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Tuesday, January 16, 2024



Roll Call

James City County 
Colonial Williamsburg Foundation
City of Williamsburg 

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

Greater Williamsburg CoC
Virginia Tourism Corporation

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

Kevin Lembke 
Neal Chalkley
Jim Horn
Christy Coleman 
Michael Claar

Ben Ellington, Ex Officio
Rita McClenny, Ex Officio



Public Comment

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



Capital Region USA (CRUSA) Briefing
Scott Balyo, Executive Director



www.capitalregionusa.org



Value of International Visitor

“International travel plays a critical role in the US economy. Prior to 
the COVID-19 pandemic, in 2019, international visitors spent $233.5 
billion experiencing the United States; injecting nearly $640 million a 
day into the U.S. economy.  

At 14.5% of international travel spending globally, international 
travelers spend more in the United States than any other country.”

“The international segment of the travel economy is especially high-
value because visitors from abroad on average spend more time and 
money and visit more destinations than domestic travelers. ”

While an international traveler may represent less 
than 10% of your total visitation, they can be over 
20% of your visitor revenue. 



Who we are



Our Organization and Mission

WHO WE ARE:
Capital Region USA (CRUSA) is the official regional destination marketing organization promoting Washington, 
DC, Maryland, and Virginia internationally, in partnership with Destination DC, the Maryland Office of Tourism 
Development, the Virginia Tourism Corporation, and the Metropolitan Washington Airports Authority.

OUR MISSION:
More Overseas Visitors
Staying Longer
Spending More Money



Our Partners



The rest of our US Team

Kimberly Petersen, Marketing and Administrative Director 
 kimberly@capitalregionusa.org 

Stacey Sheetz, Marketing and Membership Director
 stacey@capitalregionusa.org 



Our Board of Directors

Virginia Tourism Corporation
• Heidi Johannesen, Secretary/Treasurer
• Rita McClenny
• Diane Bechamps

Maryland Office of Tourism Development
• Liz Fitzsimmons, Chair
• Rich Gilbert
• Marci Ross

 Destination DC
• Theresa Belpulsi, Vice-Chair
• Elliott Ferguson 
• Robin McClain



Our Allied Members  



Our Affiliate Members



Our Network

MEDIA

MEMBERS & DMOs

AIRLINES/AIRPORTS

MWAA CRUSA

BRAND USA

MILES

HOTELS

TRANSPORTATION AND TOUR PROVIDERS

ATTRACTIONS

MARYLAND

TOUR OPERATORS
& RECEPTIVES 

DESTINATION DC

VIRGINIA

OVERSEAS REPS

RESTAURANTS

RETAIL

US TRAVEL

RESEARCHUS DEPT OF COMMERCE



Our Primary Markets

#1 UK
includes Ireland

#2 Germany
includes 

Austria and 
Switzerland

#4 France
includes Belgium 
and Netherlands

India = #3



Our Overseas Team

Lisa Chamberlain
LC Marketing Plus

United Kingdom - Sales

Anna Beketov
FINN

United Kingdom - PR

Maria Greiner 
Claasen Communication 

Germany  

Olivier Barthez 
Rep & Co.

France

Emmanuelle Massieu
Rep & Co.

France

Della Tully
LC Marketing Plus

United Kingdom - Sales



Research



Overseas to CRUSA - 2022



Overseas to CRUSA - 2022



2023 and beyond

Produced by Travel Market Insights Inc. for CRUSA 



Our Key Services
• Work with Travel Trade and Press through our overseas representatives:

– Tour operator marketing co-ops  
– Sales calls and staff trainings  
– Sales and media missions  
– Public relations/Media outreach  
– Consumer travel shows  
– Media and trade familiarization tours  

• Brand USA and Miles Partnership

– Miles: Digital and print marketing – Completely updated website in seven 
languages; Holiday Guide in three languages; consumer e-newsletter 7x/year

– Brand USA: Travel Week; Marketing Programs

• Market research

• Allied and Affiliate membership programs

• Global Travel Exchange and IPW



Sales and PR



Sales Calls & Trainings



Consumer & Trade Shows



Media Clippings - $10.8 million AVE in FY23

Washington, D.C. :
8 musées incontournables à visiter 

dans la capitale américaineBEST LUXURY HOTELS IN BALTIMORE Hidden USA: The Capital Region



Global Travel Exchange – Sept. 16-18, 2024 in Charlottesville, Virginia

The 2nd Annual Global Travel Exchange was held in Annapolis in September, and 
we hosted 35 qualified buyers and 45 Suppliers as well as representatives from 
CRUSA’s overseas offices and US Commercial Service.

