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Roll Call

James City County 
Colonial Williamsburg Foundation
City of Williamsburg 

Busch Gardens
Hotel/Motel Association 
Jamestown Rediscovery 
Jamestown/Yorktown Foundation
Restaurant Association 
York County

Greater Williamsburg CoC
Virginia Tourism Corporation

Ruth Larson, Chair 
Cliff Fleet, Vice Chair
Doug Pons, Treasurer

Kevin Lembke 
Neal Chalkley
James Horn 
Christy Coleman 
Mickey Chohany
Chad Green

Mike Rock, Ex Officio
Rita McClenny, Ex Officio



Public Comment

• Limit to three minutes
• State name and address
• No Q & A



MMGY Global Briefing
Clayton Reid, CEO
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#1 
IMPORTANT MACRO CONDITIONS















3% - October ‘22

American Household Savings
Now Lowest Since 2008

33% - April ‘20

US BUREAU OF ECONOMIC ANALYSIS









#2 
WILL TRAVEL CONDITIONS BOOM OR 
BUST? YES!



FEAR UNDERSTANDING ACTION
RATIONAL
BEHAVIOR
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U.S. Leisure Travel Will Decline Over Next 12 Months



KEY 
INSIGHT #



2/3 of travelers who did not fly the last six months plan to 
book a flight in the next six months

Is Air Travel Really Back?

Atmosphere



30% of travelers who experienced a flight cancellation or 
lost luggage in Summer ’22 will not fly for their next 
vacation

Experience Matters

Mitto



-25% Passenger satisfaction in airport and flight 
experience, to the lowest level recorded

Experience Matters

JD Power



ROUTE MAPS
ARE CHANGING







RESEARCH CREATE DEPLOY MEASURE





71% Of people are still placing importance on taking vacation 
days over the next 12 months
(VS 81% IN AUGUST)

Relative Demand Still Strong

MMGY Travel Intelligence



83% of workers WANT to take a business trip in the 
next 3 months

Source: NBTA

Commercial Demand 
Still Strengthening



Of workers WANT to take a business trip
in the next 3 months

Demand Is Surging

NBTA

83%



57% Of travelers will take a flight during the holiday season
(VS 35% IN 2019)

Short-Term Demand Stronger

AAA



#3 
HOW ARE CONSUMER BEHAVIORS 
CHANGING?



1CONTROL
Financial insecurity, adjustment to 
post-pandemic life and widespread 
misinformation leave consumers 
grasping for a sense of control. 
Brands can leverage the pillars of 
value to center the client and 
create tailored experiences.

2RELIABILITY
Consumers don’t ask for much. 
Becoming the favorite in a sea of 
sameness is pretty uncommon, but if 
you do your job well and meet 
expectations, being the favorite 
could be easier than it seems.

3 LEADERSHIP
Consumers are looking to brands for 
societal leadership. This can be a 
heavy burden … or an opportunity to 
build equity and loyalty.





+26%
Growth vs. 2019

Rate Was The Driver 
in 2022

STR
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Index 3: Perceived Affordability of Travel



+220 Travel Index of Households with $250k HHI vs 
overall market

Affluent Travelers Will Dominate in 2023

MMGY Travel Intelligence
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WHILE DEMAND FOR US CITY 
DESTINATIONS IS RETURNING

+12% Q3 sentiment increase for 
city experiences

MMGY Travel Intelligence





66%
Of Americans said that they feel encouraged to 
explore new destinations while working from 

home.

34%
Of Americans said they have extended a trip 

because they now have freedom to work from 
home.



66%
Of Americans said that they feel encouraged to 
explore new destinations while working from 

home.

34%
Of Americans said they have extended a trip 

because they now have freedom to work from 
home.

25%
2019

34%
Q3 2022















24% Of Americans now identify as 
having a disability

Accessibility

Accessio



50% Faster growth rate than 
conventional travel

Wellness Travel

Global Wellness Institute



50 Faster growth rate than 
conventional travel

Wellness Travel

Global Wellness Institute



#4 
HOW ARE INFLUENCES CHANGING 
CONSUMERS?



