
Williamsburg Tourism Council
Tuesday, January 19, 2021



Virtual Meeting

“Due to the Governor’s Declared State of Emergency due to COVID-19, it is impractical and unsafe for the 

Tourism Council to assemble in a single location; this meeting is being held electronically pursuant to 2020 

Amendments to the 2019 Appropriations Act. The purpose of the meeting is to discuss or transact the 

business statutorily required or necessary to continue operations of the Tourism Council and the discharge of 

its lawful purposes, duties, and responsibilities. The public is welcome to use the Zoom link to attend 

electronically. The Tourism Council will make available a recording or transcript of the meeting on its website 

in accordance with the timeframes established in Sections 2.2-3707 and 2.2-3701.1 of the Code of Virginia.”
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Roll Call
Voting 

James City County 
Colonial Williamsburg 

Busch Gardens
City of Williamsburg 
Hotel/Motel Association 
Jamestown Rediscovery 
Jamestown/Yorktown Found.
Restaurant Association 
York County 

Ex Officio 
GWCTA
Virginia Tourism Corporation

Ruth Larson, Chair/Treasurer 
Cliff Fleet, Vice Chair

Kevin Lembke 
Doug Pons
Neal Chalkley 
James Horn 
Christy Coleman 
Michael Claar
Chad Green

Cheri Green 
Rita McClenny

3



Public Comment

• Limit to three minutes
• State name and address
• No Q & A
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U.S. Travel Association
COVID-19 Briefing
Erik Hansen – Senior Vice President, Government Relations



Virginia Tourism Corporation
Rita McClenny, President & CEO
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Approve Minutes
November 17, 2020
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Voting

James City County 
Colonial Williamsburg 

Busch Gardens
City of Williamsburg 
Hotel/Motel Association 
Jamestown Rediscovery 
Jamestown/Yorktown Found.
Restaurant Association 
York County 

Ruth Larson, Chair/Treasurer 
Cliff Fleet, Vice Chair

Kevin Lembke 
Doug Pons
Neal Chalkley 
James Horn 
Christy Coleman 
Michael Claar
Chad Green
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Chair Report
By-Laws Adoption

Election of Officers
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By-Laws Adoption
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Voting

James City County 
Colonial Williamsburg 

Busch Gardens
City of Williamsburg 
Hotel/Motel Association 
Jamestown Rediscovery 
Jamestown/Yorktown Found.
Restaurant Association 
York County 

Ruth Larson, Chair/Treasurer 
Cliff Fleet, Vice Chair

Kevin Lembke 
Doug Pons
Neal Chalkley 
James Horn 
Christy Coleman 
Michael Claar
Chad Green
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Election of Officers
Neal Chalkley, Chair - Nominations Committee
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Voting

James City County 
Colonial Williamsburg 

Busch Gardens
City of Williamsburg 
Hotel/Motel Association 
Jamestown Rediscovery 
Jamestown/Yorktown Found.
Restaurant Association 
York County 

Ruth Larson, Chair/Treasurer 
Cliff Fleet, Vice Chair

Kevin Lembke 
Doug Pons
Neal Chalkley 
James Horn 
Christy Coleman 
Michael Claar
Chad Green
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Treasurer’s Report
Revenue/Expenses
Cash on Hand
Tax Revenue
January 1 – June 30 Budget
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November Revenue/Expenses
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November Cash on Hand
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*Source: York County, Office of the Commissioner of Revenue

Transient Tax
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Smith Travel Research Report: November 2020
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*Source: York County, Office of the Commissioner of Revenue

Sales Tax
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Closed Session
Pursuant to Va. Code Section 2.2-3711A.8 for consultation with retained legal 
counsel for advice regarding contractual rights and legal compliance matters. 
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Voting

James City County 
Colonial Williamsburg 

Busch Gardens
City of Williamsburg 
Hotel/Motel Association 
Jamestown Rediscovery 
Jamestown/Yorktown Found.
Restaurant Association 
York County 

