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WHO WE ARE

Established in 1978 as a 
market research 

consultancy

Headquartered in 
Columbus, OH and 

Toronto, ON

Focused in 
tourism since 

1985

Working with over 
175 Destinations 

and Brands



AGENDA
§ Latest American 

Travel Sentiment 
Outlook

§ 5 Key Learnings & 
Trends



Ø I DO NOT get paid by the slide!

Ø I will move quickly!

Ø I will share this deck with you!

ØSo sit back, relax, and just listen…



SEPTEMBER 8, 2023

Travel Sentiment Study Wave 77



• Planning Cycles Long and Short

• Outdoors

• Road Trips

• ”Bleisure” Evolves – Work From Anywhere

• Day Trippers

• Cleanliness = Safety

• New Protocols = New Expectations

• Rate Sensitivity

• Expectation of Service

• Expectation of Flexibility

• Expectation of Clarity

• Expectation of Locals

• Expectation of Balance

• AI & ChatGPT

• Sustainability
*Triangulate Sentiment Research with Longwoods Travel USA Research



Travel Sentiment Study Wave 77

Travelers with Travel Plans in the Next Six Months Comparison
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*Note: Data spanning multiple years, beginning from 1/5/2022.
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IS DEMAND SOFTENING?   OVERALL, NO… BUT IN REALITY…



IMPACT ON TRAVEL PLANS

Next Trip Travelers Will Take

22%

16%

13%

13%

12%

10%

6%

5%

2%

1%

0 10 20 30

Travel  by car to see friends and relatives within 200 miles in the U.S.

Travel  by car to see friends and relatives more than 200 miles in the U.S.

Travel  by car for a vacation/getaway within 200 miles (not to see friends or relatives) in the U.S.

Travel  by plane to see friends and relatives within the U.S.

Travel  by plane for a vacation/getaway (not to see friends or relatives) in the U.S.

Travel  by car for a vacation/getaway more than 200 miles (not to see friends or relatives) in the U.S.

I don't currently have any travel plans

Trip to another international destination

International trip to Canada or Mexico

I will vacation at home first (i.e.,  staycation)

Travel Sentiment Study Wave 77



SPEAKING OF ROAD TRIPS…

Travel Sentiment Study Wave 73
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35%

Very likely

Somewhat likely

Neither likely nor unlikely

Somewhat unlikely

Very unlikely
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On your next trip, how likely are you to use an electric vehicle?



IMPACT ON TRAVEL PLANS

20%

9%

71%

 Yes - on an overnight trip

 Yes - on a day trip

 No - I took a trip but did not use an electric vehicle

0 10 20 30 40 50 60 70 80

Travel Sentiment Study Wave 77

In the last six months, have you used an electric vehicle to travel on a trip?



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 77
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Visit friends and family

Take a road trip

Visit a national park, state park, or monument

Visit a museum, art gallery, or other arts/cultural institution

Visit an amusement park or theme park

Visit a farmers market

Attend a festival

View fall foliage

Go on a hike or bicycle ride

Go to a winery, brewery, or distillery

Attend or participate in a sporting event

Visit a farm to experience fall harvest activities*

Go fruit or berry picking

Tour a college or university

Other

August 16, 2023  August 31, 2022*Corn maze, hay rides, pumpkin patch, etc.

Activities Travelers Plan to Participate in During Their Fall Travels



PANDEMIC WAS A SHORT-TERM RENTAL ACCELERANT!

