
Williamsburg Tourism Council
Tuesday, March 16, 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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Public Comment

• Limit to three minutes
• State name and address
• No Q & A
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U.S. Travel Association
Roger Dow, President and CEO



Virginia Tourism Corporation
Rita McClenny, President and CEO
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Approve Minutes
January 19, 2021
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Voting

James City County 
Colonial Williamsburg
City of Williamsburg 

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

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

Kevin Lembke 
Ron Kirkland
James Horn 
Christy Coleman 
Mickey Chohany
Chad Green
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Chair Report
UHY Audit

May Agenda
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Treasurer’s Report
Revenue/Expenses
Cash on Hand
Tax Revenue
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January Revenue/Expenses
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Source: York County, Office of the Commissioner and Revenue and VA Department of Taxation



FYTD Revenue/Expenses (through January 31)
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Source: York County, Office of the Commissioner and Revenue and VA Department of Taxation



January Cash on Hand
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*Source: York County, Office of the Commissioner of Revenue

Sales Tax
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*Source: York County, Office of the Commissioner of Revenue

Transient Tax
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Smith Travel Research Report: December 2020
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Smith Travel Research Report: January 2021
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Executive Director and CEO Report
Brand Health Study

Zartico (formerly Entrada Solutions) Overview

Public Body Compliance

Visit Williamsburg Program Updates
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Brand Health Study
David Seiferth, President, SMARInsights
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COVID-19 Perceptions

Consumers are growing more comfortable with travel as the COVID-19 vaccine is being widely 
distributed and proving effective – and new cases are declining. 

62%
56%

39%

Mid-April
2020

Late July/
Early August

2020

Mid-February
2021

The thought of traveling scares me right now 
(top 2 box agreement)



Vaccine Perceptions

• Around two-thirds of 
consumers plan to get 
the vaccine and feel it 
will be safe and 
effective

• And travel plans are 
tied to the vaccine for 
more than 4 in 10 
consumers

42%

45%

63%

65%

68%

I plan to travel soon after  getting the coronavirus vaccine

I won’t travel before I get the coronavirus vaccine

I believe that the coronavirus vaccine is/will be safe

I believe that the coronavirus vaccine is/will be effective

I plan to get the coronavirus vaccine

Top 2 box agreement



Leisure Travel Readiness

It’s too early to be 
thinking about 
leisure travel

21%

I’m starting to 
dream about 
leisure travel

32%

I’m ready to begin 
planning leisure 

travel
26%

I’m currently 
planning leisure 

travel
21%

Considering the COVID-19 pandemic, which of the following 
best describes how you feel about 

traveling for leisure soon? • Travel readiness and pent-up 
demand is evidenced by the 
fact that only 1 in 5 consumers 
think it’s too early to be 
thinking about leisure travel 
• About half are still 

dreaming/ready to plan, but 1 
in 5 are currently planning  



COVID-19 Impact on Leisure Travel

36%
25%

45%

52%

19% 23%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Late July/early August 2020 - Trips taken since spring 2020 or
planned for the rest of 2020

Mid-February 2021 - Tr ips taken in 2020

Leisure trips among normal leisure traveler target audience

3 or more

1 or 2

None

• In late July/early 
August, 36% of 
consumers indicated 
that they had not 
taken a trip nor had 
plans to travel for the 
rest of the year

• As of mid-February, 
only 25% indicated 
taking no trips in 2020 

• So, more ultimately 
took trips in 2020 than 
had taken/planned in 
the middle of the year 



Methodology
• Data were collected via an online survey so that 

consumers could review the actual advertising

• A total of 1,903 online surveys were completed 
between February 11 and 23, 2021

• The research was conducted among leisure 
travelers in proven and expansion markets; leisure 
travelers are those who normally take at least one 
leisure trip a year that involves an overnight stay or 
is at least 50 miles from home

• The overall results are weighted to be 
representative of market population

• It should be noted that year-over-year changes are 
reviewed using comparable proven markets to 
allow for a direct comparison (Cleveland and 
Columbus were not target markets in 2019, so no 
comparison is available)



2020 Campaign Overview

• The “Life. At Your Pace.” campaign was 
selected through qualitative and quantitative 
testing

• The campaign included linear TV/CTV, digital 
banner, social, and influencer content 
advertising; the digital banner and social ads 
included summer, fall, and holiday executions