PLAN BUY

PURCHASE

CONSUMER





BOOKING WINDOWS LENGTHENING

+60% Q1-O-Q Growth for 90-180 
Day Planning



CANCELATION/REBOOKING RATES

+31% 2022 VS 2019

AMADEUS





1 in 5
Travelers use Tripadvisor or Airbnb as search 

engines for local activities

20%
Shift from branded to 

unbranded search terms on Google

A Shift 
In The se of 
Aggregators

Phocuswire
MMGY Travel Intelligence



1 in 5
Travelers use Tripadvisor or Airbnb as search 

engines for local activities

20%
Shift from branded to 

unbranded search terms on Google

A Shift 
In The se of 
Aggregators

Phocuswire
MMGY Travel Intelligence









#5 
WHERE MIGHT LURK THE 
NEXT DISRUPTIONS?











ED BASTIAN
DELTA AIRLINES





SUSTAINABILITY MATTERS

Of travelers will focus more on the 
environmental impact of travel 48%



We Want You To

A S  T R U S T  I N  G O V E R N M E N T  A N D  

M E D I A  D E C L I N E S ,  B U S I N E S S E S  A R E  I N C R E A S I N G L Y  

P R E S S U R E D  T O  S E R V E  

A S  A  U N I F Y I N G  F O R C E  I N  S O C I E T Y.

LEAD





Yet, Just 1 in 5 Travelers Is Willing to Pay a Nominal Fee That Increases 
The Cost of Lodging or Restaurants

42%

36%

30%
25%

20% 21% 20% 19%

  Visit destinations in the
off-season to reduce

overcrowding

  Use less single-use
plastics while traveling

  Drive rather than fly to
my destination

  Book trips with
environmentally friendly

hotels and tour
companies

  Rent bicycles or walk
more instead of taking

automobile
transportation

Pay a $5 per night hotel
fee to fund

environmental and
sustainability programs

in the destination

  Pay a 1% restaurant tax
to help fund

environmental and
sustainability programs

in the destination

None of the above

Actions Willing to Take to Reduce Impact on Environment

Base: Active leisure travelers (n=3,985)
Source: MMGY Global’s 2022 Portrait of American Travelers® “Spring Edition”



`

NFTs are not about digital tiaras

This is an economic environment that affects service and labor conditions more than 
travel demand

Leisure will normalize, be disproportionally via car and move back to cities as well as into a 
domestic balance

Affluent, older and WFH-flex segments will over index for leisure experiences

Commercial travel intent is growing more quickly than many suggest

Intermediary influence is as crucial as ever but is shifting



$8.8 Trillion
WTTC



$13.1
TRILLION

WTTC



THANK YOU Clayton Reid
CEO, MMGY Global
@claytonreid



Roundtable Discussion



Approve Minutes
September 20, 2022



Voting

James City County 
City of Williamsburg 

Busch Gardens
Hotel/Motel Association 
Jamestown Rediscovery 
Restaurant Association 
York County 

Ruth Larson, Chair 
Doug Pons, Treasurer

Kevin Lembke
Neal Chalkley
James Horn 
Mickey Chohany
Chad Green



Product Development Fund Transfer Request
Andrew Trivette, City Manager, Williamsburg



Voting

James City County 
City of Williamsburg 

Busch Gardens
Hotel/Motel Association 
Jamestown Rediscovery 
Restaurant Association 
York County 

Ruth Larson, Chair 
Doug Pons, Treasurer

Kevin Lembke
Neal Chalkley
James Horn 
Mickey Chohany
Chad Green



Treasurer’s Report
Financials
• Revenue/Expenses
• Cash on Hand
• Tax Revenue



September Revenue/Expenses

Source: York County, Office of the Commissioner and Revenue and VA Department of Taxation



FYTD Revenue/Expenses

Source: York County, Office of the Commissioner and Revenue and VA Department of Taxation



September Cash on Hand



*Source: York County, Office of the Commissioner of Revenue

Sales Tax



*Source: York County, Office of the Commissioner of Revenue

Transient Tax



Executive Director and CEO Report
Key Performance Indicators

Marketing/Public Relations/Sales



STR: Occupancy



STR: Average Daily Rate



STR: Revenue



STR: CYTD Comparison to 2019



*Source: Near (geolocation) 9/1/2022-9/30/2022, percent of total visitor devices observed in Williamsburg

In-State vs. Out-of-State Visitation

Long Day Trip, 
13.9%

September 2021 September 2019 

Out-of-State In-State

September 2022 



*Source: Near (geolocation) 9/1/2022-9/30/2022

September 2022 Top Origin Markets



Average Visitor Spend in Historic Triangle vs. Zartico Average

*Source: Affinity and Zartico. Average visitor spending is calculated as total visitor spending divided by visitor cardholder count.  The blue bar is 
Williamsburg data, where the green is the average of all Zartico’s 180+ partners. 

