
Williamsburg Tourism Council
Tuesday, November 16, 2021



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

GWTCA-Business Council
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

Chris Smith, Ex Officio
Rita McClenny, Ex Officio



Public Comment

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



Sports Complex Briefing
Mayor Doug Pons, City of Williamsburg



Roundtable Discussion



Approve Minutes
September 21, 2021



Voting

James City County 
Colonial Williamsburg Foundation
City of Williamsburg 

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

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

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



Treasurer’s Report
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/CEO Report
Visit Williamsburg Program Updates

2022 Media Plan

Sales



Smith Travel Research Report: September 2021



Smith Travel Research Report: YTD 







September/October Adara Impact Performance

*Source: Adara Impact as of October 25, 2021

September bookings driven by advertising audience was down YOY
October is on pace to exceed October ‘19 and ‘20 (attribution window ends November 30)



FEB - APR

SPRING 
33%

MAY - JUL

SUMMER 
33%

AUG - OCT

FALL 
18%

NOV - DEC

HOLIDAY 
11%

JAN

JAN
5%

Campaign Overview

Always-on Approach Increased Spend to Capture 
Peak Demand Periods

Constantly Monitor and Adjust 
as Needed

Display Paid Social Paid Search Influencer Co-ops

2021 Strategy



Holiday Creative (Live November/December)



3X 
Visit Williamsburg display CTR (.26%)

vs. industry standard (.10%)

380,000+ 
Paid search impressions served

9.2% CTR vs. 2.4% industry benchmark

3.6-3.8% 
Booking conversion rate among those 

exposed to ads

2X 2019 rates

September/October Digital Advertising Performance

257MM+ 
impressions served across display 

and paid social

Decline in demand but engagement rates held steady and booking conversion rates 
were 2X 2019



Publisher Partnership: Conde Nast’s Bon Appétit

Highlighting the diverse food and beverage 
scene across the area through interviews 
and signature dish demonstrations. 

Photo/video shoot was held October 18-19.  

Launch scheduled for Q1 2022:
● Custom video and digital article on 

BonAppetit.com
● Social amplification across 

Conde Nast’s network and Visit 
Williamsburg’s channels



The WilliamsBLOG: September/October Performance

Sessions up

170% 
# of users up

47% 
New user sessions up

25% 

Compared to 2020:

1. Williamsburg’s Seasonal Splendor
2. Halloween Thrills and Chills in Williamsburg
3. Plan Your Fall Golf Trip in Williamsburg
4. 15 Ideas For a Long Weekend Getaway with Your Kids
5. The Most Instagrammable Dishes and Drinks in Williamsburg
6. Things to do this Fall
7. Koa and Lily Travel Back in Time

Avg. time on page up

4.3% 
Samples of Recently Published Content:

Content promotion channels:

https://www.visitwilliamsburg.com/blog/williamsburgs-seasonal-splendor
https://www.visitwilliamsburg.com/blog/halloween-thrills-and-chills-williamsburg
https://www.visitwilliamsburg.com/blog/plan-your-fall-golf-trip-williamsburg
https://www.visitwilliamsburg.com/blog/15-ideas-long-weekend-getaway-your-kids
https://www.visitwilliamsburg.com/blog/most-instagrammable-dishes-and-drinks-williamsburg-0
https://www.visitwilliamsburg.com/blog/things-do-fall
https://www.visitwilliamsburg.com/blog/koa-and-lily-travel-back-time


FAM Trips | September 1 – October 31, 2021

Media Hosted: 1 Partners Visited: 13

Market Article/Topic Destinations Media Participants
National Myscha Theriault: Virginia’s Yorktown 

blends charm, history in a relaxed 
atmosphere
• Rome News-Tribune
• Daily Item
• Union-Bulletin
• Daily Advent

York River Inn, Umi Sushi, Carrot Tree Kitchens, Water Street 
Grille, Yorktown Pub, Yorktown Ghost Walks, Mobjack Bay 
Coffee Roasters, Schooner Alliance, American Revolution 
Museum at Yorktown, The Watermen’s Museum, Copper Fox 
Distillery, 8 Shires Distillery, Casa Pearl