• WTC invested $7.3 million – a significantly 
larger investment than the $4.7 million spent 
in 2019



Demographic Targets

• WTC has defined 
demographic targets for the 
2020 advertising 

• These targets are defined in 
the graphic

• The research results are 
reviewed by demographic 
target where applicable



2020 Campaign Awareness
47%

40%

46%

Proven Markets Expansion Markets Overall

Column1 Proven 
Markets

Expansion 
Markets Overall

Target HHs 7,761,679 1,887,366 9,649,045

Awareness 47% 40% 46%

Aware HHs 3,668,474 745,587 4,414,060

• Overall, the 2020 advertising reached 
46% of target households, or 4.4 
million
• Slight increase over 2019 (45%)

• Awareness is higher in the more 
populous proven markets; these 
markets account for 80% of target 
households and 83% of ad-aware 
households



2020 Advertising Communication Ratings

4.03

4.05

4.15

4.15

4.27

4.28

4.29

4.37

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

Make you feel better about Williamsburg

Show unexpected Williamsburg attractions  and activities

Show experiences  unique to Williamsburg

Make Williamsburg seem exciting

Make it look like Williamsburg is open for tourism now

Show a place with a rich history

Make Williamsburg look like a fun destination

Make Williamsburg look like a good place for a family trip

Communication Ratings (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)

The 2020 
advertising excels at 
communicating that 
Williamsburg is a 
good place for a 
family trip, a fun 
destination, a place 
with rich history, 
and a place that is 
open for tourism 
now. 



2020 Advertising Impact Ratings

3.97

4.01

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

Make me want to visit
Williamsburg for a leisure trip

Make me want to learn more
about things to see and do

in Williamsburg

Impact Ratings (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)

From an industry 
ad ratings 
benchmark 
standpoint, the 
2020 advertising 
effectively 
generates interest 
in Williamsburg 
travel. 

à SMARInsights’ Industry Benchmark



Ad Ratings Change (COVID Attributes)

3.66

3.71

3.88

3.90

4.03

4.27

3.30

3.59

3.75

3.70

3.81

4.11

Make you feel it is safe to travel to Williamsburg right now

Make you want to learn more about what Williamsburg is doing in
response to the coronavirus

Make Williamsburg stand out compared to others who are not
doing similar messaging

Are what you would expect to  hear from a destination right now

Make you feel better about Williamsburg

Make it look like Williamsburg is open for tourism now

July/August 2020 data collection

February 2021 data collection

The ad ratings for 
attributes relating 
directly to COVID-19 
improved compared 
to summer likely 
due to more 
positive consumer 
sentiment.



“Ads Make Me Want to Visit” – Market Type

3.91

3.98

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

Expansion Markets

Proven Markets

Make me want to visit Williamsburg for a leisure trip (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%) à SMARInsights’ Industry Benchmark

The advertising is 
working to 
generate interest in 
visiting in both 
market groups. The 
rating in the proven 
markets is just shy 
of the “excellent” 
threshold.  



“Ads Make Me Want to Visit” – Target Audience

3.78

3.89

4.33

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

Active Mature Couples

Gen X & Millennial Couples without Kids

Gen X & Millennial Families with Kids

Make me want to visit Williamsburg for a leisure trip (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)

à SMARInsights’ Industry Benchmark

The young families 
demographic group 
had relatively high 
ad awareness. Here 
we see that they are 
also relatively 
receptive to the 
advertising from this 
evaluative ratings 
perspective. 
Reaching the most 
receptive audience 
foreshadows strong 
advertising impact 
on travel. 



“Ads Make Me Want to Visit” – Personas

4.04

3.89

3.97

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

See-ers & Do-ers

Simple Strivers

Culture Questors

Make me want to visit Williamsburg for a leisure trip (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)

à SMARInsights’ Industry Benchmark

Of the personas, the 
See-ers & Do-ers
give the ads the 
strongest rating in 
terms of generating 
interest in visiting. 
This persona also 
had relatively high 
ad awareness –
again suggesting 
that the ads are 
reaching the most 
receptive consumers 
and will influence 
travel. 



