformeva.com/arts/williamsburg-springs-to-life/article_e588f9b7-423c-4663-a53a-6af255b1e1be.html


Public Relations RECENT HIGHLIGHTS

April 4, 2025

Reach: 5,551

April 5, 2025

Reach: 10,424,795
April 26, 2025

Reach: 9,982,385

https://fineartconnoisseur.com/2025/04/michelangelo-drawings-2/
https://fineartconnoisseur.com/2025/04/michelangelo-drawings-2/
https://www.southernliving.com/williamsburg-virginia-11703946
https://www.southernliving.com/williamsburg-virginia-11703946
https://www.travelandleisure.com/oofos-oomy-zen-recovery-shoes-review-11722327
https://www.travelandleisure.com/oofos-oomy-zen-recovery-shoes-review-11722327


Public Relations RECENT HIGHLIGHTS

April 5, 2025

Reach: 407,552,631
April 29, 2025

Reach: 10,424,795

April 10, 2025

Reach: 893,572

https://www.southernliving.com/affordable-family-vacations-in-the-south-6533061
https://www.southernliving.com/affordable-family-vacations-in-the-south-6533061
https://www.washingtonian.com/2025/04/10/great-golf-destinations-an-easy-drive-from-dc/
https://www.washingtonian.com/2025/04/10/great-golf-destinations-an-easy-drive-from-dc/


Public Relations RECENT HIGHLIGHTS

Samantha Brown’s “Places To Love” Show Filming



Public Relations RECENT HIGHLIGHTS

Public Relations EVENT: “Williamsburg meets Williamsburg (NY)”



Public Relations RECENT HIGHLIGHTS

Highlighting things to do during Spring Break in the Historic Triangle

Christy Coleman Kevin Lembke Kidd O’Shea, Host



Public Relations RECENT HIGHLIGHTS

Selena Coles

Virgo Award for Best Comprehensive 

Advertising Campaign Over $1M 

• This award celebrates our partnership with the 

Greater Williamsburg Chamber of Commerce on 

the Historic Holiday Pass campaign. 



INFLUENCERS 



January – April  

Influencers
Diverse Creator Engagement: 4  influencer visits

 Representing family travel, food, regional exploration, and lifestyle:

Overview



Influencer PerformanceJanuary – April  

Influencers



EVENTS 



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

• Jamestown Beach - Acoustic Waves Festival (7/26)



VISITOR 

EXPERIENCE 



Integration



Integration



Integration



Integration

June 27-29



Attendees can earn glasses after checking into 3 of the locations.  





Miles Partnership
Neal Alfano

Danelle Amos 

Lauren Bourgoing



Board 

Presentation
MILES PARTNERSHIP

May 20, 2025



With You Today

Vice President

Lauren Bourgoing Danelle Amos

Vice President, Creative Services

Neal Alfano

Vice President, Media



Today’s Agenda

1. Miles Partnership Overview

2. 2025 Travel Trends

3. Media Overview

4. Bridge Campaign 

▪ Performance Highlights & Creative

5. New Campaign 

▪ Creative Direction



Miles Partnership 

Overview



OUR MISSION

We enrich lives through travel by positively impacting 

communities and travelers with audience-focused, results-driven 

solutions.



375+ tourism 
marketing 
Specialists.

ACCOUNT SERVICES APPROACH

Core 

Team

Web 
Development

Video & Film 
Production

Content 
Marketing

Print Publishing 
& Distribution

Email Marketing

Research & 
Analytics

Database 
Marketing



London-Based Integrated Communications & 

PR Agency

Miles Partnership

Companies

Leading Business Consulting Firm

Premiere Content Studio Independent Trading Desk

Destination Management Tool

Dedicated Division at Miles



100% 

Travel

375+ Marketing Experts 
with an average tenure of 

6.5 years

$200+ Million 

in Media Annually

150+ Tourism & 

Hospitality Brands

$35+ Million in Industry 

Participation

8-year Average Client 

Relationship

Miles by the

numbers



Each year, Miles invests 

over $500,000 in research

to understand the 

motivations of travelers, 

meeting planners, and 

sports event organizers

EXPERTISE

research

»



EXPERTISE

innovation

»

We’re driven to explore 

what’s next across 

strategy, technology, and 

media, helping 

destinations stay ahead of 

evolving traveler behavior 

and expectations



2025 Travel Trends



2025 Travel Trends

▪ Spontaneous staycations are on the rise with US 
Travelers.

▪ This summer, US guests are prioritizing “staycations”, 
with more searches for trips within 300 miles of their 
homes (road trips).

▪ 95% of travelers are planning at least as much travel 
this summer, if not more, compared to last summer.

▪ Sporting event and big-name concerts are at the top of 
people’s “reasons to travel list”, but they are also 
seeking out more low-key, immersive experiences such 
as off-the-beaten-path culinary adventures. 

▪ Travelers continue to prioritize meaningful experiences 
- investing in moments.



2025 Travel Trends

▪ International travel is on track to lose $12.5B in 
spending in 2025.

▪ In March, UK arrivals to the US were down nearly 
15% year over year, while Canada summer 
bookings are down by more than 20%.

▪ 90% of US travelers are actively looking for ways 
to cut back on their summer travel spending.