Travel Sentiment Study Wave 74

How likely are you to stay in a short-term rental (Airbnb, Vrbo etc.) on your next trip?
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24%

Very likely

Somewhat likely

Neither likely nor unlikely

Somewhat unlikely

Very unlikely
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01
Don’t Forget About 

COVID-19!
(As an Opportunity)



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 77

Indicated that Coronavirus Would Greatly Impact their Decision to 
Travel in the Next Six Months
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*Note: Data spanning multiple years, beginning from 1/5/2022.
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IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 76
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Travelers Planning to Change Upcoming Travel Plans Due to 
COVID-19 Comparison

*Note: Data spanning multiple years, beginning from 3/11/2020.
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IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 76

16%

14%

14%

10%

4%

4%

I am traveling within the U.S. instead of internationally

I am choosing destinations I can drive to as opposed to fly

I am reducing the number of trips I'm taking

I am choosing rural destinations over city destinations

I am canceling trips

I am choosing not to travel at all
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Influence of COVID-19 on Travel Plans in the Next Six Months



01
1 in 4 travel 

differently and 
with different 
expectations!



02
Don’t Deep 

Discount… Show 
Value!



Travel Sentiment Study Wave 77

Indicated that Concerns About Personal Financial Situation Would 
Greatly Impact their Decision to Travel in the Next Six Months

*Note: Data spanning multiple years, beginning from 1/5/2022.
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IMPACT ON TRAVEL PLANS
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Travel Sentiment Study Wave 77

16% 15% 24% 23% 22%

0 50 100

1 - No impact at all 2 3 4  5 - Greatly impact

Impact of Gas Prices on Decisions to Travel in Next Six Months

IMPACT ON TRAVEL PLANS



Travel Sentiment Study Wave 77

Impact of Airfare Prices on Decisions to Travel in Next Six Months
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IMPACT ON TRAVEL PLANS



Travel Sentiment Study Wave 77

Impact of Inflation on Decisions to Travel in Next Six Months
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IMPACT ON TRAVEL PLANS



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 75

Impact of Personal Financial Situation on Travel Plans

32%

31%

27%

26%

26%

21%

21%

8%

4%

24%

I'm reducing the amount I spend on entertainment and recreation

I'm reducing the amount I spend on retail purchases

I'm reducing the number of trips I'm taking

I'm reducing the amount I spend on food and beverage

I'm choosing destinations closer to home

I'm reducing the amount I spend on lodging

I'm choosing to drive instead of fly

I am choosing not to travel at all

I'm canceling trips

My financial situation is not impacting my travel plans

0 25 50



02
Everything costs 

more… They are still 
travelling but want a 

deal…
Promotions… not 
Deep Discounts…

Drive Value to Retain 
Rate!



BUT…

25

&



May Cause…

26

&



03
Heightened 

Expectation of 
Service!



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 75

On your most recent trip in the last three months, what level of service did you 
receive from tourism and hospitality businesses?

57%

22%

21%

53%

27%

20%

The same level of service as before the pandemic

A lower level of service than before the pandemic

A higher level of service than before the pandemic

0 10 20 30 40 50 60

 June 21, 2023  January 4, 2023



IMPACT ON TRAVEL PLANS

58%

28%

14%

61%

23%

16%

The same level of service as before the pandemic

A higher level of service than before the pandemic

A lower level of service than before the pandemic

0 10 20 30 40 50 60

June 21, 2023  January 4, 2023

Travel Sentiment Study Wave 75

When traveling in the next three months, what level of service do you expect to 
receive from tourism and hospitality businesses?



03
We MUST figure It out!  

Lack of staffing is no 
longer an excuse…



Looking Ahead…

- Manage Expectations & Lean Into Technology!



04
Speaking of 

Technology…



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 73

How likely are you to use ChatGPT in the planning process for your next 
trip?

14%

18%

15%

8%

18%

27%

Very likely

Somewhat likely

Neither likely nor unlikely

Somewhat unlikely

Very unlikely

I do not know what Chat GPT is
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Travel Sentiment Study Wave 77

In the last six months, have you used Chat GPT in the trip planning 
process?

50%

17%

33%

I did not use Chat GPT to plan my trip

I used Chat GPT to plan my trip

I do not know what Chat GPT is

0 10 20 30 40 50 60

IMPACT ON TRAVEL PLANS



04
With generative AI, 

your role as curator of 
content & rate 

transparency is more 
important than ever!

Be the trusted source!



