
Williamsburg Tourism Council
Monday, November 20, 2023



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
Jim Horn
Christy Coleman 
Mickey Chohany
Chad Green

Ben Ellington, Ex Officio
Rita McClenny, Ex Officio



Public Comment

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



Virginia Tourism Corporation (VTC) Briefing
Rita McClenny, President and CEO



VTC Research Briefing
Dan Roberts, Vice President of Research and Strategy



HISTORIC TRIANGLE 
2022 ECONOMIC IMPACT

NOVEMBER 2023
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SUMMARY & AGENDA
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o 2022 Economic Impact Results 

o Virginia has Crossed $30 Billion in Visitor Spending for the First Time

o Visitor Spending in the Historic Triangle Has Grown Beyond 2019 Levels 

by 4%

o We Are Still Recovering

o Visitor’s Contribution to Tax Revenue & Jobs

o Quick Methodology Explainer



VISITOR SPENDING REACHED $30.3 BILLION IN VIRGINIA IN 2022 – ECLIPSING 
$30 BILLION FOR THE FIRST TIME
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Year
Annual Visitor 

Spending 
(Billions)

Level vs 2019

2019 $29.1 -
2020 $17.5 -39.7%
2021 $25.2 -13.2%

2022 $30.3 +4%

Source: Tourism Economics – Annual Impact of Visitors in Virginia Report, Prepared for VTC
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STATEWIDE OVERNIGHT VISITOR VOLUME GREW NICELY IN 2022, BUT IS STILL 
SLIGHTLY OFF 2019 LEVELS 
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Year Annual Visitors 
(Millions) Level vs 2019

2019 43.7 -
2020 29.3 -33.0%
2021 38.3 -12.4%

2022 42.2 -3.4%

Source: Longwoods  International – Travel USA Program for 2022
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VISITOR SPENDING ACROSS THE HISTORIC TRIANGLE IS NOW 4.0% ABOVE 2019 
LEVELS
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Year
James 

City
($Mil)

Williamsburg
($Mil)

York
($Mil)

Total
($Bil)

2019 $519 $446 $281 $1.2

2020 $335 $228 $166 $0.7

2021 $522 $360 $265 $1.1

2022 $562 $443 $292 $1.3

2022 vs 
2021 7.7% 23.0% 10.3% 13.1%

2022 vs 
2019 7.7% -0.7% 3.9% 4.0%

Source: Tourism Economics – Annual Impact of Visitors in Virginia Report, Prepared for VTC
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Direct Visitor 
Spending 

 $1.3 Billion

Lodging: 
$353M
27.2%

Retail: 
$189M
14.6%

Recreation: 
$318M
24.5%

Transport: 
$116M
8.9%

Food and 
Beverage: 

$321M
 24.7%

LODGING, FOOD AND BEVERAGE, AND RECREATION ARE THE LARGEST 
CONTRIBUTORS TO VISITOR SPENDING IN THE TRIANGLE

Source: Tourism Economics – Annual Impact of Visitors in Virginia Report, Prepared for VTC



THERE ARE STILL OVER 2,700 JOBS NEEDED TO GET BACK TO 2019 EMPLOYMENT 
LEVELS IN THE TRIANGLE – AS OF END OF 2022
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Year James City Williamsburg York Total

2019 6,101 4,231 2,183 12,515

2020 3,948 2,358 1,479 7,785

2021 4,619 2,667 1,659 8,945

2022 4,947 3,019 1,814 9,780

% Recovered 81% 71% 83% 78%

Actual Jobs 
Gap -1,154 -1,212 -369 -2,735



THE REGION IS STILL RECOVERING TOTAL LEISURE & HOSPITALITY JOBS THIS 
INCLUDES LOCAL DEMAND

8Source: US Bureau of Labor Statistics
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CALCULATING EMPLOYMENT, TAXES, AND MULTIPLIER EFFECTS – GOING FROM 
DIRECT TO TOTAL IMPACTS

9Source: Tourism Economics – Annual Impact of Visitors in Virginia Report, Prepared for VTC

• As part of our Annual Economic Impact Study, 
Tourism Economics runs our direct visitor 
spending values through an IMPLAN Input/Output 
Model.