Williamsburg’s average visitor spend is consistently above Zartico’s average. 



Marketing



2022 Campaign Overview



● Harrisburg-Lancaster-
Lebanon-York, PA

● Greensboro-High Point-
Winston Salem, NC

● Florence-Myrtle Beach, SC

● Washington, DC (Hagerstown)
● Charlotte, NC
● Philadelphia, PA
● Baltimore, MD
● Raleigh-Durham, NC
● Charlottesville, VA
● Harrisonburg, VA
● Roanoke-Lynchburg, VA
● Salisbury, MD
● Greenville-New Bern-

Washington NC

● Johnstown-Altoona-State 
College, PA

● Pittsburgh, PA
● Wilkes Barre-Scranton, PA
● Knoxville, TN

EXPANSION in 2020/21Short Drive + Established Success/
Heaviest Volume

Longer Drive + Past Success

Short Drive + Established Success/
Lighter Volume

● Cleveland, OH
● Columbus, OH
● New York, NY

Geographic Targeting

LAUNCHED in 2022

● Boston, MA



With increased demand moving into 2022, 
Visit Williamsburg grew new audiences, 
continued to place emphasis on travel 
shoppers, and prepared for dramatic shifts in 
audiences with cookie depreciation.

Travel Shoppers

Families

CouplesActive 
Mature

New Data Sources
Personas First-Party

Audience Segmentation



Holiday Advertising: Sample Digital Creative



Holiday Advertising: Sample Digital Creative



September/October: Digital Advertising Performance



visitwilliamsburg.com Performance

vs. 2019

NY 486%

BOS 333%

BAL 104%

CLE 472%

PHL 51%

YTD page views in expansion markets are showing 
significant performance gains vs. YTD 2019.

Advertising halo effect:
Organic traffic from these markets 

is up 45% vs. 2019.

Users showing intent:
Most visited pages include attractions, 

lodging, and restaurants.



visitwilliamsburg.com Performance



September/October: The WilliamsBLOG Performance

80K
Sessions

27%
YOY

89%
New Visitors



September/October: Social Media Performance



Instagram: Mega Influencers



September/October: Familiarization Tours



Instagram: Macro/Micro Influencers



2023 Media Strategy



2023 optimization will provide greater emphasis on key KPIs of bookings and site traffic.

● Market Evolution: Lean into core historic markets with greater visibility in broadcast, strengthen 
recent expansion markets, and integrate digitally into new test market

● Endemic Lean In: Increase lower-funnel booking support by bringing in new travel endemics partners 
for increased visibility among our audiences

● KPI Refinement: Continue to test opportunities to own more site traffic by directing greater volume of 
traffic to Visit Williamsburg versus partner sites

● Cookieless Expansion: Integrate more platforms and partners to continue to evolve programs away 
from cookie reliance

MEDIA STRATEGY



2023 EVOLUTION 

LINEAR/TV OOH TRAVEL ENDEMIC

Prioritize Elevate all markets to linear broadcast, 
targeting more visible news dayparts locally. 

Cable will be used as needed throughout, 
but no longer “cable only” markets

Custom interactive installations in key 
priority expansion markets for both visibility 
and awareness.

Endemics overall will take a heightened 
role in 2023 to lean into bookings amid 
economic uncertainty. 

Increase endemic commitments by 33% 
over 2022

Integrate Include rotation of :30 units in linear TV in 
select, newer markets needing additional 
support to fully establish

Lean into increased premium and creative 
data opportunities in CTV

More streamlined approach to executions 
across all markets for continuity

More OTA partners for greater reach into 
lower funnel support and new in-market 
audiences.

Test Adara as a media partner to help 
improve volume of bookings.

Continue Flighted strategy to extend campaign 
duration across all markets

CTV use throughout for prime time TV 
coverage against all audiences. 

Baseline OOH awareness levels through 
traditional and digital OOH channels for 
support in established markets

Lean on investments with core partners -
TA and Sojern - as lead performance 
generators.  



