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Background & Objectives

 The Williamsburg Tourism Council (WTC) uses paid promotional efforts to encourage travel to the area.

+ To ensure accountability for these investments, WTC has retained Strategic Marketing & Research Insights (SMARInsights) to
measure the reach and influence of its marketing.

« This research evaluates WTC’s advertising throughout calendar year 2024.
* The specific objectives of this research are to:

— Gauge advertising awareness

— Assess advertising influence

— Review trip profile characteristics
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Methodology

Data collection was conducted via an online survey so
that consumers could view the actual advertising. This
provides a representative measure of aided ad recall.

A total of 5,001 surveys were completed between
January 15 - 29, 2025.

The research was conducted among leisure travelers in
the markets shown on the map.

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 distribution.
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Media Investment

« WTC ran ads from January - December 2024. In total,
WTC invested $10.5 million on the advertising
campaign.

+ The spending was greatest for ads placed January
through June. The Fall and Winter campaigns were of
significantly smaller scope with reduced spending, and
their messaging focused on lower-funnel drivers such
as pricing.

» Samples of the ads are shown below. The entire
collection of ads tested can be found in the
Questionnaire in the Appendix.

%

MORE'C HEER.
FOR-LESS.

Sample Holiday Ad

Sample Summer Ad

SMAR’nsights

Sample Fall Ad

A $0

pasemidog

Jul - Sep 2024 | Oct - Dec 2024
$0

$30,000 $30,000
$59,559 $17,041 $317,865
$0 $0 $378,500
$713,951 $614,476 $4,403,147
$38,185 $144,253 $426,521
$5,600 $36,133 $84,902
$89,296 $112,828 $498,443
$164,500 $398,755 $913,295
$639,660 $0 $3,415,145
$0 $0 $20,573
$1,740,751 $1,323,486 $10,488,392
S)



-

« Visit Williamsburg ran three campaigns over the course of 2024. The Spring/Summer campaign represented the largest
investment and was a continuation of efforts from years prior. The Fall and Winter campaigns occurred during a transitional
period, with spending significantly reduced and more targeted strategies employed.

 Overall, the 2024 advertising efforts performed well, generating 59% awareness and a total of 360,000 influenced trips. The paid
media influenced $457 million in visitor spending with a $10.5 million media buy, resulting in a $44 ROI for each media dollar
invested. Though there was slightly reduced investment compared to last year, there were more influenced trips, along with more
visitor spending and a higher ROL.

« The growth in awareness of the Spring/Summer campaign was predominantly a function of wear-in over time. It is reasonable to
expect new creative efforts in the coming year to have less robust results until campaign awareness builds.

« The weaker performance of Fall and Winter reflect a more limited media buy. However, this helped increase ROl despite fewer
influenced trips.

+ The more proximate markets continue to perform well. With that said, it is important to recognize more distant markets generally
stay longer and spend more.

+ Performance and strategies need to be reviewed in light of prevailing travel behaviors. Overall, 2024 travel patterns largely
returned to pre-pandemic levels. However, it is anticipated that travel spending will slow with potential economic and political
headwinds.
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Advertising
Awareness

A review of advertising awareness with
comparisons to prior waves.




Ad Awareness

« The 2024 advertising efforts yielded awareness reflective of spending levels. The Spring/Summer advertising with larger
investment had significantly higher recall than Fall and Winter advertising.

« When awareness results were reviewed by market group, the proven markets continued to be the strongest performers, and the
new markets were the weakest.

Total Awareness by Market Group and Season
57%

52% 53%
43%
39% 9
b 39% 36% 250 37%  36%
33%
I I I : I I
Proven Expansion New TOTAL

B Summer M Fall = Winter
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Seasonal Overlap

* It’s important to recognize that while the performance of these

campaigns can be viewed independently, potential travelers
can be exposed to multiple campaigns - resulting in higher
overall advertising awareness of any Visit Williamsburg
message. Not surprisingly, the higher spend level on the
Spring/Summer campaign makes it the dominant awareness
driver, with Fall and Winter providing modest traveler
exposures.