Myscha Theriault, Tribune News Service

The WilliamsBLOG Contributor
Ciara Johnson ~ Hey Ciara

Macro Influencer 
Julia Dzafic ~ Lemon Stripes

Influencers Hosted: 2

Participating Suppliers: 43

Topics:
Exploring Black History as a Solo Traveler

Mommy/Daughter Getaway

https://www.northwestgeorgianews.com/tribune/politics_and_government/mysha-theriault-virginia-s-yorktown-blends-charm-history-in-a-relaxed-atmosphere/article_194445ad-a9f0-52ca-9c15-2ff9c819ffbc.html
https://www.dailyitem.com/business/mysha-theriault-virginia-s-yorktown-blends-charm-history-in-a-relaxed-atmosphere/article_8f9ed6c2-fcd2-5156-becc-34df37623723.html
https://www.union-bulletin.com/mysha-theriault-virginia-s-yorktown-blends-charm-history-in-a-relaxed-atmosphere/article_3a36265d-1534-5978-be24-758810adeada.html
https://www.dailyadvent.com/news/8c4d6b83bfd20d341a5ebd058905f07e-Mysha-Theriault-Virginias-Yorktown-blends-charm-history-in-a-relaxed-atmosphere


September/October Influencer Marketing

Julia Dzafic, 126K followers

1M+ Impressions
75K+ Engagements

41+ Industry Partners Featured

Rachel Lipton, 
21.9K followers

Oneika Raymond, 
121K followers

● The Buffaloes’ (family bloggers) YouTube video went live in October
● Ciara Johnson (solo travel blogger) visited in September, with content coming soon across 

Instagram and The WilliamsBLOG
● Julia Dzafic’s (mom blogger) blog post on lemonstripes.com will go live this month
● The History Guy’s (history blogger) content is coming soon across YouTube and The WilliamsBLOG

https://www.instagram.com/lemonstripes/
https://www.instagram.com/liketheteaeats/
https://www.instagram.com/oneikatraveller/
https://www.youtube.com/watch?v=6DoiKZr0EHM&t=665s
https://www.instagram.com/hey_ciara/
https://www.instagram.com/lemonstripes/
https://www.youtube.com/channel/UC4sEmXUuWIFlxRIFBRV6VXQ


September/October Social Media Performance

Overall social media audience increased to 113,262 followers across all channels

306
Instagram followers

3,382 
Facebook followers

59 
Twitter followers



September/October Social Media - Top Instagram Posts

Engagement Rate: 8.4% Engagement Rate: 7.1%



September 1 – October 31, 2021

Key Media Placements | September 1 – October 31, 2021

Global Impressions

Placements

721.5 Million
22

“Have You Experienced the Magic of 
Williamsburg, Virginia at Christmas?”
-Marisa Spyker

“These Destinations Offer More Than 
History”
-Paula Aven-Galdych

*YoY 2020 – 1.7 Billion Impressions & 63 Placements 

“The Top 15 Cities in the United 
States”
-Tanvi Chheda

“Small Towns in the South for the Best Fall Color”
-Sucheta Rawal



Key Media Placements cont. | September 1 – October 31, 2021



Accolades| September 1 – October 31, 2021

Awards| September 1 – October 31, 2021

World’s Best Awards 2021 Readers’ Survey
“Top 15 Cities in the United States” category (#9)

Destination Marketing - Campaign - Advertising/Marketing 
GOLD—“Life. At Your Pace.”

Destinations - Overall - Blog 
SILVER—The WilliamsBLOG



Sales



Trade Shows, Events, Sites

DATE CONFERENCES, SITE VISITS, MEETINGS LOCATION

September 18 – 23, 2021 IPW Las Vegas, Nevada

September 25 – 29, 2021 Small Market Meetings Conference Cheyenne, Wyoming 

October 1, 2021 Virginia Youth Soccer Association Virtual Call

October 4, 2021 VTC – STS Domestic Showcase FAM Meeting Zoom Meeting

October 5, 2021 American Bus Association (ABA) Zoom Meeting

October 6-7, 2021 VSAE Fall Conference Richmond, Virginia

October 8, 2021 Legion of Valor Williamsburg, Virginia

October 8, 2021 National Softball Association Williamsburg, Virginia

October 12, 2021 Society of Government Meeting Professionals Williamsburg, Virginia

October 14, 2021 National Tour Association Zoom Meeting

October 28, 2021 War Memorial Hampton, Virginia

November 2 – 3, 2021 Site Visit with Eastern Diocese Holiness Convention Williamsburg, Virginia