Ad Impact on Familiarity, Rating, and Intent

26%
39%

43%

41%

Unaware Ad-Aware

Williamsburg Familiarity

Somewhat
familiar

Very familiar

30%
42%

32%

31%

Unaware Ad-Aware

Williamsburg Rating

Very good

Excellent

2% 7%
12%

29%

Unaware Ad-Aware

Likelihood to Visit Williamsburg 
in the Next Year

Very likely

Already
planning a trip

The 2020 advertising works to familiarize consumers with the Williamsburg leisure travel product, build 
overall perceptions of the destination, and generate intent to visit in the next year. The ads will continue 
to have an influence outside the scope of this research. 



Zartico Overview
Ted Sullivan, CMO

Kelsey Blevins, Senior Data Advisor
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From Art & Science
Comes Wonder







Enhancing the 
Experience of the 

Visitors

Bettering the lives of the 
Residents

Transforming DMOs 



"We had three new high end hotels open in our 
city. I now have the ability to show how guests 
to those hotels differ in their movements 
around town from other accommodations and 
day visitors."

"Entrada has put together an impressive team of 
experts in digital marketing, CRM data and tourism 
insights. Our staff has a counterpart in each 
department who understands the industry, speaks 
the language and can work with us to enhance our 
understanding of both the volume and variety of City 
data we have.”

"I'm now getting more buy in for campaigns from our 
regional hotels, restaurants and attractions. Entrada 
gives me the insights for movement and spend 
throughout our City. I can now make a better case for 
increased investment.”

"I needed the ability to show the effect of 
events on my city. Good or bad we need to 
know which ones we should invest more in 
and which ones may not be a good fit for our 
community."

PARTNER
STORIES



DMO

Jobs

Tax 
Revenues

Visitor Resident 
Ratio Hotel Volatility

Visitor Economy

Visitors to 
Locally Owned 

Businesses

Destination 
Desirability

Relocation

LivelihoodsWell-Being

New World, New KPIs



We Create a 
Single Source of Truth
Chaos to Intelligence



We Create a 
Single Source of Truth





The Majority of Trips by Non-residents were Overnight (72%)



The non-resident visitors traveled mostly from Baton Rouge, Austin, Lafayette, San 
Antonio, Houston, and New Orleans. 



The typical travel itinerary of visitors included hotels, outdoors, retail, and 
restaurants. LeFleur Park was the most visited point of interest. 



Cross-visitation



The New Balance Futures Stars Series (NBFSS) National Championships at McMurry Park, 
Sulphur from July 22 through 26, 2020:



How Lake Charles Turned the Insights Into Currency

Made the case for expansion- More teams next year

Had ½ the total teams but were 75% of the economic impact

Per Player Per Diem- Much higher than expected

Players did not take advantage of the free incentives

Proved the ability to diversify consumer behavior

Demonstrate Lake Charles was up 17% over National Average

Increased the Event from 4 to 6 weeks in 2021 (50%!!)



Visitor Volume YOY Comparison

July 2020-
March 2021

July 2019-
March 2020



Top Origin Markets

July 1, 2020- March 
10, 2021



Visitor Flow Throughout Destination

Date Range: 
July 1, 2019 - March 6, 
2021



Visitor Flow Throughout Destination: July 4th Weekend 2020

Date Range: 
July 3, 2020 - July 5, 
2020



Visitor Flow Throughout Destination: July 4th Weekend 2020

Virginia Residents
Date Range: 
July 3, 2020 - July 5, 
2020



Visitor Flow Throughout Destination: July 4th Weekend 2020

Non-Virginia Residents
Date Range: 
July 3, 2020 - July 5, 
2020



Thank You
zartico.com



Program Updates
Public Body Compliance
Marketing/PR
Sales
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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.”

58



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
• Obtained risk management insurance
• Requested AG Opinion, re: Powers and Duties
• Procured health/dental/vision benefits
• Procured retirement plan
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Public Body Compliance
To be completed:

• QuickBooks separation (*pending audit completion)
• Lease/Updated MOUs with external organizations
• Compliance training for board and staff
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Marketing/PR
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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



DISCOVERY

CONSIDERATION

ACTION

LINEAR TV CONNECTED TV INFLUENCER DIGITAL SOCIAL PPC

Focus on proven markets 
to impact highest 

potential travel markets

Increased reach in 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%

JAN

JAN
5%

Campaign Overview

Always-on Approach Increased Spend to Capture 
Peak Demand Periods

Assumes Travel Rebound Q3/Q4 
2020

Constantly Monitor and Adjust 
as Needed

Linear TV Connected TV Display Paid Social Paid Search Influencer Golf, Nat Geo 
Partnerships

