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Roll Call
Tourism Council Members

• Voting
• Busch Gardens Kevin Lembke
• Colonial Ntl Hist. Park (NPS) Kym Hall 
• Colonial Williamsburg Mitchell Reiss
• Hotel/Motel Association Neal Chalkley Vice Chair
• Restaurant Association Mickey Chohany
• Yorktown/Jamestown Found. Phil Emerson
• City of Williamsburg Doug Pons
• James City County Ruth Larson Treasurer
• York County Jeff Wassmer Chair

• Ex Officio 
• GWCTA Jeanne Zeidler
• Virginia Tourism Council Rita McClenny

3



Found Around Town

-- Things You’ll Only See in 
Greater Williamsburg
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Yorktown Monument 
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Seen this Week……

6



Public Comment

• Limit to 3 Minutes

• State Name and Address

• No Q&A
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Approve Minutes

• January 15, 2018 Meeting
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Treasurer Report
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Revenue/Expenses
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Dec-18 Jan-19 Feb-19 Mar-19 Apr-19 May-19 Jun-19 Jul-19 Aug-19 Sep-19 Oct-19 Nov-19 Dec-19 TOTAL

Actual Actual Budget Budget Budget Budget Budget Budget Budget Budget Budget Budget Budget

REVENUE

SB942 3,791,403$          928,338$       741,955$        693,688$        807,344$            559,886$        603,694$        695,886$        793,740$        774,953$        842,010$        847,439$        753,869$        12,834,205$      

$1 566,400$             63,416$          119,269$        138,236$        104,089$            118,246$        57,841$          73,401$          118,645$        160,786$        132,071$        174,230$        181,530$        2,008,160$         

Maint of Effort -$                      -$                -$                 418,944$        -$                     -$                 418,944$        -$                 -$                 418,944$        -$                 -$                 418,944$        1,675,777$         

Other 2,854$                  3,490$            6,344$                

Total Revenue 4,360,657$         995,244$       861,224$       1,250,868$    911,433$           678,132$       1,080,479$    769,287$       912,385$       1,354,683$    974,081$       1,021,669$    1,354,343$    16,524,486$     

EXPENSES

Dest Marketing -$                      60,321$          532,328$        807,806$        1,119,858$         1,016,010$     669,331$        366,121$        519,693$        463,169$        445,382$        351,836$        278,842$        6,630,695$         

Other Sales & Marketing -$                      10,027$          46,350$          78,650$          84,750$              117,328$        28,250$          26,225$          26,250$          30,600$          36,850$          25,725$          22,700$          533,710$            

Labor & Benefits -$                      4,133$            94,698$          94,698$          104,698$            104,698$        104,698$        104,698$        104,698$        104,698$        104,698$        104,698$        105,263$        1,136,375$         

Shared Admin -$                      3,720$            17,118$          17,017$          18,618$              18,618$          18,618$          18,618$          18,618$          18,618$          18,618$          18,618$          18,618$          205,421$            

Total Expenses -$                     78,201$         690,494$       998,172$       1,327,925$        1,256,654$    820,897$       515,663$       669,260$       617,085$       605,548$       500,877$       425,424$       8,506,200$        

2019 Rev over Expenditures by Month 917,043$       170,730$       252,697$       (416,492)$          (578,522)$      259,582$       253,624$       243,125$       737,598$       368,533$       520,792$       928,920$       3,657,629$        

YTD TOTAL CASH BALANCE 4,360,657$         5,277,700$   5,448,430$    5,701,126$    5,284,635$        4,706,112$    4,965,694$    5,219,318$    5,462,444$    6,200,042$    6,568,574$    7,089,366$    8,018,286$    



Cash Projections
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Dec-18 Jan-19 Feb-19 Mar-19 Apr-19 May-19 Jun-19 Jul-19 Aug-19 Sep-19 Oct-19 Nov-19 Dec-19 Total

Actual Actual Budget Budget Budget Budget Budget Budget Budget Budget Budget Budget Budget

State Disbursement $4,360,657 $991,754 $861,224 $831,924 $911,433 $678,132 $661,535 $769,287 $912,385 $935,739 $974,081 $1,021,669 $935,399 10,484,562$         

Maint of Effort $0 $0 $0 418,944$        -$                    -$                418,944$        -$                    -$                418,944$        -$                    -$                418,944$            1,675,777$           