• This allows us to calculate the total number of 
jobs and taxes supported by the injection of visitor 
spending.

• It also allows us to measure downstream 
economic value on other industries created by 
visitor spending. 

IMPLAN Economic Impact Model



EXAMPLES OF DIRECT, INDIRECT, AND INDUCED IMPACTS FOR THE 
HISTORIC TRIANGLE

DIRECT:
VISITOR SPENDING

• I spent $256 at Williamsburg 
Lodge last night

• I paid Bed Tax and Sales 
Taxes, and my rate paid some 
of the wages of the hotel 
staff

INDIRECT:
SUPPLY CHAIN EFFECTS

• The Williamsburg Lodge 
purchases input goods and 
services

• Rent/Mortgage, utilities, 
food, linens

INDUCED:
WAGE EFFECTS

• Hotel staff spend their wages 
in the local economy

• Hotel staff pays their rent or 
mortgage, buy groceries, and 
pay taxes, employing others



TOURISM SUPPORTS 21% OF ALL JOBS ACROSS THE THREE COUNTIES, AND OFFSETS APPROXIMATELY 
$2,200 PER HOUSEHOLD IN STATE & LOCAL TAXES 

INCLUDING INDIRECT & INDUCED IMPACTS
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HOW TO WE GET TO THIS DATA – BOTH STATEWIDE AND BY 
COUNTY?

All data is constrained by known-values



DATA DRIVING THE COUNTY LEVEL ANALYSIS 
Data is still constrained by known values – primarily based on local tax collections

$1.3B in Direct Spending 
in 2022

Taxable Sales by County & 
Industry

Excise Tax Collections: TOT, 
Meals & Admission

Government Census & 
Employment Data

• Based on all sales tax receipts received 
by the Virginia Department of Taxation

• Key industries factor heavily – 
Accommodation, Amusement, Food 
Services, Retail, Transportation

• VTC pulled from every locality report 
from the Virginia Auditor of Public 
Accounts

• For localities not available through APA 
– we surveyed localities directly with 
assistance of VTC Partnership 
Marketing

• Tourism Economics sourced directly 
from the US Census and the BLS’s 
QCEW

• Source for number of establishments, 
employees, and wages by industry 

Data from each source is cross-checked against each bucket, reinforcing the overall modeling accuracy  



THANK YOU!
E-Mail: droberts@virginia.org
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Roundtable Discussion



Approve Minutes
September 19, 2023



Vote

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
Jim Horn
Christy Coleman 
Mickey Chohany
Chad Green



Chair Report



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

Vision, Mission, and Values



STR: Occupancy



STR: Average Daily Rate



STR: RevPAR



STR: Revenue



STR: Comparison to 2022



STR: Comparison to 2019



*Source: Near and Affinity

Top Origin Markets



*Source: Affinity

Average Visitor Spend By Category



*Source: Affinity

Visitor Spend By Age Group



*Source: Affinity

Benchmark Comparison: Average Visitor Spend Per Month



Marketing
Creative, Performance



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



*Source: Near

Seasonal Visitation Trends



Flighting Strategy



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





Sample Digital Creative



Sample Digital Creative



Q4 Media Investments and Optimizations 



YTD Website Performance



Top Pages/Blog Posts



September/October: Influencer Program



September/October: Organic Social Performance



2024 Media Strategy



2024 MEDIA STRATEGY
In anticipation of changing travel habits and economic uncertainty in 2024, find more ways to increase reach, generate demand 
and influence travel intenders at scale

● Market Evolution: Continue to establish emerging market of Atlanta by increasing channel mix and investments. Pull back in smaller heritage 
markets that have seen less impact from media efforts over the past 1-2 years. 

● Finding Intenders in More Places: Increase Travel Shopper investment and partner with platforms where more travelers are going to research & 
book travel, prioritizing placement and targeting abilities over attribution abilities in some instances. 

● Prioritize High Impact: Increase destination demand through channels that inspire & influence travel decisions like video, social/influencer and 
streaming audio.  