 This overlap distribution somewhat understates the strength

of the summer effort. When measured in the awareness wave,
summer awareness was at 53%. In this later measure
conducted about six month later, awareness eroded to 41%.
Campaign impact is measured at the earlier peak awareness
levels.
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Campaign Overlap

Among aware travelers
Summer only, 13.0

Fall only, 5.9

Winter only, 5.4

Summer and Fall, 7.2
All, 57.7

Summer and Winter, 5.8

Fall and Winter, 5.0



Peak Ad Awareness &
Ad-Aware Households

 Total awareness climbed to 59%,
representing nearly 14 million
households.
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Proven Expansion New Market

Markets Markets Atlanta
Traveling HHs 11,465,969 | 9,713,738 2,066,197 | 23,245,903
Ad Awareness 62% 58% 49% 59%
Ad-Aware HHs 7,073,449 5,669,769 1,018,357 13,761,575
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Peak Ad Awareness &

Ad-Aware Households Tracking

* Looked at from a tracking perspective, these 2022 2023

results illustrate a significant growth in the 2021 (Added New York (Added several
number of ad aware households. & Boston)  new markets*)
* In 2022 and 2023, much of the growth in aware | 1, i i | 9,639,015 17,551,580 | 23245004 | 23245003
households resulted from an expanded
geographic target.
Ad Awareness 46% 57% 49% 59%

* In 2024, the geographies remained unchanged.

Here the growth in awareness is the result of the
campaign continuing to “wear in” over time. Ad-Aware HHs 4,435,601 10,021,731 11,293,878 13,761,575

* Thisisa meaSl_Jr_e of the reach IOf the effort’ not a *New markets in 2023 include Atlanta, GA; Greensboro-High Point, NC; Harrisburg-Lancaster, PA;
measure of efficiency or effectiveness. Johnstown-Altoona, PA; Knoxville, TN: Myrtle Beach, SC; Pittsburgh, PA; and Wilkes Barre-Scranton, PA
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Advertisin
I E 0]

This section compares the rates of
Williamsburg travel between the ad-aware and
unaware consumers. The lift or “increment”
observed among those aware of the ads is
considered influenced by the advertising.




Ad Effectiveness Methodology

There are several different assessments needed in order to determine the amount of
travel to a destination that was influenced by the marketing. Our approach is intended Incremental Travel Example
to be a conservative one. There are three primary elements of this assessment:

* Awareness. For advertising to influence travel, it must be seen. We measure
exposure or awareness not by whether the marketing efforts have been delivered
to a device, but whether a traveler actually recalls seeing any of the marketing
assets. To do this, we show the ads in a survey environment and assess
respondent recall.

» Travel. Next, we consider the difference in the level of travel between the exposed
and unexposed populations. The difference in the rate of travel is the increment.

« Spend. Last, we consider the level of spending of the exposed traveling
population.

At this point, we apply awareness to the target markets’ populations to determine the
number of exposed households, apply the travel increment to determine the number
of incremental trips, and multiply this by the spending and compare this result to the
marketing spend.

Unaware Travel Aware Travel

SMAR’nsights 13



Ad Effectiveness Methodology

The basic approach for ad effectiveness assessments
is illustrated on the accompanying table. Using primary
metrics of awareness, incremental travel and spending
are used to determine the return on investment.

It is important to triangulate these assessments with
other metrics used by the destination. WTC has
determined that the geography of the destination poses
challenges, since travelers can claim visitation but stay
outside of the region represented by the DMO.

As a result, beginning with last year’s assessment, we
have adjusted these calculations to be reflective of
those staying overnight, in paid accommodations,
within the defined area - with other adjustment based
upon known visitation rates and lodging distributions.
We will make comparisons with these more
conservative assessments.
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Qualified (leisure traveling)
households are surveyed to
determine rates of advertising
recall, which lets us calculate
ad-aware households.

X @ = W

Households

Ad-Aware
Ad Recall Households

Ad-aware households are

‘m) e,
multiplied by the rate of ﬁ X = _ N
incremental travel. -

Hf\)i;/:\/;z‘rss Travel Increment Ad-Influenced Trips

The total ad-influenced trips —
are multiplied by the average Ad-infenced Trips [7/&) — —
trip expenditures to get total m = =
ad-influenced visitor Average Trip i tuenced
Spend| ng . Expenditures
Visitor spending divided by —1 O — ROI
the paid advertising n @K

investment equals the ROI.

Ad-Influenced
Visitor Spending

Media Expenditures
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2024 Ad Impact on Travel

* The 2024 advertising
campaign influenced
travel from each of the
three market groups.

* The Proven Markets
experienced the strongest
travel increment among
the three groups.

* The New Markets
experienced the weakest
increment this year.

SMAR’nsights

Increment

Qualified Williamsburg Visits 2024

4.6%

1.9% 0.9% 0.5% 2.6%

2.9%

1.0%

0.4%

Proven Markets Expansion Markets New Markets Total

2.0%

1.3%

0.7%

0'2% .
—

m Unaware Travel = Aware Travel

*Not counting trips to visit family or friends
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2024 Advertising Impact

» The advertising ultimately influenced about E.
360,000 trips to the Williamsburg area during the Proven Markets| ~[P%000 otal
2024 calendar year.