Reserves 0 $0 750,000$        751,250$        752,502$            753,756$        755,013$        756,271$            757,531$        758,794$        760,059$            761,325$        762,594$            

Money Market 0 $2,001,845 2,004,347$    2,006,853$     2,009,361$         2,011,873$     2,014,388$     2,016,906$         2,019,427$     2,021,951$     2,024,479$         2,027,009$     2,029,543$         

Checking $4,360,657 $3,275,855 $2,694,082 $2,943,024 $2,522,771 $1,940,483 $2,196,294 $2,446,142 $2,685,485 $3,419,297 $3,784,037 $4,301,031 $5,226,148

Total Cash on Hand $4,360,657 $5,277,700 $5,448,430 $5,701,126 $5,284,635 $4,706,112 $4,965,694 $5,219,318 $5,462,444 $6,200,042 $6,568,574 $7,089,366 $8,018,286



$1Transient Tax 
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Jul Aug Sep Oct Nov Dec

City of Williamburg $59,869 $58,788 $42,833 $46,433 $47,696 $44,949

James City County $39,712 $23,755 $44,779 $26,086 $38,131 $26,682

York County $66,598 $66,182 $42,174 $53,499 $42,557 $46,921

Total $166,179 $148,725 $129,786 $126,018 $128,384 $118,552



SB 942 (½ of 1% sales tax)
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Jul Aug Sep Oct Nov Dec

City of Williamburg $83,427 $291,808 $166,484 $193,208 $174,634 $199,174

James City County $212,948 $636,898 $356,619 $390,212 $400,715 $397,152

York County $241,914 $558,126 $355,033 $348,248 $363,300 $356,635

Total $538,289 $1,486,832 $878,136 $931,668 $938,649 $952,962



Other

• WADMC Closeout – Near Even

• 2019 Financial Processes 

• Reserve Accounts Established
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Search Committee Report
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By-Laws Committee Report
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By-Laws

• Alliance Finalized By-Laws
• Three Tourism Council Members

• Business Council to Finalize Thiers in March

• WTC Updated Draft for Review

• Comments back NLT 4 March

• Committee Will Meet to Finalize

• Draft One Week Prior to March Meeting

• Approval at March Meeting
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Marketing Director Report
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Creative Update

January 24, 2019 Marketing Advisory Group met to work on 

the final treatment for the campaign identity resulted in 

supporting the evolved changes



(Super and V.O. over great shot of DoG street)

V.O.:  What’s Funexpected?

(Re-enactors and Busch Gardens ride)

V.O.:  A vacation with revolutionary experiences everywhere you turn.

(Splashing at Water Country USA and cannons) 

V.O.  Where the cannonballs keep coming,

(Family being surprised by throwing axes and maybe dressing up as soldiers or trying new food)

V.O.:  And you have to be game for just about anything.

(Family on Busch Gardens ride and a couple sharing an adult beverage)

V.O.:  It’s a place that’s equal parts frantic and romantic.

(Super and V.O. over shot of a family riding bikes together and laughing)

V.O.: You’ll experience it all in 

(Family on a boat deck and family playing on the beach)

V.O.:  Greater Williamsburg – where what’s next is anybody’s guess. That’s 
Funexpected. 

(Super and V.O. That’s Funexpected) 

(Art card with Visit Williamsburg logo and url)

V.O.:  Plan your Funexpected vacation today at VisitWilliamsburg.com/fun

EXISTING FOOTAGE

20

VIDEO | THAT’S FUNEXPECTED :30 (DIGITAL & BROADCAST)

W H A T ’ S

?



(Super and V.O. over nice shot of family touring a tall ship)

V.O.:  What’s Funexpected?

(Family dressing up, watching drum and fife show, doing cartwheels on beach)

V.O.:  A getaway where marching to the beat of a different drummer is 
encouraged.

(Family at archaeological dig and family enjoying a great meal at Chownings)

V.O.:  Where you can dig into a settler’s past or something delish from 
the past.

(Kid interacting with re-enactor, family with wolves at Busch Gardens)

V.O.:  Hey, you never know who, or what, you’ll bump into.

(Log ride at Water Country USA and paddleboarding)

V.O.:  So it’s best to just go with the flow.