2023 EVOLUTION 

AUDIO NON-ENDEMIC DIGITAL EMAIL

Prioritize Host-read podcast opportunities for 
authenticity and reach 

Select High-Impact sponsorships for awareness 
and site traffic 

Higher frequency deployment to harness 
significant impact on site traffic and 
performance

Integrate Dynamic audio triggers for custom 
creative

Contextual targeting segments to deeper 
audience exposure 

Reach segmented groups (golf, f&b, etc) with 
relevancy - and protect against cookie 
depreciation  

Greater opportunities to continue to 
build WTC database through direct sign 
ups

Continue Mobile interstitial unit for greatest site 
traffic impact

Baseline OOH awareness levels through 
traditional and digital OOH channels for 
support in established markets

Use as a prospecting tool across broader 
audience mix, to bring higher funnel 
audiences in



2023 EVOLUTION 
INFLUENCER PAID SOCIAL NATIVE

Prioritize Short-form video content

Interest-based content

Authentic storytelling 

Larger full funnel experience to social 
channels, beyond core KPIs and audiences

A heavier lean into TikTok

Aggressive traffic-driving strategies to 
support volume

Integrate Leverage influencer-generated assets for 
paid media

Utilize learnings from top performing blog 
and social content to inform influencer-
related trip themes

Activate influencer partners  from key paid 

More opportunities for synergy and testing 
between organic content and paid support

Additional testing to focus on benchmarks

Additional video assets into TikTok, beyond 
influencer boosting only

Investigation over campaign of potential 
shifts and testing of next action steps for 
additional KPIs - particularly towards mid-
point of year

Continue Tap into the audience and reach of macro 
and mega influencers

Capitalize on the viral nature of TikTok and 
creator collaborations on the app

Leverage  the credibility of subject matter 
experts to create blog content

Support for “mainstream” creative, 
particularly video, as wide distribution 
channels

First half focus on site traffic support, as 
counterpoint to endemic shifts to CPB



MARKET STRATEGY

Maximize potential of 

strongest organic markets

Top 10 organic  

SATURATE INFLUENCE ELEVATE ESTABLISH

Washington DC

New York

Baltimore

Raleigh-Durham

Continue to impact 

markets influenced by paid 

support 

Pushed to top 10 via paid 

efforts

Philadelphia

Harrisburg, PA

Pittsburgh

Charlotte

Boston

Raise profile in smaller 

heritage markets 

Charlottesville

Salisbury

Roanoke

Greenville-New Bern

Allow more development 

time for new 2022 

markets 

Begin testing one new 

market digitally

Cleveland

Columbus

Atlanta 

(digital-only)

MAINTAIN

Heritage coverage in local 

feeder markets via digital

Harrisonburg, VA

Greensboro-High Point -

Winston Salem, NC

Florence-Myrtle Beach, SC

Johnstown-Altoona-

State College, PA

Wilkes-Barre, PA

Knoxville, TN



AUDIENCE EVOLUTION

Couples

Travel Shoppers

Families

Active 
Mature

New Data Sources

Personas First-Party

Couples

Travel Shoppers

Families

Active 
Mature

New Data Sources

Personas

First-Party

Couples

2022 2023



FLIGHTING STRATEGY

FEB - APR

SPRING 

45%

MAY - JUL

SUMMER 

AUG - OCT

FALL 

NOV - DEC

HOLIDAY 

20% 19% 15%BUDGET

*Budgets/timelines provided are rough estimates and subject to fluctuations based on inventory availability and final buy details

JAN

1%

JAN

2023

JAN - APR 

WINTER & SPRING 

55%

MAY - JUL 

SUMMER 

AUG - OCT 

FALL 

NOV - DEC 

HOLIDAY 

20% 15% 10%BUDGET

2022



*Budgets/timelines provided are rough estimates and subject to fluctuations based on inventory availability and final buy details

CHANNEL STRATEGY: 2023

CONTENT PARTNERSHIP 

TV 

OOH

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

CTV

PAID SEARCH

PAID SOCIAL

BLOG SUPPORT

DIGITAL MEDIA

INFLUENCERS

39%

11%

3%

4%

26%

3%

3%

4%

6%



BUDGET
Linear TV: Accommodates additional markets and :30s 
● Linear broadcast: Washington DC, New York, Baltimore, 

Raleigh-Durham, Philadelphia, Harrisonburg, Pittsburgh, 
Boston, Charlotte, Cleveland, Columbus, Charlottesville, 
Roanoke, Salisbury, Greenville-New Bern