Traveling HHs 11,465,969 9,713,738 2,066,197 23,245,903

« The average trip spending was $1,270 per trip,
resulting in a total ad-influenced sum of $457

million Ad Awareness 62% 58% 49% 59%

o Considering the media investment of Ad-Aware HHs 7,073,449 5,669,769 1,018,357 13,761,575
$10.5 million, the visitor spending returned $44
per $1 invested in the media buy. Incremental Travel % 3.2% 2.0% 1.8% 4.80%

* The performance by markets corresponded Ad-Influenced Trips 228,622 113,411 18,002 360,035

directly with the level of awareness and length of
time in the market, with the Proven Markets

: . Avg. Trip Spendi 1,286 1,315 783 1,270
representing over 60% of the total impact. e TR $ $ $ $

CURNHOENTEG RS EI GG $293,975,770  $149,135,293  $14,096,611  $457,243,822
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2024 Advertising Impact Calculation

* In a similar fashion, the performance of the

Total

of media spend. Target HHs 23,635028 23635028 23635028 23,635,028

Ad Awareness 53% 37% 36% 59%

+ The bulk of the impact came from the larger
Spring/Summer effort, with a higher base of
aware households. Ad-Aware HHs 12,455,660 8,820,592 8,601,430 13,991,937

* Fall generated the highest ROl with a smaller  FEEE A A VA 1.9% 0.9% 0.5% 2.6%

budget and a strong increment.
Ad-influenced trips 236,764 81,983 41,287 360,035

« Winter’s lower return is a function of limited

available time to travel. Media investment $7,424,155 $1,740,751 $1,323,486 $10,488,392
Avg. Trip Spending $1,260 $1,307 $1,253 $1,270

Ad Influenced Trip spending $298,323,127  $107,152,048  $51,732,503  $457,207,679

$40 $62 $39 $44
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Year over Year comparison

» Last year, a more conservative measure of
qualified travel was used for the first time.
When we compare this year’s results to last
year’s, we see that higher levels of awareness
yielded more incremental trips and
significantly higher ad influenced spending. A
higher ROl is also driven in part by a slightly
smaller media spend.

SMAR!nsights

Traveling HHs 23,245,903 23,635,028
Ad Awareness 49% 59%
Ad-Aware HHs 11,293,878 13,991,937
Incremental Travel % 2.5% 2.6%
Ad-Influenced Trips 285,304 360,035
Avg. Trip Spending $1,254* $1,270
’;d"“f'.“e""ed Trip $357,719,049 $457,207,679
pending
Media Investment $11,774,393 $10,488,392
ROI $30 $44




2024 Campaign Overlap Impact

+ The effectiveness of marketing measures is driven by
reach and frequency. As such, the more messaging
exposures delivered to potential visitors, the more
powerful the impact.

* In this year’s assessment of three different campaigns,
it is important to consider the synergies of these
multiple messages.

 Incremental travel is clearly delivered with exposure to
a campaign, but this impact essentially doubles with
each additional campaign exposure.

SMAR!nsights

Rate of Travel by number of campaign exposures

18.5%

9.0%

5.0%

) I
1

Unaware
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2024 Ad Impact on the Trip

Average number of nights

3.7
3.2 I

Unaware Aware

Average trip spending
$1,270

$1,148

Unaware Aware

Average number of activities

5.9

Unaware Aware

+ Not only did the 2024 advertising campaigns influence visits to the Williamsburg area, but the ads also changed trip behavior.
Armed with greater knowledge of things to do, ad-aware consumers stayed longer, participated in more activities, and spent more

during their visit.

SMAR’nsights

20




Visitor Profile

This final section of the report highlights trip
behavioral patterns of visitors to the
Williamsburg area.




Trip Planning

Planning information used prior to Williamsburg Trip

45%

0
37% 349

0,
0% 19% gz 47
14%

6%

O .

S NS © ] S X xS

& ) N O S §

& & & & & & oK N & © &

$ - N M S @ ® & 5 3 S
S & $ X 3 © g S &
» =N & N © @ & ® S N S
S N N <& S e \& Q)
& RS D <$ > N N &
N D & N & Q & o
Q 5\ & © N & S
& ® N o4 © Q & &
e N «© % > © D
‘ S S B\ @ Q S
N & > >
Q Q g 4
& & &Q
X Q)Q
N <«
N

How far in advance did you begin to plan
your trip?
83.6% Planned
their trip in 3 31%
months or less

22%
18%

13%
10%

6%

1%
Less thana One totwo Three to four More than  More than More than six Don’t know
week weeks weeks  one month tothree months  months
three monthsto six months

* The top source of trip planning information is friends and family (45%). This is true for many destinations. Social media, online
travel advice websites, and traveler reviews are used by a third or more visitors to Williamsburg.