Ruth Larson, Chair/Treasurer 
Cliff Fleet, Vice Chair

Kevin Lembke 
Doug Pons
Neal Chalkley 
James Horn 
Christy Coleman 
Michael Claar
Chad Green
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Reconvene in Open 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.”
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Voting

James City County 
Colonial Williamsburg 

Busch Gardens
City of Williamsburg 
Hotel/Motel Association 
Jamestown Rediscovery 
Jamestown/Yorktown Found.
Restaurant Association 
York County 

Ruth Larson, Chair/Treasurer 
Cliff Fleet, Vice Chair

Kevin Lembke 
Doug Pons
Neal Chalkley 
James Horn 
Christy Coleman 
Michael Claar
Chad Green
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Director’s Report
Public Body Compliance

Marketing & Communication Activities
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Public Body Compliance
“Staff has been directed to perform the necessary tasks to ensure compliance with 
the actions of a public body.”
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Public Body Compliance
Complete:

• Established separate financial entity/tax ID number
• Obtained directors and officers insurance
• Revised and adopted new by-laws
• Clarified financial auditing and oversight relationship with state 

government
• Opened new bank accounts
• Obtained separate payroll
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Public Body Compliance
To be completed:

• Procure health/dental/vision benefits
• Procure retirement plan
• QuickBooks separation (*pending 2020 starting balances)
• Obtain risk management insurance
• Lease
• Update MOU’s with external organizations
• AG Opinion, re: Powers and Duties
• Compliance training for board and staff
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Marketing & Communication Activities
Personnel
Marketing/PR
Sales
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Personnel
Thank You Mikey
Welcome Miranda
Administrative Assistant/Operations Manager
Sales/Service Coordinator
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Marketing/PR
Holiday Campaign
The WilliamsBLOG
Shop/Dine Local
Learn. At Your Pace.
2021 Media
Public Relations
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November/December Overview

Over this period, fall and holiday advertising was active across broadcast and digital channels. 



November/December Advertising Performance

Despite market volatility and its negative impact on bookings, consumers were more engaged with the 
advertising than ever before and the media continued to drive site traffic increases YOY. 

Message Engagement Peaked 
Across All Channels

● Display: .37% CTR (up 37% vs. 2020 average)
● Social: .88% CTR (up 11% vs. 2020 average)
● Search: 8.1% CTR (an increase of 7% vs. 2020 average)

Hotel Bookings Remain 
Down YOY

● While bookings attributed to advertising had seen positive performance August-October, 
November hotel bookings were down 73%--aligning with spike in COVID and corresponding 
media coverage. Gap began to close again in December, which was down 46%. 

Advertising Drove Majority of 
Site Traffic

● Across November/December, web sessions were up 4.7% YOY — and 26% over second half of 
December

Driving Awareness through 
New Site Visitors

● Visits from new users represented 81.5% of all sessions, a 10.0% YOY improvement. 



November/December Web Performance

Sessions up 5% YOY

Sessions decline in late November. Media budget increased in December, 
driving a YOY spike in sessions, including all-time, single-day high on Dec. 
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Users up 10% YOY New users up 6% YOY

Top DMAs (by site session):
Washington, DC (17.1%)
Norfolk/Portsmouth/Newport News (16.4%)
Philadelphia (8.7%)



November/December Web Performance

December 29 marked an all-time, single-day high for website sessions at 18,500

Traffic up 8% YOY since June 2020



2020 Web Performance

Sessions down 9% YOY
Jan.-Dec.

Time spent on site up 6% YOY
Jan.-Dec.

New users up 5% YOY
Jan.-Dec.

Top DMAs (by site session):
Washington, DC (15.3%)
Norfolk/Portsmouth/Newport News (15.1%)
Philadelphia (8.5%)

Spring media launch
Summer media launch

Traffic up 8% YOY since June 2020



The WilliamsBLOG



The WilliamsBLOG Paid Media Launch

● Launched in mid-December with a $150,000 media budget
● Integrates two digital media partners: InPowered and Storygize
● Sophisticated digital targeting strategy uses a mixture of interest-based, keyword and contextual targeting across the web and social 

media to target audience segments such as: in-market travelers, outdoor enthusiasts, foodies etc. 