Sales Leads: September/October

ISSUE DATE LEADS ROOMNIGHTS

September 16, 2021 Eastern Diocese Church of Christ Holiness U.S.A 137

September 16,2021 Eastern Diocese Church of Christ Holiness U.S.A 183

September 18, 2021 Legends Lacrosse 3,000

October 1, 2021 Strong Bonds 44

October 7, 2021 Turner Tank Association 80

October 13, 2021 Spann Family Reunion 70

October 14, 2021 Virginia Assisted Living Association 190

October 14, 2021 Virginia Trucking Association 160

October 14, 2021 Virginia Trucking Association 34

October 15, 2021 The Williamsburg Symphony Orchestra 48

October 15, 2021 The Williamsburg Symphony Orchestra 64

October 15, 2021 The Williamsburg Symphony Orchestra 80

October 15, 2021 The Williamsburg Symphony Orchestra 32



Sales Leads: September/October

LEADS ROOM NIGHTS

October 21, 2021 Notable Student Tours 100

October 28, 2021 American Institute of Building Design 127

October 28, 2021 Washtenaw County Veterans Association Reunion 150

November 2, 2021 FamilyLife 50

November 2, 2021 Informatica 40

Service Leads: September/October

SERVICES LEADS

October 7, 2021 A Hometown Bank Interactive Experience with costumed 
interpreters and lunch

October 25, 2021 Supreme Court of North Carolina Dinner

October 25, 2021 Supreme Court of North Carolina Dinner

October 25, 2021 Immanuel Baptist Church Day Trip Options



Confirmed Bookings

Arrival Date Definite Booking Property

October 6 - 8, 2021 CE Tours Embassy Suites 

April 22 - 24, 2022 Notable Student Tours Embassy Suites

April 25 - 27, 2022 Lake Lundgren Bible Camp Hampton Inn

August 13 - 16, 2023 2023 SEDC Annual Conference The Lodge

Williamsburg Named Host City for 2022 National 
Softball Association World Series (Class B and C)



DATE UPCOMING SHOWS LOCATION

November 8 – 11, 2021 Accent on the East Travel Network Myrtle Beach, SC

November 14 – 18, 2021 National Tour Association Travel Exchange
Virtual Attendance

November 28 – December 1, 2021 Connect Association Washington D.C.

December 2, 2021
Capital Region U.S.A.

**DMO Sponsoring Four Registrations**
Washington D.C.

January 8 – 11, 2022
American Bus Association

**DMO Sponsoring Registration and Booth**
Grapevine, Texas

February 11 – 14, 2022
Southeast Tourism Society

**DMO Sponsoring pre-show FAM**
Virginia Beach, VA

March 12 – 14, 2022
African American Travel Conference

**DMO Sponsoring Welcome Breakfast**
Topeka, Kansas

Future Trade Shows and Events



2022 Media Strategy



Awareness-
building

Bran
d

Purp
ose

Consumers spend a record high of 13+ hours a day with 
media, and over 60% in digital

OTT, digital video, and audio, across mobile usage are holding 
pandemic gains, while desktop/tablet will continue to stall  

Traditional TV will return to the pre-pandemic decline, but BBO 
will expand local options in local markets

Established social platforms are plateauing, while new formats 
are fueling overall social growth

OOH is seeing a shift in buying models

Digital audio overtook terrestrial radio finally, heavily driven by 
podcast growth

eComm platforms continue to expand and dominate

Digitization has accelerated as 
a result of the pandemic, with 
many gains here to stay, 
impacting media distribution.

Source: emarketer May 2021

Post COVID Habit Shift



Government pressure has extended 
Google’s cookie depreciation until 
late 2023.

2022 will be a transition time, with 
evolving vendor and attribution 
strategies to prepare for full cookie 
loss.

CURRENT EVOLVE/TEST FUTURE

IP Address (CTV)

Walled Gardens

Content Partners

Keyword
Platform Third-Party

● Behavioral
● Purchase Data
● Location
● App Data

Addressable

Rich Contextual
First-Party

● Publisher
● Retail 
● Data Supplier

Identity Solutions

Clean Rooms

CRM

Custom Segments

Cookie Depreciation



Continue emphasis on lower-funnel tactics to drive bookings goals, while expanding tactics to mid + 
upper-funnel to continue to bring in new audiences/keep brand top of mind as travel demand 
continues to grow

● Market evolution: With two years worth of campaign data, strategically flight markets in 
appropriate channels, using insights from all measurement partners. 