▪ Although International Travel is slowing, 69% of 
travelers are planning on traveling domestically.

▪ According to Tripadvisor, US travelers are planning 
on changing their summer travel plans due to 
macro-economic factors citing higher inflation as 
the top reason.



Media Overview



Paid Media Objectives and Goals

▪ Increase brand awareness of Williamsburg among new and repeat 

visitors. 

▪ Including extending stays and overnight visitation. 

▪ Position Williamsburg as a year-round destination for all travel 

intenders.

▪ Drive traffic to VisitWilliamsburg.com.

▪ Promote awareness and excitement for Williamsburg’s role in the 

America 250 happening between 2025 - 2026.



Paid Media 

Funnel

AWARENESS

▪ The beginning of the consumer journey 

in which the audience is introduced to 

your brand.

▪ Tactics/messaging are meant to inspire.

CONSIDERATION

▪ From Awareness, audiences move into 

the Consideration phase of their 

planning journey. This is where they 

begin to narrow down their choices. 

▪ Tactics/messaging are meant to inform.

ACTION

▪ The final step of the consumer journey 

in which the audience makes their 

decision on where to travel.

▪ Tactics/messaging are meant to drive 

some form of action, which can include 

booking a hotel, downloading a guide or 

signing up to receive an email.

Awareness

Consideration

Action



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



2026 Paid Media Spend

Vendor Overview



CAMPAIGN FLIGHTING

Bridge Campaign Always-On Social

Bridge Campaign OLV and 

CTV

FY26 Always-On Social

Bridge Campaign Always-On SEM

Bridge Campaign Programmatic Display 

and Native

Bridge Campaign Digital 

Partnerships

Bridge Campaign Digital OOH

FY26 Always-On SEM

FY26 Always-On Programmatic: CTV, OLV, Display, Native, Audio, DOOH 

FY26 Always-On Partnerships 

FY26 Spring/Summer Push Media



2026 

Vendor 

Overview

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



What is 

Programmatic?
A way to buy advertising using 
an automated technology 
infrastructure



DIRECT

How to Buy 

Digital 

Advertising

Manual

Work with Sales Rep

Insertion Orders

Fixed Pricing

More Expensive

More Publisher-focused

PROGRAMMATIC

Automated

Work in DSP

Real Time Bidding (usually)

Dynamic Pricing (usually)

More Cost-effective

More Audience-focused

vs



What does Programmatic 

Advertising look like?

Formats

▪ Display

▪ Native

▪ Video

▪ Interactive

Devices

▪ Mobile

▪ Desktop

▪ Tablet

▪ CTV

▪ DOOH



Bridge Campaign 

Performance & 

Creative



CAMPAIGN FLIGHTING

Bridge Campaign Always-On Social

Bridge Campaign OLV and 

CTV

Bridge Campaign Always-On SEM

Bridge Campaign Programmatic Display 

and Native

Bridge Campaign Digital 

Partnerships

Bridge Campaign Digital OOH

FY26 Campaign



Performance Overview
▪ January 6th, we launched our FY25 Bridge Campaign with more creative added beyond Evergreen:

▪ Spring Push (Mar-Apr)

▪ Book Now Widget (late-Apr launch)

▪ Juneteenth & Williamsburg Live/Summer Music (mid-May launch)

▪ Cool Summer Savings Pass (June launch) 

▪ In April and May we launched content partnership efforts with Atlas Obscura, Smithsonian and 

National Geographic.

▪ As a whole, our Bridge Campaign KPIs are performing above industry benchmarks and making 

notable increases MoM while decreasing costs.

Bridge Campaign 

100,000,000+
Impressions

290,000+
Clicks

480,000+
Conversions

including website engagement, visitor guide requests and time on site



Performance Overview

Bridge Campaign 

50% Increase
in Williamsburg’s market share of hotel bookings YoY 

after the first few weeks of the campaign.

Some notable standouts include:

Spring Hopper & Capital One placement

2.17%
Interaction Rate

Industry Benchmark: 1.5-2.5%

Undertone

14.88%
Engagement Rate

Industry Benchmark: 10-12%

Kargo

1.26%
Click-Through Rate

Industry Benchmark: 0.75%

Paid Media

2:02
Average time 

on content



Bridge Campaign

▪ Attribution tool tied to Digital Media

▪ Dates: 1/2/2025 - 4/13/2025

▪ Observed Visits: 14,136

▪ Takes at least 90 days for visitation to 

show up

▪ Top Performance by DMA:

▪ Baltimore

▪ Charlotte

▪ Greensboro

▪ Greenville

▪ Harrisburg

Tourism Economics Attribution



Display

Creative



Digital Out Of Home (DOOH)

Creative



Undertone – Rich Media

Creative

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

Creative

Scan for Demo



Hulu/Disney+ Premium Slate

Creative



Print – Leisure

Creative



Print – Groups & Meetings

Creative



Spring Push

Creative



Book Now - Promote New Widget

Creative



Juneteenth & Williamsburg Live

Special Events Creative



Cool Summer Savings Pass

Creative



New Campaign Creative Direction





Colors & Logos

New Campaign

Old Logo New Logo





FPO Creative (DOOH)

New Campaign



thank you!



Old & New Business



Next Meeting: July 15