(Super and V.O. over shot of kid looking wiped out by ride while parents laugh)

V.O.: You’ll experience it all in 

(Family holding hands while walking around Busch Gardens)

V.O.: Greater Williamsburg – where what’s next is anybody’s guess. 
That’s Funexpected. 

(Super and V.O. That’s Funexpected) 

(Art card with Visit Williamsburg logo and url)

V.O.:  Plan your Funexpected vacation today at VisitWilliamsburg.com/fun

EXISTING FOOTAGE
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VIDEO | THAT’S FUNEXPECTED :30 (DIGITAL & BROADCAST)

W H A T ’ S

?



YOUNG COUPLES
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DIGITAL | INITIAL BANNERS



ACTIVE ADULTS
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DIGITAL | INITIAL BANNERS



FAMILIES WITH YOUNG CHILDREN
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DIGITAL | INITIAL BANNERS



FAMILIES WITH TEENAGERS
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DIGITAL | INITIAL BANNERS



HISTORY
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DIGITAL | RETARGETING STATIC BANNERS



ROMANCE
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DIGITAL | RETARGETING STATIC BANNERS



THRILL SEEKING
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DIGITAL | RETARGETING STATIC BANNERS



OUTDOOR ADVENTURE
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DIGITAL | RETARGETING STATIC BANNERS



(Super and V.O. over nice shot of romantic couple strolling through garden)

V.O.:  What’s Funexpected?

(A couple beside and on a tall ship, and then couples at breweries, wineries or distillery)

V.O.:  A couples escape to sails and tasting trails.

(A couple in nature, a couple riding bikes, a couple at spa)

V.O.:  Where there’s always something new to discover right in front of you.

(Couple walking hand in hand)

V.O.:  That’s Greater Williamsburg. That’s Funexpected.

(Art card with Visit Williamsburg logo and url)

V.O.:  Plan your getaway at VisitWilliamsburg.com/fun 

ROMANCE
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PRE-ROLL | THAT’S FUNEXPECTED :15

W H A T ’ S

?



(Super and V.O. over shot of a scenic vista – something outdoorsy but general)

V.O.:  What’s Funexpected?

(Adults kayaking or paddleboarding, and then doing something cool on the Go Ape ropes 

course) 

V.O.:  An active getaway where the fresh air takes your breath away.

(Couples riding bikes on a wooded trail, and then couples enjoying the tasting trail)

V.O.:  Where a day of attacking the trails gives way to a night of sipping craft ales.

(A couple on a tall ship, or another outdoorsy shot)

V.O.: That’s Greater Williamsburg. That’s Funexpected.

(Art card with Visit Williamsburg logo and url)

V.O.:  Plan your getaway at VisitWilliamsburg.com/fun

ACTIVE COUPLES
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PRE-ROLL | THAT’S FUNEXPECTED :15

W H A T ’ S

?
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LINKEDIN | HOMEPAGE

?
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LINKEDIN | AD BANNER

?
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FUNEXPECTED | LANDING PAGE

?
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FACEBOOK | AD BANNERS

?



MEREDITH | PRINT

FAMILY CIRCLE

PARENTS

SOUTHERN LIVING
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MEREDITH | ENGAGEMENT VIDEO

?
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MEREDITH | ENGAGEMENT VIDEO

?
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MEREDITH | ENGAGEMENT VIDEO

?



Media Update

• Digital to launch March 4, 2019
– Washington D.C. (Hagerstown MD)

– Baltimore MD

– Raleigh-Durham (Fayetteville) NC

– Charlottesville VA

– Harrisonburg VA

– Roanoke-Lynchburg VA

– Salisbury MD

– Greenville-New Bern-Washington NC

• TV & Streaming Video to launch March 18
– Washington D.C. (Hagerstown MD)

– Baltimore MD

– Raleigh-Durham (Fayetteville) NC

– Charlottesville VA

– Harrisonburg VA

– Roanoke-Lynchburg VA

– Salisbury MD

– Greenville-New Bern-Washington NC



Budget By Medium

41

Digital
59%

TV
27%

Print
10%

Other*
4%



PR Highlights
JANUARY 2019

7 Media Placement
6.7 MM Media
Impressions

1 Travel Writer Visit



Social, Influencer & Syndication Highlights
JANUARY 2019

1.1MM impressions and 
3.7K engagements via 
social media content

Prepped for Pinterest and 
Instagram Stories 

launches– now live

304 clicks to website from 
2018 influencer partners



SEO Highlights
JANUARY 2019

• We have increased qualified SEO traffic to the site by 

8% in January

• 70.9% of all website traffic is being driven by 

organic search in Google by SEO

• 38% of visitors have converted, being driven 

specifically to the partner pages

• 77.6% of traffic are new, first time visitors to 

visitwilliamsburg.com.