The marketplace generated more than 1,300 appointments. 

All buyers were also required to participate in a pre- or post-fam tour to DC 
and/or Virginia.

Registration for the 2024 event in Charlottesville opens in January. 



Sales or Media Missions

• France
• Sales: Dec. 11-15, 2023
• Media: June 3-7, 2024

• UK
• Media: Feb. 19-23, 2024
• Sales: March 11-15, 2024

 

• Germany
• Media: Jan. 29-Feb. 2, 2024
• Sales: April 15-19, 2024



Marketing & Advertising



CRUSA Marketing Program

Holiday Guide Social MediaWebsite Consumer Mailings



Brand USA Programs



Brand USA Programs



CapitalRegionUSA.org

Consumer website available in 7 languages

Reasons to Visit Williamsburg, Virginia



Tour Operator Co-Op Campaigns



Some FY23 Results

45,000 print guides distributed

70,200 e-newsletters 
delivered

260,000 unique web 
visitors  

$10.8 million: Total PR value of all media 
coverage

1,200 social media posts; 

145,000 followers

Hosted 25 media members 
from the UK, Germany and France 
on fam tours of the region

339 travel agents trained

227 tour operator sales calls



Thank you!
scott@capitalregionusa.org or 540-450-7593



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



Roundtable Discussion



Approve Minutes
November 20, 2023



Vote

James City County 
Colonial Williamsburg Foundation
City of Williamsburg 

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

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

Kevin Lembke 
Neal Chalkley
Jim Horn
Christy Coleman 
Michael Claar



Chair Report



Treasurer’s Report
• FY23 Audit Report

• Aires Coleman, Director, CliftonLarsonAllen LLP (CLA)

• Financials
• Revenue/Expenses
• Cash on Hand
• Tax Revenue



FY23 Audit Report
Presented by:
Sean Walker, Principal, CliftonLarsonAllen LLP (CLA)
Aires Coleman, Director, CLA



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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January 16, 2024

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

2
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FINANCIAL HIGHLIGHTS
• WTC’s financial statements are prepared in accordance with General Accepted Accounting Principles (GAAP) 

promulgated by the Government Accounting Standards Board (GASB).

• WTC’s total net position was $3,343,745 as of June 30, 2023, a decrease of $7,307,266 from the prior year. The 
decrease was due to funding $5,195,710 to the Historic Triangle Recreational Facilities Authority for the 
development of a new sports complex and increased spending of $2,227,730 for marketing and sales activities.

• Total general revenues totaled $16,467,732, a decrease of $1,227,405, or 7% below the prior year. The decrease 
was due to a reduction in maintenance of effort funds received as a result of an amendment to the authorizing 
legislation.

• Destination marketing expenses were $16,552,029, 88% of the total 2023 operating expenses and a 13% increase 
over the prior year.

• Other sales and marketing expenses were $585,715, 3% of the total 2023 operating expenses and an 83% 
increase over the prior year.

• General and administrative expenses were $1,543,343, 8% of the total 2023 operating expenses.