05 

2023-2024:
Taking a time of 

“Re…”



Reunite… Relax… Reconnect… etc…



BALANCE AND “BLEISURE!”

Travel Sentiment Study Wave 70

Please indicate your level of agreement with the following statements 
regarding your work activities compared to 2020/2021: 
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19%
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12%

9%

33%

30%

34%

34%

43%

26%

34%

20%
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25%

20%

17%

10%

I am less likely to work during leisure travel

I am more focused on having a work/life balance

I am more likely to work on-site than remotely

I am more likely to work from my home rather than temporary accommodations in another area

I am more likely to include leisure travel activities on my business trips

0 50 100

Strongly disagree Disagree Neutral Agree Strongly Agree



05
2023-2024:

…And adding a 
time for “ME!”



Key Learnings

1.  Don’t Forget About 
COVID-19! 

For one in four travelers, it’s a travel 
preference with certain expectations.  
Opportunities to target them!

3.  Heightened Expectations 
Of Service!

Lean into technology… Manage 
expectations… But you must figure it out!

2.  Don’t Deep Discount… 
Show Value!
High demand remains with reallocation of 
spend to offset inflation.  Show them it’s 
worth the money!

4.  Don’t Fear Artificial
  Intelligence & ChatGPT!
Your role as a content curator is more 
important than ever!



Key Learnings 

Take this time of 
“Re…”

- RE-unite
- RE-connect
- RE-kindle 
- RE-lax
- RE-set
- RE-juvenate
- RE-invigorate
- RE-imagine
- RE-invent, etc…

And be sure to add time 
for “ME!”

While the high demand to 
reconnect with others will still 
drive a lot of travel decisions, the 
thirst to find balance within one’s 
self and satisfy more personal & 
hedonistic-like  needs will grow 
as a key motivator in the coming 
year…  



Bottom Line:  Keep Doing This!

With these trends as your cues!



LongwoodsInternational

@Lngwds

   aeylon

Thank You!
Amir Eylon

President & CEO, Partner

aeylon@longwoods-intl.com

longwoods-intl.com



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



Roundtable Discussion



Approve Minutes
July 18, 2023



Vote

 James City County 
 Colonial Williamsburg Foundation
  

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

Ruth Larson, Chair 
Cliff Fleet, Vice Chair

Kevin Lembke 
Neal Chalkley
Denise Kellogg
Christy Coleman 
Michael Claar
Chad Green



Chair Report



Treasurer’s Report
Financials
• Revenue/Expenses
• Cash on Hand
• Tax Revenue



July Revenue/Expenses

Source: York County, Office of the Commissioner and Revenue and VA Department of Taxation



July 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



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 Per Month



*Source: Affinity

Average Visitor Spend By Category



*Source: Affinity

Visitor Spend By Age Group



*Source: Affinity

Benchmark Comparison: Average Visitor Spend Per Month



*Source: Affinity

View-to-Visit Window



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



YTD Digital Advertising Performance

*Source: Adara



Spotlight: Atlanta



The WilliamsBLOG



YTD Website Performance



New and Improved: visitwilliamsburg.com



July/August: Familiarization Tours

July/August: Influencer Program



July/August: Organic Social Performance



Public Relations
July/August 2023 Performance



July 1– Aug 31, 2023

Key Media Placements

Global Impressions

Placements

54.1 Million
13

“Travel + Leisure Readers’ 15 
Favorite Cities in the United 
States of 2023”

*YoY 2022 – 440.8 Million Impressions & 15 Placements 

“21 of Our Favorite Thanksgiving 
Getaways 2023”



Key Media Placements cont. 



Travel + Leisure readers selected Williamsburg as #11 out of 15 best 
cities in the US in its annual "World's Best Awards" survey.

July/August: Awards & Accolades

Southern Living named Williamsburg the #18 “Festive Small Town for a 
Charming Christmas Getaway.”



Sales
July/August 2023 Performance



July/August: Shows/Events

Student & Youth Travel Association (SYTA) 
Socials ARTECHOUSE

July 20 – Washington, D.C.