Content served in-feed/in-
content.

User is driven to blog post on 
WTC website, and must engage 

for :15s.

Next Action “pop up” drives user 
to other related content on WTC 

blog.



The WilliamsBLOG: Early Performance

● 9.6MM impressions, ad CTR .54%
● 87% of traffic driven by new site visitors
● Engagement rate at 63% (benchmark 54%)
● 2+ minutes average time spent on page
● Next Action CTR 8.4% (benchmark 5%)

Overall Blog Traffic

● Sessions up 400% vs. Trip Ideas section one year ago
● Nearly 3x the number of users visiting the blog (vs. Trip Ideas 2019)
● Percentage of new user sessions up +19%
● Users spending an additional ~16 seconds on-page
● Top-performing content: Holiday 2020

● 2.1MM impressions, ad CTR 0.33% (benchmark 
0.28% - 0.45%)

● 93% of traffic driven by new site visitors
● 1+ minute average time spent on page.



Shop/Dine Local Campaign (December 14, 2020-January 31, 2021)

Launched mid-December (through Jan. 31) with Virginia Gazette/Daily Press and social 
channels to encourage residents to support local businesses. 

In first two weeks: 913K impressions, with 6,300 links clicks for a CTR of 0.70%



Education Campaign: Learn. At Your Pace.

Launched January 4, 2020 with a $125,000 initial digital media strategy to take advantage of current at-home 
and hybrid schooling to promote the rich, educational in-person and remote-learning opportunities 

throughout the region

Facebook/Instagram

Utilizes existing paid social 
tactics targeting both families 
and teacher-based audiences

Programmatic

Uses DV360 to test a variety of 
premium, education publishers 
aimed at reaching both parents 
and teachers.

School Based Media

School Community-based media 
partner who specializes in 
reaching parents through 
exclusive partnerships with 
Teacher List and PTO Today.



Influencer Strategy



Influencer Strategy



Social Content Highlights



Public Relations: November 1 – December 31, 2020

Key Media Placements 

Global Impressions

Placements

2.96 Billion
55

“Dreamy Baths, Hotel Soaks And 
Getting Away From Your Kids 
During The Pandemic”
-Pat Doherty

“You Can Still Go Wine 
Tasting During the 
COVID-19 Pandemic. 
Here’s How”
-Margot Bigg

*YoY 2019 – 329.8 Million Impressions & 47 Placements

“Good News Report: Stories 
That Moved Us in 2020”
-James Barrett



Press Trips | November 1 – December 31, 2020

Media Hosted: 1

Media Participants Market Article/Topic Destinations
James Barrett
Redbook, Woman’s Day,
and Good Housekeeping

NATIONAL Good News Report: Stories That Moved 
Us in 2020(Redbook)
“Field Trips” to Take Your Kids on 

During Virtual Learning Season
(Woman’s Day)

Fife & Drum Inn, Liberty Ice Pavilion, The Virginia Beer Company,    
Aroma’s Café, Jamestown Settlement, The Hungry Pug, Billsburg
Brewery, La Piazza, Colonial Ghosts, Colonial Williamsburg, 
Merchants Square, The Cheese Shop, Taste Williamsburg, Aleworks
Brewing Company, Revolution Golf & Grille, Colonial Parkway, 
Mobjack Bay Coffee Roasters, Patriot Tours, Water Street Grille, The 
Watermen’s Museum, Riverwalk Landing, Fat Canary, Busch Gardens 
Williamsburg

Partner Visits: 23

https://www.redbookmag.com/life/charity/a34963017/good-news-2020/
https://www.womansday.com/life/travel-tips/g34383444/virtual-learning-field-trips/


FAMILIES COUPLES

ACTIVE MATURE

SHOPPING

● Maintain focus on 
GenX/Millennials/Active Mature age 
segments

● Saturate “shopping” traveler 
audience first as they are closest to 
conversion

● Broaden targeting to prospecting 
audiences to capture and intercept 
consumers while they’re in the travel 
planning mindset