● Measurement Refinement: Look toward holistic measurement—including search demand, STR reports and Zartico—to better assess less 
attributable, but more impactful, media. Test cookieless platforms as well, to prepare for Chrome update. 



2024 EVOLUTION 

LINEAR/TV OOH TRAVEL ENDEMIC

Prioritize GRP weights, flight length & Atlanta expansion

Remove smaller markets Harrisburg, Charlottesville, 
Salisbury to accommodate

Cable will be used as needed throughout the 
campaign given the political season 

4-week “short & loud” OOH campaign Prioritize Travel Shopper channels over OTAs to 
capitalize on growing trends of consumers 
booking direct

Prioritize OTAs with the most scale over 
attribution capabilities

Integrate Add in Atlanta in TV market list given digital success 

Include rotation of :30 units in linear TV in Atlanta 
for more real estate in a new expansion market

Introduce new daypart distribution (late fringe) to 
expand reach 

Add Atlanta to OOH market mix to create substantial 
baseline awareness and build upon success within 
digital channels 

Increase placements on Booking.com as the top 
OTA

Introduce Youtube to capture “hand raisers” 
given search-engine backed targeting

Continue
All markets at :15s except for newest expansion 
market of Atlanta

Leverage a mix of reach & frequency and high 
impact formats given 2023 success

Lean on top performing units and tactics based 
on 2023 campaign performance: Priceline 
sponsorships, Tripadvisor and Sojern video 
units, Adara targeting



2024 EVOLUTION 

AUDIO NON-ENDEMIC DIGITAL PAID SEARCH

Prioritize Podcast placements considering the rapid 
growth of podcast consumption

Traffic driving strategies, including high impact units, 
email deployments and blog promotion 

Branded terms, given the majority of bookings 
in 2023 were driven by brand campaign  

Integrate Higher number of host-read podcasts given 
influence

New rich media partner that provides proprietary 
cookieless solution 

Retargeting tactic with Vistagraphics Display & 
OTT/CTV ads via Amazon products

New ad copy and refined flighting with 
seasonal learnings

Continue Run on top performing podcasts, including 
Conan O’Brien and 99% Invisible 

Utilize mobile interstitial unit and streaming 
audio for greatest site traffic impact

Focus on site traffic support Monitor top performing keywords and ad 
groups

Continue blog dynamic campaign



2024 EVOLUTION 

INFLUENCER ORGANIC SOCIAL PAID SOCIAL

Prioritize Longer-term partnerships and micro/macro-
influencer partnerships

New TikTok and YouTube Shorts channels to 
inspire younger travelers and reach net-new 
audiences

Full funnel campaigns to reach audiences during 
each stage of their customer journey 

Integrate Ambassador program for repeated exposure and 
reaching priority markets 

Tap into newer-to-us platforms 

Fresh, engaging content from our new 
ambassadors and content creators to attract 
visitation

Seasonal consideration campaigns in Meta and 
TikTok to boost audiences interests during 
seasonal travel trends

Introduce Action campaign in TikTok 

Continue Driving traveler awareness through authentic 
content by honing in on partnerships with micro-
and macro-influencers who are skilled at a 
particular content format or are subject matter 
experts

Carefully curating owned social feeds to integrate 
industry partners and showcase the breadth of 
the destination

Allocate majority of budget towards Meta, 
considering it’s the most cost efficient platform 

Double-down on opportunities for integration 
between organic content and paid support 
through influencers and boosted ads