● Endemic refinement: In 2021, our strategy relied heavily on our travel endemics, which allowed 
us to test performance and new partners. 2022 is opportunity to refine our partners, and focus on 
partners we know work well based on proven performance. 

● Expand audiences: In 2022, we need to expand beyond travel shopper and our core audiences 
(Couples, Families, Active Matures) to drive additional results. Capturing new, upper-funnel 
audiences will require both new vendor and persona testing in order to engage new targets and 
nurture down the funnel to conversion.

Overarching Media Strategy



With the expected increase in demand moving 
into 2022, it is important to grow new audiences, 
while preparing for dramatic shifts in audiences 
with cookie depreciation.

2022 will continue to have emphasis on in-market 
audiences, while beginning to cultivate new 
audience sources and testing.

Travel Shoppers

Families

CouplesActive 
Mature

New Data Sources
Personas First-Party

Audience Segmentation



DISCOVERY

CONSIDERATION

ACTION

LINEAR TV CONNECTED 
TV INFLUENCER DIGITAL SOCIAL PPC

Focus on larger 
scale expansion 

markets by shifting 
into Spot TV for 

biggest 
opportunity to 

drive awareness

Keep remainder of 
Proven markets 

within Cable Prime

Shift focus to Prime 
dayparting only to 
heavy-up efforts in 

key expansion 
markets for highest 

viewing 
opportunities 

against audiences

Expand reach to 
upper-funnel 

audiences to help 
fuel low-funnel 

booking initiatives 

Test new partners to 
tap into new 

audiences and new 
measurement 
methodologies

Continued emphasis 
on micro, macro, 

mega approach to 
hone in on targeted 

audiences while 
casting broader 
awareness halo

Explore new 
partnerships to 

reach new 
audiences

Incorporate 
additional targeting 
strategies to ensure 

reach of net new 
audiences (LALs, 
retargeting, etc)

Top driver in overall 
front-end 

engagement 
metrics + total traffic 

to site

Protect the house 
on branded terms to 
convert low-hanging 

fruit

Drastically evolve 
non-brand initiatives 

to have larger 
presence with 

competitive 
shoppers 

OOH

Select High Impact 
units in key priority 

markets to gain 
greater visibility and 

supplement 
Broadcast

41% 7% 5% 6% 30% 6% 4%

Media Channel Evolution



-Paid 
Search

-Paid Social

-Blog 
Support

- Linear TV
- CTV
- Travel Endemics
- Streaming Audio
- Email
- Paid Search
- Paid Social
- Blog Campaign 
- Food+Bev Custom Content
- Influencer
- Misc. Print Renewals
- Co-op Program

- Linear TV
- CTV
- Travel Endemics
- Streaming Audio
- Email
- Paid Search
- Paid Social
- Blog Campaign 
- Food+Bev Custom Content
- Influencer
- Co-op Program

- Linear TV (Aug only)
- CTV (Aug only)
- Travel Endemics
- Streaming Audio
- Email
- Paid Search
- Paid Social
- Blog Campaign
- Influencer
- Co-op Program

- Travel Endemics
- Streaming Audio
- Paid Search
- Paid Social
- Blog Campaign
- Influencer
- Co-op Program

FEB - APR

CHANNELS
/TACTICS

FLIGHT
SPRING 

45%

MAY - JUL

SUMMER 

AUG - OCT

FALL 

NOV - DEC

HOLIDAY 

20% 19% 15%SEASONAL 
SUPPORT 

%

JAN

1%

JAN

Flighting Strategy



Approach:

Allows Visit Williamsburg to keep the same 
digital coverage while expanding our broadcast 
buy into key expansion markets: 
● Traditional TV in: Cleveland, Philly, 

Baltimore, New York, Boston for 16-weeks
● Cable TV in remaining markets for 16-

weeks
● Includes OOH in key expansion markets to 

align with traditional TV
● Digital vendors remain the same with the 

addition of test partners

Total Budget: $11,000,000

Annual Budget



Approach:

TV:
- Traditional broadcast in: Cleveland, Columbus, Philly, 

Baltimore, NY, Boston
- Cable in: Charlotte, Raleigh-Durham, Charlottesville, 

Harrisonburg, Roanoke, Salisbury, Greenville-New Bern  
- Removed Washington DC from TV markets

OOH:
- Includes OOH in: Cleveland, Washington DC, Philly, 

Baltimore, New York, Boston

Digital Media:
- Majority of display vendors remain the same. 
- Adds in additional test partners: Epsilon, PushSpring/T-

Mobile, etc. 
- Lowers budget to help bring in increased paid social/CTV 

budget.