• All people visiting our site through SEO are very 

engaged, staying on the site for 2:53 and visiting at 

least 3.75 pages



2019 Commemoration Initiatives

 PR is highlighting the 400th Commemoration in all communiques, releases, 

pitches (print, online, broadcast), as well as, within individual visiting journalist 

itineraries and organized media FAM trips.

 Our latest release "What's New in 2019" featured commemoration programming 

which has been widely distributed and currently lives online in the media center.

 Content creation on the Williamsburg commemoration events is being developed 

as a trip idea and will be published on visitwilliamsburg.com.

 The Social team is supporting all commemoration efforts in advance of community 

programming and events boosting all posts.

 Developing an itinerary themed Virginia’s Customs, Cultures and Cuisines with 

Colonial vegetables and Williamsburg restaurants.

http://visitwilliamsburg.com/


Destination Marketing Budget
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Tourism Destination Marketing  2019 2018 % 
Budget Actual Change

Inquiry Fulfillment $         95,266 $44,096 54%

Public Relations - Percepture $       325,474 $209,600 36%

Online Services - Miles Media $       406,170 $136,730 66%

Social Media Content - Percepture $       285,734 $147,949 48%

Paid Media $    3,529,551 $2,331,715 34%

Ad Agency - Luckie $       977,150 $554,222 43%

Production - Luckie $       792,850 $217,150 73%

Research $       218,500 $15,960 93%

Sub-Total Tourism Dest Mktg $    6,630,695 $3,657,422 45%

Total WTC Budget $    8,506,200 $5,168,017 39%



Administrator Report
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DMO Comparisons
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Room Nights – Calendar year 2018
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2017 1,601,856
2018 1,569,322
Change    (32,534)
% Change   -2%



Room Nights: FY20 6-month
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Jul Aug Sep Oct Nov Dec

City of Williamburg 59,869 60,865 41,157 48,469 39,153 40,400

James City County 49,336 50,016 27,117 37,696 29,692 27,096

York County 66,598 65,960 41,875 53,512 44,186 46,921

Total 175,803 176,841 110,149 139,677 113,031 114,417
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Economic Impact Study

• Vendor Chosen
• Southeastern Institute of Research

• Richmond VA

• Thank You Working Group
• Dale Hall- Jamestown-Yorktown Foundation
• Andrea Sardone, Colonial Williamsburg Foundation
• Julie O’Neal,  Busch Gardens
• Esra Calvert, Virginia Tourism Corp.
• Todd Wellbrock, Williamsburg Courtyard
• Dave Potter, WTC
• Jody Puckett, WTC
• Jeff Wassmer, WTC
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Econ Study Next Steps

• Feb. 22 – Kickoff Meeting

• Scope of Work 

• Contract

• Timeline

• Steering Committee Appointed
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Strategy. Insights. Results.



WHO WE ARE

SIR is a 54-year-old STRATEGIC CONSULTANCY.



We help organizations and jurisdictions 

plan today how to win tomorrow.

Understanding TODAY

PRIMARY RESEARCH
+ Understanding 

TOMORROW

TRENDS RESEARCH

Strategy. Insights. Results.



WHO WE ARE

We MAKE A DIFFERENCE for our clients, 

our community, and our world.
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We MAKE A DIFFERENCE for 

CITIES
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We MAKE A DIFFERENCE for 

DMOs & 

DESTINATIONS
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5
Focus 

Areas
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OVERVIEW OF RESEARCH AND 

INCREMENTAL TOURISM 

ECONOMIC IMPACT FOR THE 

WILLIAMSBURG AREA.

1
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The key here is to measure incremental impact. A strong case must 

be made that the new tax is worth it – that the new funds are funding 

marketing efforts that are attracting visitors and repeat visitors who 

would not have come otherwise. 