GenX/Millennials 
with Children

GenX/Millennials 
without Children

2021 Media: Target Audience



● Harrisburg-Lancaster-
Lebanon-York, PA

● Greensboro-High Point-Winston 
Salem, NC

● Florence-Myrtle Beach, SC

● Washington, DC (Hagerstown) MD
● 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

PROVEN HERITAGE EXPANSION

Short Drive + Established Success/
Heaviest Volume

Longer Drive + Past Success

*Proven markets also cover strong local historicals: Fredericksburg, Arlington, Alexandria, Fairfax, Woodbridge, Blacksburg

Short Drive + Established Success/
Lighter Volume

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

Longer Drive Markets + Large Scale
NEW INTRO in 2020

Proven markets showed improved performance over 2020, and will continue emphasis in 2021 in traditional media. Digital 
provides greater opportunity for coverage in all markets:

2021 Media: Geographic Targeting



Sources: e-Marketer, Kantar, ADVENDIO, Inc.

Channel Usage Notes

Connected TV / Digital Video
● US CTV ad spend is projected to increase by 25% YoY for 2020. Viewership is expected to continue to rise at a steady rate moving into 

2021.

Linear TV
● US consumers have increased their time spent with TV YoY for 2020 by 9.3%.
● Pandemic results in increase in YoY viewership of top US cable news networks. 

Digital Display / Mobile
● US adults have increased time spent with digital, spending an average of 4 hours 18 minutes per day connected to the internet on their 

mobile devices.

Paid Social
● Social usage increased YoY, in particular, studies suggest multi-platform social strategy focused on short videos will be most effective in 

2021.

Broadcast Radio

● During the onset of the pandemic, radio listenership significantly dropped - AM Drive was hit the hardest as significantly fewer people 
were commuting. 

● While radio listenership has since picked back up, listenership is still down YoY. As a result radio ad spend is projected to decrease by 
25% YoY.

Streaming Radio ● 42% of Pandora’s listeners report spending more time on streaming audio as a result of the pandemic.

OOH

● Since the pandemic hit in March, we’ve begun to see traffic trends increase to about 90% of where they were pre-COVID. As a result, 
the demand for roadside billboards and street level OOH units haven’t been affected as much as other other formats types.

● Subway ridership was down 92%  at the peak of the pandemic, public transit ridership is expected to remain below pre-pandemic usage 
well into 2021 and potentially beyond. 

Sources: eMarketer. Pandora, Statista, Time 

COVID Impact on Media Consumption Habits



DISCOVERY

CONSIDERATION

ACTION

LINEAR TV CONNECTED TV INFLUENCER DIGITAL SOCIAL PPC

Focus on proven markets to 
impact highest potential 

travel markets

Expand reach to Philly + 
Baltimore due to consistent 

booking performance

31% of budget

Increased spend YoY to 
further extend reach past 

Linear

Prolong life of video creative 
in premium TV environments

4% of budget

Majority of conversion-
driving tactics

Heavy content partnerships 
presence in 1H 2021 (Golf, 

Nat Geo, Education)

42% of budget

Refine quality of influencer 
partnerships based on 
desired content-piece

Focus on diversification

Increase Influencer content 
on organic social channels

7% of budget

Top driver in overall front-
end engagement metrics + 

total traffic to site

Significant role in trip 
planning

4% of budget

Protect coverage on branded 
terms to capture hand raisers 

already in-market

Increase coverage against 
non-brand to intercept 
competitive shoppers

4% of budget

2021 Media: Channel Approach



FEB - APR

SPRING 
33%

MAY - JUL

SUMMER 
33%

AUG - OCT

FALL 
18%

NOV - DEC

HOLIDAY 
11%

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

JAN

JAN
5%

2021 Media: Flighting Strategy

Always-on Approach Increased Spend to Capture 
Peak Demand Periods

Assumes Travel Rebound Q3/Q4 
2021

Constantly Monitor and Adjust 
as Needed



Sales
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Old & New Business
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Adjourn
Next Meeting: March 16, 2021