Overall Strategy

Spring/Summer Media Mix



Sample Creative



Sample Creative



The WilliamsBLOG: January/February Performance

● Twelve blog posts published and promoted via paid media 
and social media

● Content combines WTC content plus 3rd party influencer-
written content

● Sessions up 900+% YOY vs. Trip Ideas 
● Nearly four times the number of users

(vs. Trip Ideas 2019)
● Percentage of new user sessions up +13%
● Users spending an average of two minutes on-page
● Top-performing content: 

○ Learn. At Your Pace.
○ 7 Things To Do for 1st Time Visitors



Education Campaign: January/February Performance

Launched January 4 with a $125,000 digital media strategy; 
has driven 70,000+ web site sessions.

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.

1.34% CTR 
(benchmark of .53%-.80%)

9M+ impressions 
.79% CTR

Used to target specific digital 
audiences such as: 

Scary Mommy
Meredith Publishing 
Education App Users



January/February Influencer Marketing

Ashley Buchanan
33K followers Ashley TerKeurst Hodges

117K followers

Ashley Washington
16K followers

7.6M+ Impressions
328K Engagements

38 Industry Partners Featured

https://www.instagram.com/historyinhighheels/?hl=en
https://www.instagram.com/ashleyterk/?hl=en
https://www.instagram.com/beautifully_made/?hl=en


January/February Influencer Marketing

Anna Hartman
12K followers

Leah Bandoni
8K followers

The Busbys

1.7M+ followers

The Busbys
1.7M+ followers

Including four 10-minute 
Youtube Videos by The Busbys

with over 714,000 Views 

https://www.instagram.com/lifestylebyannaelizabeth/?hl=en
https://www.instagram.com/blondeandbubbly/?hl=en
https://www.instagram.com/dbusby/?hl=en
https://www.instagram.com/dbusby/?hl=en


January/February Social Media - Facebook

Engagement Rate : 8.14% Engagement Rate : 7.82%

Industry Average Engagement Rate: 0.29%



January/February Social Media - Instagram

Industry Average Engagement Rate: 1.48%

Engagement Rate : 7.0% Engagement Rate : 6.91% Engagement Rate : 6.2%



January/February Advertising Performance

41,600,000 Digital Impressions Served

.17% CTR across display advertising partners held steady 
and above .10% benchmark 

83% Increase in Paid Social engagement rate Feb. 15-28 
compared to Jan. 1 - Feb. 14 

7% Increase in Paid Search click-thru rates from Jan. 1 through Feb. 28

914 Hotel bookings* among people exposed to digital advertising 

194% Increase in hotel bookings* YOY for the month of February 
(Jan. data unavailable)

86% Increase in flight bookings* YOY for the month of February 
(Jan. data unavailable)

*Source: Adara Impact Jan. 1-Feb. 28, 2021

With a number of world class courses to explore, 
golfers will feel right at home in Williamsburg. Pack 
your clubs.

Visit Williamsburg
Sponsored

Golf
VISITWILLIAMSBURG.COM

Life. At your pace.
Book now



January/February Web Performance

Sessions up 218% YOY
(446,300)

Visitor Guide Downloads up 9%

E-newsletter Signups up 62%

Users up 221% YOY
(373,600)

Advertising is driving 63% 
of traffic

Top DMAs (by site session):
Washington, DC (13.4%)
Philadelphia (11%)
Norfolk/Portsmouth/Newport News (9.1%)

Life. At Your Pace., The WilliamsBLOG, and Education Campaigns 
are working together to drive traffic.



January 1 – February 28, 2021

Key Media Placements | January 1 – February 28, 2021

Global Impressions

Placements

513.5 Million
27

“These Exhibits Are Coming To U.S. 
Museums In 2021”

“Taking the kids: On a (safe) spring break” “Taking the kids: On an adventure this winter”

*YoY 2020 – 204.1 Million Impressions & 37 Placements

“The Best Staycation in Every State” “25 Best College Towns”



Sales

77







** Denotes Sponsorship **

Upcoming Conferences



Old & New Business

81



Adjourn
Next Meeting: May 18, 2021