Student & Youth Travel Association (SYTA) 
Annual Conference

August 18 - 22  – Winnipeg, Manitoba, Canada

Connect Marketplace

August 22 - 24 – Detroit, Michigan

Virginia Motorcoach Association (VMA)

August 22 - 24 – Cherokee, North Carolina



Student and Youth Travel Association (SYTA) Destination Spotlight



July/August/September: New Business Leads

ISSUE DATE LEADS ROOM NIGHTS
7/07/2023 International Inbound Travel Association 548

7/12/2023 Eastern Diocese Church of Christ (Holiness) U.S.A. 52

7/12/2023 Association of College and University Printers 362

7/13/2023 The Hamilton Family Reunion 165

7/20/2023 UFFL – United Flag Football League – Summer Nationals 1510

7/20/2023 Riverside Regional Medical Center – Faculty Retreat 10

7/27/2023 Emereau: Bladen Charter School 130

7/27/2023 Capital Region USA 240

7/27/2023 Society of Government Meeting Professionals 1050

8/04/2023 UFFL – United Flag Football League – Summer 2024 Tournament 1010

8/07/2023 Strong Bonds Training 44

8/07/2023 Moseley Architects Busch Gardens Adventure 200

8/07/2023 Southeastern Electric Exchange, Inc 76

8/07/2023 Southeastern Electric Exchange, Inc 110

08/17/2023 New Market Tour Series #1 & #2 840

8/18/2023 Premier Planning Partners 905

09/01/2023 Eagle Rock Tours 104

09/06/2023 American Wagyu Association 700

09/06/2023 Grand Classroom/Charleston Collegiate 25

09/06/2023 The Nursing Organizations Alliance (NOA) 320



July/August: Definite Bookings

DATE BOOKING PROPERTY ROOM NIGHTS

08/03 – 08/05/2023 Smyrna Baptist Church Youth Group La Quinta Inn and Suites 30

09/01 – 09/02/2023 United Flag Football League (UFFL) Comfort Inn Gateway 64

09/04 – 09/08/2023 Operational Coordination Working Group Holiday Inn Gateway 120

09/10 – 09/16/2023 Road Scholar Tours Williamsburg Lodge 75

09/17 – 09/24/2023 Road Scholar Tours Double Tree by Hilton Williamsburg 66

09/30 – 10/01/2023 Moseley Architects Busch Gardens Adventure The Historic Powhatan Williamsburg 200

10/01 – 10/08/2023 Road Scholar Tours Double Tree by Hilton Williamsburg 75

10/08 – 10/14/2023 Road Scholar Tours Williamsburg Lodge 75

10/9 – 10/11/2023 EF Explorer Holiday Inn Express Busch Gardens 52

10/14 -10/17/2023 EF Explorer Holiday Inn & Suites Gateway 54

10/14 - 10/18/2023 EF Explorer Comfort Inn Williamsburg 22

10/26 – 10/28/2023 EF Explorer Holiday Inn Busch Gardens 36

10/27 – 10/29/2023 Mars Companies Holiday Inn Express Williamsburg North 50

10/27 – 10/29/2023 Landmark Tours Williamsburg Woodlands Hotel 40

11/30 – 12/05/2023 Road Scholar Tours Williamsburg Lodge 40

05/19 – 05/23/2024 Southeastern Electric Exchange, Inc Williamsburg Lodge 110



Upcoming 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



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
  

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

Ruth Larson, Chair 
Cliff Fleet, Vice Chair

Kevin Lembke 
Neal Chalkley
Denise Kellogg
Christy Coleman 
Michael Claar
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
  

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

Ruth Larson, Chair 
Cliff Fleet, Vice Chair

Kevin Lembke 
Neal Chalkley
Denise Kellogg
Christy Coleman 
Michael Claar
Chad Green



Adjourn
Next Meeting

Tuesday, November 21, 2023


