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Roll Call

James City County 
Colonial Williamsburg Foundation
City of Williamsburg 

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

Greater Williamsburg CoC
Virginia Tourism Corporation

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

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

Mike Rock, Ex Officio
Rita McClenny, Ex Officio



Public Comment

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



Longwoods International Briefing
Amir Eylon, President and CEO



The Crystal Ball is Less Cloudy:  
Using Resident Sentiment to Understand the Road Ahead

Amir Eylon
September 20, 2022



Agenda

1. Highlights from the 
Latest Travel Sentiment 
Research

2. Trends & Expectations 
for 2022-23

3. Q & A



SEPTEMBER 7, 2022

Travel Sentiment Study Wave 65



TRAVEL SENTIMENT STUDY 
WAVE 65

Fielded August 31, 2022
U.S. National Sample of 1,000 adults 18+

COVID-19



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65

Travelers with Travel Plans in the Next Six Months Comparison
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IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65

If you have hesitations about traveling, which of the following factors are preventing 
you from taking a trip? 

61%

38%

34%

26%

24%

20%

Inflation/cost of travel

Concerns about coronavirus

Concerns about flight delays/cancellations

Concerns about monkeypox

Lack of time

Crime in travel destinations
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22% I have no hesitations about traveling



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65

Indicated that Coronavirus Would Greatly Impact their Decision to 
Travel in the Next Six Months
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IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65
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Travelers Planning to Change Upcoming Travel Plans Due to 
COVID-19 Comparison



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65
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20%
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5%

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

I am reducing the number of trips I’m taking

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

I am choosing rural destinations over city destinations

I am choosing not to travel at all

I am canceling trips
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Influence of COVID-19 on Travel Plans in the Next Six Months



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65
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IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65
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Greatly Impact their Decision to Travel in the Next Six Months



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65
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Indicated that Transportation Costs Would Greatly Impact their 
Decision to Travel in the Next Six Months



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65
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Impact of Gas Prices on Decisions to Travel in Next Six Months



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65

Indicated that Gas Prices* Would Greatly Impact their Decision to 
Travel in the Next Six Months
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*Note: Prior to 8/31, respondents were asked about the impact of rising gas prices. Beginning on 8/31, rising was removed from the question. 



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65

Impact of Gas Prices on Travel Plans
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IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65

Impact of Gas Prices* on Travel Plans
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*Note: Prior to 8/31, respondents were asked about the impact of rising gas prices. Beginning on 8/31, rising was removed from the question. 



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 65

Activities Travelers Plan to Participate in During Their Fall Travels

*Corn maze, hay rides, pumpkin patch, etc.
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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

View fall foliage

Visit a farmers market

Attend a festival

Go on a hike or bicycle ride

Visit an amusement park or theme park

Go to a winery, brewery, or distillery

Visit a farm to experience fall harvest activities*

Attend or participate in a sporting event

Go fruit or berry picking

Tour a college or university

Other



IMPACT ON TRAVEL PLANS

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

52%

28%

20%

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
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Travel Sentiment Study Wave 63



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 64

Base: Travelers who took a trip in last three months

56%

22%

22%

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

17% Have not taken a trip in last three months 



Longwoods International Research
longwoods-intl.com/covid-19

Miles Partnership COVID-19 Communication Center
covid19.milespartnership.com

Additional Resources



o Larger Party Size
o Longer Trips – Work From Anywhere
o Planning Cycles Long and Short

o Outdoors
o Road Trips

o Recovery is a Progression
o Day Trippers

o Cleanliness = Safety
o New Protocols = New Expectations

o Rate Sensitivity
o Expectations of Service

o Expectation of Flexibility
o Expectation of Clarity

o Expectation of Locals

*Triangulate Sentiment Research with Longwoods Travel USA Research



o Expectation to Accommodate    
Larger Party Sizes



o Expectation of Increase in Trip 
Length!

oWork From Anywhere…
(But Do NOT ignore short getaways!)



o Planning & Booking Cycle – Long & Short
o Longer for “Bucket List” Destinations
o Increase in Spontaneity – Expect Flexibility!



o Expectation for more Great Outdoors!
(Urban interest is back…but seeking value!)