FLIGHTING STRATEGY: 2024

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

2023

JAN - APR 

WINTER & SPRING 

55%

MAY - JUL 

SUMMER 

AUG - OCT 

FALL 

NOV - DEC 

HOLIDAY 

20% 15% 10%BUDGET

2024

JAN - APR 

WINTER & SPRING 

45%

MAY - JUL 

SUMMER 

AUG - OCT 

FALL 

NOV - DEC 

HOLIDAY 

30% 18% 7%BUDGET

Total 2024 budget: 
$11,001,862



Behind the Scenes



visitwilliamsburg.com



Public Relations
September/October 2023 Performance





Key Media Placements



GOLD
“Choose Your Pace” – Virtual Experiences/Events for Destinations

GOLD
The WilliamsBLOG

SILVER
NYC Media Event

September/October: Awards & Accolades

2023 Smart Meetings Platinum Choice Award

2023 Readers’ 
Choice Award

BRONZE
“Life. At Your Pace.” – Digital/Social Media

BRONZE
“Choose Your Pace” – Experiential Marketing

BRONZE
NYC Media Event



Sales
September/October 2023 Performance



September/October: Shows/Events

Capital Region USA Global Tourism Exchange

September 18 – 20 – Annapolis, Maryland

Virginia Society of Association Executives

October 4 – 5 – Richmond, Virginia

Stewardship Summit

October 15 – 18 – Richmond, Virginia

National Tour Association (NTA) Travel Exchange

November 12 – 15 – Shreveport, Louisiana



September/October: New Business Leads

ISSUE DATE LEADS ROOMNIGHTS
09/21/2023 Koch Travel 105

09/27/2023 TerrorBytes Robotics 25

09/27/2023 Grand Classroom 97

09/27/2023 Association of Forensic Quality Assurance Managers 655

09/27/2023 LVI Global 30

09/28/2023 Triple Crown Sports 250

10/06/2023 Virginia Association of Science Teachers 455

10/10/2023 Peyton-Mack Family Reunion 10

10/11/2023 Virginia Occupational Therapy Association 100

10/12/2023 Novo Nordisk Inc. 794

10/12/2023 Moore Family Reunion 60

10/18/2023 Connecting Cousins Family Reunion 135

10/18/2023 School Nutrition Association of Virginia 129

10/25//2023 Maryland Motorcoach Association 50

10/25/2023 Eagle Rock Tours 104

10/26/2023 Providence Academy 40



September/October: Definite Bookings

ISSUE DATE LEADS ROOMNIGHTS
09/21/2023 Koch Travel 105

09/27/2023 TerrorBytes Robotics 25

09/27/2023 Grand Classroom 97

09/27/2023 Association of Forensic Quality Assurance Managers 655

09/27/2023 LVI Global 30

09/28/2023 Triple Crown Sports 250

10/06/2023 Virginia Association of Science Teachers 455

10/10/2023 Peyton-Mack Family Reunion 10

10/11/2023 Virginia Occupational Therapy Association 100

10/12/2023 Novo Nordisk Inc. 794

10/12/2023 Moore Family Reunion 60

10/18/2023 Connecting Cousins Family Reunion 135

10/18/2023 School Nutrition Association of Virginia 129

10/25//2023 Maryland Motorcoach Association 50

10/25/2023 Eagle Rock Tours 104

10/26/2023 Providence Academy 40



Upcoming Shows/Events

Connect Corporate

November 27 – 29 – Washington, D.C.

Emerge 2024

January 9 – 11 – San Antonio, Texas

Travel South International Showcase

December 3 – 7 – Memphis, Tennessee

American Bus Association (ABA) Marketplace

January 13 – 16 – Nashville, Tennessee



2024 Sales Plan







Vision, Mission, and Values





Vision
Drive economic development by inspiring future visitors.

Mission
We drive overnight visitation and economic impact through 
innovative sales and marketing efforts that honor the region’s 
heritage, experiences, and natural beauty.  



VValues

Innovation: Visit Williamsburg fosters an environment that 
encourages creativity, experimentation, and the development 
of groundbreaking solutions. 

Integrity: We lead by example while holding ourselves 
accountable. 

Inclusion: We value the perspectives and experiences of our 
team and partners while providing a culture of respect and 
understanding. 

Authenticity: We approach our work in a genuine and 
trustworthy manner. We strive to collaborate effectively with 
the region’s hospitality industry. 

Purpose: Visit Williamsburg’s strategy, tactics, and efforts are 
intentional and deliberate in executing against business goals. 



CULTURE!
Workaversaries

Birthday Celebrations

Team Outings
Training Programs

Holiday Fun

Clifton Strengths

Continuing Ed
Snack Bar

Flex Schedule







Old & New Business



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



Vote

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
Jim 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.



Vote

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
Jim Horn
Christy Coleman 
Mickey Chohany
Chad Green



Adjourn
Next Meeting

Tuesday, January 16, 2024