3
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Revenue

4

87.6%

9.5%
0.8%

1.5% 0.7%
2023 Sources of Revenue

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

5

88.6%

3.1%
8.3%

2023 Expenditures (Operations)

Destination Marketing Other Sales & Marketing Administrative Expenses
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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

6
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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

7
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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

8



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



Financials
• Revenue/Expenses
• Cash on Hand
• Tax Revenue



November 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



November 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



Interim CEO Report
Key Performance Indicators

Marketing/Public Relations Program

Sales Program



STR: Occupancy 



STR: Average Daily Rate 



STR: RevPAR 



STR: Revenue 



STR: Demand 



STR: Comparison to 2022 

Occupancy 

52.1%

ADR

$142

Demand

1.14M

Revenue

$165.1M

YTD % Change

3.5%

YTD % Change

- 0.4%

YTD % Change

3.8%

YTD % Change

2.7%



STR: Comparison to 2019

YTD Occupancy 

52.1%

YTD ADR

$142

YTD RevPAR

$75

YTD 2019 Occupancy

50.7%

YTD 2019 ADR

$122

YTD 2019 RevPAR

$63

Occ Point Change YTD 
from 2019

1.4%

ADR % Change YTD from 
2019

16.5%

RevPAR % Change YTD 
from 2019

19.3%



*Source: Near and Affinity

Top Origin Markets (December)



*Source: Affinity

Average Visitor Spend By Category (December)



*Source: Affinity

Visitor Spend By Age Group (December)



*Source: Affinity

Benchmark Comparison: Average Visitor Spend Per Month



Marketing
November/December Performance
2023 Performance



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



November/December: Media Performance



November/December: Influencer FAMs



November/December: Influencer Program Highlights



November/December: Organic Social Highlights



2023 Advertising Highlights



2023 Website Performance



2023 Blog Performance



2023 Influencer Performance



2023 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



Public Relations
November/December 2023 Performance





November/December: Key Media Placements



November/December: Media FAMs



Sales
November/December 2023 Performance



November/December: 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

November/December: Site Visits

Viajes

December 2 – 3, 2023 

Virginia Motorcoach Association

December 13 – 15, 2023

North Carolina Motorcoach Association

December 28 – 30, 2023



November/December: New Business Leads

ISSUE DATE LEADS ROOMNIGHTS
11/10/2023 Eisenman & Associates 55
11/10/2023 Continental Sales 639
11/10/2023 King Kat Tournament 175
11/17/2023 Conference Direct 1024
11/17/2023 American Express 24
11/17/2023 Virtual Service Operations 108
11/17/2023 Mid Atlantic Real Estate Marketing Association 90
11/24/2023 Alpha Epsilon Pi Foundation 59
11/24/2023 Alpha Epsilon Pi Foundation 160
12/08/2023 Bob Neff Tours, Inc 44
12/08/2023 Firecracker Sports 800
12/15/2023 The Association for the Study of African American 

Life and History Conference
717

12/15/2023 AV Adventure Productions 60
12/15/2023 AV Adventure Productions 120
01/03/2024 Conference Solutions International 63
01/03/2024 Capital Lacrosse 130



November/December: Definite Bookings

Date Definite Booking Property Room Nights

02/04 – 02/05/2024 Eisenman & Associates Williamsburg Lodge 10
02/13 – 02/14/2024 King Kat Tournament Clarion Hotel Williamsburg 140
04/14 – 04/16/2024 African American Travel Conference 

Pre-Familiarization Tour
Great Wolf Lodge 40

05/15 – 05/17/2024 VTC Visitor Center Familiarization Tour Great Wolf Lodge 40
07/03 – 07/06/2024 Moore Family Reunion/Riddick Family Reunion Club Wyndham Kingsgate 60

07/05 – 07/08/2024 2024 War at Williamsburg Great Wolf Lodge 150

07/05 – 07/10/2024 2024 War at Williamsburg Embassy Suites Hotel 245

07/06 – 07/08/2024 2024 War at Williamsburg The Woodlands 225

07/06 – 07/9/2024 2024 War at Williamsburg Club Wyndham Kingsgate 80

09/11 09/15/2024 Wagyu Beef Association Williamsburg Lodge 700



Upcoming Shows/Events

Student & Youth Travel Association Summit

February 2 – 5 – Orlando/Cape Canaveral, Florida

STS Domestic Showcase

March 20 – 23 – Little Rock, Arkansas



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 

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

Kevin Lembke 
Neal Chalkley
Jim Horn
Christy Coleman 
Michael Claar



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 

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

Kevin Lembke 
Neal Chalkley
Jim Horn
Christy Coleman 
Michael Claar



Adjourn
Next Meeting

Tuesday, March 19, 2024