Thanks to gas prices, inflation, lingering 
pandemic fears & ongoing airline 
issues…
o Road Trips Continue to Dominate!



Struggling Economy Means…
o Expectation of More “Day Trippers!”



o Expectations of Cleanliness = 
Perceptions of Safety



o Expectation of Supplier Flexibility!

FOREVER!!!



o Expectations about price and 
service in 2022-23!



o The “Great Resignation”
o Higher Wage Demand
o Workforce Migration



o Expectation of Service!



o Expectation of Service!
o 52% expect same level
o 28% expect HIGHER level

BUT… 22% say they have received a 
LOWER level of service on their recent trip!



o Expectation of Rate Sensitivity!



o WATCH OUT for rate backlash!



o Surge in fuel prices caused a re-thinking & 
re-allocation of travel spend!

o Drive vs. Fly?
o Regional vs. Long-haul
o Downsize Accommodations
o Meal Spending
o Souvenirs, etc…

BUT THEY STILL TRAVELED!



Sustained Inflation? Recession?

THEY WILL CHANGE TRAVEL & SPEND!



o Promotions vs. Discounts
o Perceptions of Value



o Expectation of Clarity

Travelers are confused and 
frustrated as they lost a lot of 
confidence in authorities…  It’s up to 
you to be clear!



o Expectation of Clarity About:
o Service
o Price
o Value
o Protocols/Rules



o You must meet travelers more on 
their terms now or they will seek 
out those who will!

o We are coming back strong but not the 
same!



How to reach me:

Amir Eylon

aeylon@longwoods-intl.com

Longwoods-intl.com

Facebook: @LongwoodsInternational

Twitter:  @Lngwds



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



Roundtable Discussion



Approve Minutes
July 19, 2022



Voting

James City County 
Colonial Williamsburg Foundation
City of Williamsburg 

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

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

Neal Chalkley
James Horn 
Christy Coleman 
Michael Claar
Chad Green



Chair Report
Bylaws – Approve Proposed Amendment
Product Development Fund: Transfer Request



Bylaws – Approve Proposed Amendment



Voting

James City County 
Colonial Williamsburg Foundation
City of Williamsburg 

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

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

Neal Chalkley
James Horn 
Christy Coleman 
Michael Claar
Chad Green



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: CYTD Comparison to 2019



CYTD Origin Markets



Spend by DMA/Category



Marketing



2022 Campaign Overview



● Harrisburg-Lancaster-
Lebanon-York, PA

● Greensboro-High Point-
Winston Salem, NC

● Florence-Myrtle Beach, SC

● Washington, DC (Hagerstown)
● 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

EXPANSION in 2020/21Short Drive + Established Success/
Heaviest Volume

Longer Drive + Past Success

Short Drive + Established Success/
Lighter Volume

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

Geographic Targeting

LAUNCH in 2022

● Boston, MA



With the expected increase in demand moving 
into 2022, it is important to grow new audiences, 
while preparing for dramatic shifts in audiences 
with cookie depreciation.

2022 will continue to have emphasis on travel 
shoppers, while beginning to cultivate new 
audience sources and testing.

Travel Shoppers

Families

CouplesActive 
Mature

New Data Sources
Personas First-Party

Audience Segmentation



● Charlotte, NC
● Charlottesville, VA
● Greenville-New Bern
● Harrisonburg, VA
● Raleigh-Durham, NC
● Roanoke-Lynchburg, VA
● Salisbury, MD

● Boston
● New York
● Philadelphia
● Baltimore
● Cleveland
● Columbus

Broadcast Markets: Cable Markets:

Sample Programming

Note: CTV and digital media target above plus all remaining markets.