+ 83.6% of visitors planned their trip to the Williamsburg area within three months of arrival.

SMAR’nsights
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Accommodations

Type of lodging used

66%

Location of overnight accommodation

53%

12% 10% 0 0
B B @ m = 2
|
N S o > Q& & 9
\&906 §p° {\(\é\b r§1\'2§° < & < \ & 16%
& S N «° o <2 £
N & & N <& S N 7% .
& & N\ < N $ 3%
8N S N R N & -
N 5 —
N
© James City County Williamsburg York County Surround Area - North Surround Area - South

*See reference map used in questionnaire in the appendix

+ Most visitors stay in hotels, motels, and resorts (66%), while rental properties were used by nearly a fifth of travelers.
« Half of overnight visitors reported staying in James City County, with another quarter staying in Williamsburg proper.
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Trip Composition

Trip Satisfaction

60% 92% were
satisfied with their
experience in Average Trip Duration (Nights) 3.75
Williamsburg

31% Average Trip Party Size 3.19

Trips with Children 46%

6% ,
- - o
I

Extremely satisfied Somewhat satisfied Neither satisfied nor Somewhat Very dissatisfied
dissatisfied dissatisfied

+ 92% visitors were satisfied with their visit. Happy visitors influence potential ones, and this is a positive sign that travelers
seeking out the destination are not disappointed.

 In terms of trip composition, almost half included children. The average trip lasted 3.8 nights and included 3.2 people.
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Activities &
CUVILIES R P
n Activity/Attraction Participation Motivation
Att ra Ct I o n s Busch Gardens Williamsburg 390 72% 23%
Colonial Williamsburg'’s ticketed areas such as the entrance to the Governor’s Palace, the Capitol building and

craft shops 26% 57% 15%
Colonial Williamsburg’s public areas not requiring a pass, such as Merchant Square, Duke of Gloucester

Street, etc. 34% 54% 18%
Historic Jamestowne (original National Park and Preservation Virginia site on island with archaeological dig,

glassblowing, visitor center, and Archaearium) 25% 51% 13%

+ Busch Gardens motivated nearly a Great Wolf Lodge 15% 50% 8%

.. . Jamestown Settlement (Museum and recreation areas: fort, three ships, and Indian village) 0 0

quarter of visitors to visit the . 23k 8 i
. ) Eco Discovery Park 10% 44% 4%
Williamsburg area. Colonial Water Country USA 12% 43% 5%
Wi”iameurg, the Jamestown Yorktown. Victory Center (Museum and recreation areas: Continental Army encampment and 1780’s farm) 18% 39% 7%
. . Art galleries 16% 39% 6%

Settlement, and Historic Jamestowne Williamsburg Winery 20% 38% 8%
i H H Williamsburg Botanical Gardens 22% 38% 8%

were the Other tOp trlp mOtlvatmg Yorktown Riverwalk (including Schooner Alliance, Patriot Segway Tours, Waterman’s Museum) 18% 36% 6%
attractions. Dining at unique local restaurants 41% 36% 15%
Yorktown Battlefield (part of Colonial National Historical Park) 17% 35% 6%
Outlet shopping 30% 35% 11%
Museums 29% 35% 10%

Go Ape Zip Line and Treetop Adventure 8% 31% 2%

Golf 9% 30% 3%

College of William & Mary 13% 29% 4%

Ripley’s Believe It or Not! 15% 29% 4%

Colonial Williamsburg paid/ticketed activities 21% 29% 6%
Shopping at locally owned stores 39% 26% 10%

Local breweries 16% 23% 4%

Go Karts Plus 12% 23% 3%

Outdoor recreation (parks, trails, waterways) 24% 22% 5%

Williamsburg Pottery 17% 18% 3%

American Revolution Museum at Yorktown 16% 16% 3%

Mini-golf 14% 14% 2%

Net Motivation = Participation x Motivated to Participate
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Appendix

Questionnaire




Questionnaire

Dizagree | Disagree Tgree ooor | Fair | Gooa | "™ | Excetent | 2971
comgletely | somewhat | somewhat | comaleiely good know