Paid Social: 
- Budget increases to include Facebook/Instagram, TikTok, 

and YouTube

Misc. Commitments: 
- Misc. Commitments does not include East Coast Gateway 

Center

Channel/Product 2022 Budget 2021 Budget
YoY % 

Change

Linear TV $3,862,226.00 $2,873,552.00 +34%

CTV $700,000.00 $350,000.00 +100%

Out of Home $500,000.00 $0.00 -

Digital Media $2,970,857.00 $3,168,540.00 -6%

Content Partnerships $340,000.00 $340,000.00 0%

Paid Search $385,000.00 $375,000.00 +3%

Paid Social $550,000.00 $385,000.00 +43%

Blog Support $400,000.00 $403,634.00 -1%

Influencer $600,000.00 $600,000.00 0%

Misc. Commitments $196,917.00 $208,453.00 -6%

Co-Op Program $500,000.00 $331,353.00 +51%

Measurement Renewals $45,000.00 $45,000.00 0%

Test & Learn Budget $150,000.00 $0.00 -

$11,200,000.00 $9,080,532.00 +23%

Budget Details



Channel 2021 Learnings 2022 Evolution

Linear TV
- Strategy focused on Cable-only in select markets, but 

there’s room to grow 
- Capitalize investment on key expansion markets with 

largest scale to create awareness halo during a highly 
competitive year

Out of 
Home

- n/a - Incorporate strategic  OOH in key expansion markets to 
continue to drive awareness

CTV

- Drove incremental reach targeted to core TV markets - Tap into new data sources to reach net new audiences 
at scale

- Refine targeting to only premium, Prime CTV inventory 
for highest viewing results against expansion markets

Travel 
Endemics

- Sojern outperformed Adara from a volume and 
efficiency standpoint

- Tripadvisor has a place given historical volume of 
bookings/booking engine, with opportunity to 
reevaluate budget allocations

- Replace support from Adara with Sojern
- Pull back spend with Tripadvisor to introduce new test 

partners 

Paid 
Social

- Video was our strongest performing creative
- Used solely as a prospecting tool

- Incorporate new audience targeting tactics to nurture a 
full-funnel approach within new video platforms

2022 Channel Evolution



Channel 2021 Learnings 2022 Evolution

Streaming 
Audio

- Mobile Interstitial units carried performance and also 
contributed the highest volume of arrivals. 

- Shift budget used against audio/video placements to 
test Podcasts & Sponsored Stations

Paid 
Search

- Brand campaigns continue to perform with CTR and 
volume of impressions

- Competitive test campaigns generated significant 
traffic, but CTRs were lower than the brand campaign

- Opportunities to incorporate new campaigns by 
specific events and activities to draw attraction from 
certain audience segments seasonally

- Capitalize on areas that worked well for 2021 non-brand 
campaign, keeping targeting local to help with low-
funnel decision making

Email - Vistagraphics continued to outperform test partners 
in 2021 in terms of volume and open rate

- Added support in NY + Boston to increase scale

Influencer

- Mega influencers are vital with broader appeal; but 
supplementing with subject matters/micro-
influencers allows added benefit for content creation 
that can be repurposed

- Continue to work with partners across the spectrum of 
influence

- Explore new creator partnerships

2022 Channel Evolution



Old & New Business



Closed Session
Pursuant to Va. Code Section 2.2-3711(A)(1) to discuss personnel matters.



Voting

James City County 
Colonial Williamsburg Foundation
City of Williamsburg 

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

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

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



Return from Closed Session
We hereby certify that to the best of our knowledge, (1) only public business 
matters lawfully exempted from open meeting requirements under the Freedom 
of Information Act, and (2) only such public business matters as were identified 
in the motion by which closed the meeting was convened, were heard, 
discussed, or considered by this body in the closed meeting just concluded.



Voting

James City County 
Colonial Williamsburg Foundation
City of Williamsburg 

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

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

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



Adjourn
Next Meeting: January 18, 2022