The strongest incremental impact reporting requires a multi-prong

approach that generates corroborating data that when added 

together makes an unassailable case for positive ROI.

SIR’s Insight



SIR’s Multi-pronged Impact Assessment Approach
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APPROACH

1. WTC’s marketing activity

2. WTC Past Visitor study

3. WTC’s visitor profile and trip characteristics

4. Regional travel data

5. Major regional economic drivers

6. Optional – Overall regional economic impact

7. Optional – Industry and Public Support
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DEVELOPMENT OF

A VISITOR PROFILE THAT 

CAN BE USED TO PLAN 

FUTURE EFFORTS.

2



Three sources of visitor profiling  

• TravelTrak America (formerly known as 

TravelsAmerica) is one of the largest 

travel profiling programs in the world.

• TravelTrak America surveys over 14,000 

households every month on travel 

attitudes and behaviors - destinations.

• TravelTrak America is the official 

research vendor of record to the US 

Travel Association.

• VisitNorfolk tapped into TravelTrak 

America’s 2018 database.
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WTC PAST VISITOR STUDY

• An online survey conducted by SIR.

• Understand trip motivation, trip 

satisfaction, perception of 

Williamsburg, likeliness to return, 

etc.

• Among travelers who have 

requested information from WTC 

and using lists of visitors from 

major hotels and attractions.

VTC REGIONAL DATA

• VTC tracks regional visitor data, 

spending and economic 

measures.

• Measures include expenditures, 

travel receipts, industry 

employment, etc.

• SIR will work closely with the VTC 

research team to assemble all 

available existing data.

https://www.omnitrakgroup.com/
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DATA COLLECTION THAT MIGHT 

BE USED TO PLAN FUTURE 

INFRASTRUCTURE AND 

PRODUCT DEVELOPMENT.

3



SIR proposed three primary data collection efforts

1. Williamsburg region travel industry stakeholder input

2. Past visitor survey

3. Prospective visitor survey

73

All surveys will include questions to assess 

perspectives on current and potential future 

infrastructure and product development 



We will apply statistical modeling that leads to opportunities 

to improve both product and promotion.

• Assess the rational and emotional 

elements of an ideal destination among 

its visitors.

• Gap analysis

• Opportunity mapping

• Driver analysis
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Statewide perspective
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DEVELOPMENT OF KPIS 

AND BENCHMARKS TO 

USE IN 2020.

4



Key Performance Indicators
Assessing Overall Measures

• Unaided and aided awareness

• Unaided and aided advertising awareness

• Familiarity

• Consideration/intent to visit

• Desired perceptions on key attributes

• If visited – satisfaction and Net Promoter ScoreTM

• If visited – intent to revisit

• Inquiries/request for information

• E-newsletter signups

78



Establish Performance Benchmarks and Goals
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KEY MEASURES 2018 2020 GOAL

Unaided and aided awareness 53% 63%

Familiarity 61% 70%

Satisfaction with Williamsburg 68% 75%

Likeliness to visit 63% 70%

Likeliness to return 59% 65%

Performance gaps in key attribute areas
Varies by 

attribute
Varies by attribute

Likeliness to recommend (NPS) 25 30



SUGGESTIONS ON 

BRAND DEVELOPMENT 

FOR THE FUTURE.
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SHOWCASING 

IMMEDAITE 

TOURISM 

IMPACT

SIR current studies

WTCDrive 2.0

Hampton Roads 

Placemaking

Colonial 

Williamsburg

Past studies
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Branding the Williamsburg experience to align with greatest 

tourism impact

TONS OF STUFF

• World class theme parks

• Golf

• Spa

• History

• Outdoor activities

• Shopping
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IMMEDIATE IMPACT

• Vacations for all generations 

(grandparents)

• Education with fun – history and theme 

parks

• Living history – one of the few in the world

• Convenient, rich experience
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QUESTIONS?



Strategy. Insights. Results.

THANK YOU!



Chair Report

• Community Outreach
• York County BOS

• Williamsburg City Council

• Alliance Annual Meeting

• Alliance Appointments
• 3 Members
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Wrap-Up

• Other New Business Items?

• Next Meeting Date: March 19, 2019 
• Stryker Building

THANK YOU
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