July/August Advertising: Television



Sirius XM PGA Sponsorship

The Partnership: 
● In-tournament golf sponsorship with the PGA Tour 

channel on Sirius XM, includes branded spots, live reads, 
and leaderboard sponsorships 

● Coverage Thursday-Sunday, aligning with high-profile, 
Majors and Non-Majors tournaments

Timing: 
● June 15 – October 30

MAJORS TOURNAMENTS

● 6/13: US Open 
● 7/11: The Open 
● 8/8: FedEx St. Jude Championship 
● 8/16: BMW Championship
● 8/22: TOUR Championship 
● 9/19: President’s Cup

NON-MAJORS TOURNAMENTS

● 6/20: Travelers Championship 
● 6/27: John Deere Classic
● 7/4: Barbasol Championship 
● 7/18: 3M Open
● 7/25: Rocket Mortgage Classic 
● 8/1: Wyndham Championship 
● 9/12: Fortinet Championship 
● 9/26: Sanderson Farms 

Championship 
● 10/3: Shriners Children’s Cup 
● 10/10: CJ Cup at Summit
● 10/24: Bermuda Championship



July/August: Digital Advertising Performance



visitwilliamsburg.com Performance

vs. 2019

NY 473%

MA 294%

MD 112%

OH 436%

PA 46%

YTD page views in expansion markets are showing 
significant performance gains vs. YTD 2019.



visitwilliamsburg.com Performance



July/August: The WilliamsBLOG Performance



Paid TikTok Creator Content



July/August: Social Media Performance



Influencer Partnership Spotlight: Tamera Mowry-Housley



Fall Advertising: Sample Digital Creative



Fall Advertising: Sample Digital Creative



Public Relations



July/August: Earned Media

Global Impressions

Placements
18



July/August: Earned Media



July/August: Accolades

World’s Best Awards 2022 Readers’ Survey
“Top 15 Cities in the United States” category (#12)

Commonwealth Award
Reputation/Brand Management – “Life. At Your Pace.”

Capital Awards
Influencer Marketing
Sponsored Content – Bon Appetit Partnership
Blogs – The WilliamsBLOG



Sales



July/August: Shows and Events

DATE UPCOMING SHOWS LOCATION

August 8-11, 2022 Connect Specialty and Sports Detroit, Michigan

August 23-26, 2022 Motorcoach Association Regional Meeting Florence, South Carolina

August 26-30, 2022 Student & Youth Travel Association 
Annual Conference

Washington, DC



July/August: New Business Leads

ISSUE DATE LEADS ROOM NIGHTS

July 6, 2022 Virginia Air National Guard 125

July 13, 2022 Virginia Future Business Leaders of America 60

July 21, 2022 Rotary District 7610 District Conference 195

July 28, 2022 American Chemical Society 135

July 28, 2022 Village Victorious Iconic Ladies 30

July 28, 2022 The United States Special Operations Command 66

August 3, 2022 ACN Meetings and Events, LLC. 335

August 3, 2022 Southeastern Archeology Conference 475

August 3, 2022 Prestige Events, LLC. 30

August 11, 2022 Washington Family Reunion 80

August 18, 2022 United States Coast Guard Berthing for Reserve IDT 1180

August 25, 2022 ASR - ARS Association - Rescue Salvage Ships 131

August 31, 2022 MDB, Inc. 55



July/August: Definite Bookings

July/August: Service Leads 

SERVICES LEADS

July 6, 2022 Firecracker Sports Lunch

July 8, 2022 Firecracker Sports Dinner

July 9, 2022 Firecracker Sports Attraction tickets

August 31, 2022 Society of Government Meeting Professionals Evening Tour

Arrival Date Definite Booking Property RoomNights

July 6 - 10, 2022 Firecracker Sports - War at Williamsburg Doubletree/Marriott/Great Wolf 112

July 12 - 14, 2023 American Society for Deaf Children Great Wolf Lodge 400

September 22-26, 2023 Photographic Society of America Doubletree Hotel 1080



Upcoming: Shows and Events

DATE UPCOMING SHOWS LOCATION

October 2 - 4, 2022 Small Market Meetings Conference Wichita, Kansas

October 9 - 12 Capital Region USA Global Market Exchange Washington, DC

October 24 – 27, 2022 TEAMS Oklahoma City, OK



Old & New Business



Adjourn
Next Meeting: November 15, 2022