● Integrate :30s into expansion markets - Boston, Cleveland 
and Columbus (50/50 blended rotation)

CTV: More premium inventory during prime time
● Direct buy with Roku during prime time hours only
● Data-Driven Creative test with Tremor 

OOH: Utilizes “custom” interactive executions
● Primary: New York, Philadelphia, Boston
● Support: Washington DC, Baltimore, Cleveland 

Digital Media: Integrates new partners, greater coverage of 
travel endemics 
● Test partners

○ Priceline (Travel Endemic)
○ GumGum (High Impact)
○ StackAdapt (Contextual)
○ Smartless (Podcast)

CHANNEL 2023 PROPOSED BUDGET 2022 BUDGET % OF TOTAL 
2023 BUDGET

% VARIANCE YoY

Linear TV $5,289,574 $4,816,005 39% 10%

CTV $750,000 $700,000 6% 7%

Out of Home $1,450,000 $1,423,900 11% 2%

Digital Media $3,525,000 $3,417,857 26% 3%

Content Partnerships $340,000 $340,000 3% 0%

Paid Search $415,000 $415,000 3% 0%

Paid Social $587,500 $587,500 4% 0%

Blog Support $400,000 $400,000 3% 0%

Influencer $600,000 $600,000 4% 0%

Co-Op Program $110,000 $110,000 1% 0%

Annual Renewals $120,000 $120,000 0.88% 0%

TOTAL $13,587,074 $12,930,262 100% 5%



Public Relations



September/October: Earned Media

Global Impressions

Placements
18



September/October: Earned Media



September/October: Accolades

2022 READERS’ CHOICE AWARD
Best CVB/DMO

TWO GOLD
Blog and Television Commercial

&

TWO SILVER
Social Media and Advertising/Marketing Campaign



Sales



September/October: Shows and Events

DATE UPCOMING SHOWS LOCATION

October 2 - 4, 2022 Small Market Meetings Conference Wichita, Kansas

October 9 - 12 Capital Region USA Global Market Exchange Washington, DC

October 24 – 27, 2022 TEAMS Oklahoma City, OK



September/October: New Business Leads

ISSUE DATE LEADS ROOM NIGHTS

9/7/2022 Grand Classroom – Providence Academy 30

9/15/2022 American Edventures – AE 173 36

9/15/2022 American Edventures – AE 141 50

9/22/2022 Virginia Air National Guard – Yellow Ribbon 60

9/29/2022 Rush Family Reunion 40

10/5/2022 Virginia Polytechnic Institute and State University 115

10/12/2022 Wood Family Reunion 75

10/12/2022 Carolina Cotton Growers Cooperative 235

10/19/2022 National Baptist Deacons Convention 1000

10/19/2022 Society of Lake Management Professionals 255

10/19/2022 International Jugglers’ Association 960

10/19/2022 International Jugglers’ Association 960

10/19/2022 Brooklyn Latin School 82



September/October: New Business Leads

ISSUE DATE LEADS ROOM NIGHTS

10/20/2022 William Diamond Junior Fife & Drum Corps 90

10/25/2022 Fullington Trailways 64

10/27/2022 Integrated Agribusiness Professionals 235

10/27/2022 Living Church of God, Inc. 140

11/03/2022 Macon County Farm Bureau 60

SERVICES LEADS

10/12/2022 Viajes A + Guide Service

10/12/2022 Viajes A + Meals

10/27/2022 Old Dominion SGMP Entertainment

10/27/2022 Virginia Polytechnic Institute and State University Attractions

September/October: Service Leads



September/October: Definite Bookings

Arrival Date Definite Booking Property Room Nights

10/18/2022 Viajes A+ Educational Tours The Woodlands 112

10/23/2022 Legacy Tour and Travel The Woodlands 100

11/29/2022 Wendt Tours The Woodlands 108

07/06/2023 Firecracker Sports Great Wolf Lodge 200

06/25/2023 Virginia State Courts Holiday Inn & Suites 125



Upcoming Shows and Events

DATE UPCOMING SHOWS LOCATION

11/13-17/2022 National Tour Association Travel Exchange Reno, Nevada

11/27-30/2022 Travel South International Louisville, Kentucky

1/16-20/2023 SYTA Summit Anaheim, California

1/24-26/2023 RCMA EMerge Chattanooga, Tennessee



Old & New Business



Adjourn
Next Meeting: January 17, 2023