T my vactions | e 1 WaE plsces T familar with Vilismiburg, VA, ares - cuting Colonal Wilismburg, Susch
Wy [rips USualy INChade VIEts 10 MUSEUmE and histonc Gerdens, Wilksmsburg shopping centers/ cutiets, Jsmesiown,
2024 ko1 " Yorkiown
Visit Willismsburg Vacations thoud matimi e amount of Thgs you Oriando, 1L, area - mcluding Disney, Univereal Stodos, 3nd
see and do othet theme parks, :2 well 23 Kistmmes
SCREENERS a Lessure travel shauld be relaxing and easy i both plan . are2 - including the Billmore Lsiale and Geowe
and enjoy
BP. Whstis your 29 code? We lo experence the aris snd culiure of e places Viathingion. DC, 3763 - cluding the SMiwonan museurs,
. T viee National 200, Cagilol Hill, Georgetown Unk
DECISION!. Who in your household is primarly responsibie or making decisions ccnoerming travel destinaions? Vie G0 50 much on out bips Dl | need 10 rest when | Hevahey. PA - idudng The Scardwalk ol Hevshey part
Seif retum Charieston, 5C
Self & other ke 1o vill plzces Ihal &% eaty 18 G#1 16 nd 10 gel
Spousedother [TERMINATE AT ENO OF SCREENING QUESTIONS] around in 5. Pisase rate the Willamsberg. VA, are3 for each of the following: [ROTAT
Think thal irsvel 1 an opporiunty 1o Eam T 3 3 i 3
NEWTRAVEL. Plesss indicale which of the lolloming describes you. Value expericnces over getling the best prce. Pocr Excefient
[RANDOMZE] No Seck ol s el dining oplom on tmy WpE FElonc sies o Tondmarks
regularly social medi like Facebook, X, insiagram, or TikTok o shop 3t locally owned slofes on my irips Shegpng
normally ake at ksast ane bisure trp 2 year that i % an overnight stay of is 2t least 50 mies = Famiy Iriendly
trom home : B IMAGE MODULE: Triqus focal Gring
ly planning or have already plinned an upcoming leiture ip o ) Cullural atiractions
- . What places o 0 wd when [hinki ut e 51l 5 whe . e 1 e Y 8l r dmarks
g sarvicas e Prives Vi, Ditnays, AopleTV e o ik E i 1. What plices come to mind when thisking 3boul lefasre destinations where you can experience US. history ané Biack history 31ies and BAAMATR
e — o Bk el e . . = culture? . lsoe wilh 5 welcome culture
regularly engage in some foem of physical exevcise ike walking, biking or participaling m sporls - [FIVE TEXT BOXES] e
10 help stay healt .t 4 _
Tn Gpen-minged plice
12. Vihat places come 10 mind when thinking sbout lejsure iravel destinations heme parks? 0e Wit rward thinking, snovative cull
[TERMINATE AFTER SCREENING QUESTIONS IF 'WO' IS SELECTED FOR *) WORMALL Y TAKE AT LEAST ONE LEISURE " BOXES) S Bivcs Wil 3 forwasd Winiog. BBUNG ST
TRIP A YEAR THAT INVOLVES AN OVERNIGHT STAY OR IS AT LEAST 50 MILES FROM HOME™ AND *} AM d A sale place 1o vis
bty P ko & TR o ot expeien
CURRENTLY PLANNING OR MAVE PLANNED AN UPCOMING LEISURE TRIP DOL The 250 anniversary of the signing of the Declaration of Independence s bn 2028, How interested woud you s
be i traveding 1o siles with hislorical significance during that year? -
AGE. Vvt is your 3967 [TERMINATE AFTER SCREENING DUSTIONS IF UNDER 18 - v - 23 unerpecied
Not 3t al rested Neutral Very interesied An exciting de
intecesied ) Lo
SEGMENTATION Gall courves
13, Ploase indicate how familiar you are with each of (he following destinations i ferms of what they hve % offer as
Hare sre some sistements sbout your atiudes toward lelsute rsvel, Pleste indicate how much you sgree e :
:em ere a0 50me Etements sout o e towad irs vl Pl ot b hch 1ou e o 4 place 1 viah on e o aga-besiaess e [ROTATE SEL TRAVEL MODULE
sagies with each stalement. tal | Nelw hat I P
puceiogll vt S"'L:!“:“:’ uan TA. How likely ate you Lo visit the Wilismsburg, VA, stea i the next year? The Willsmaburg. VA, ares inchudes

Colnial Willamsburg,
Not at il likely
Not very Bely
Somenhal kely
Very bkely
Alesady planning 2 irip

ch Garden:

Wilkamsburg shopping centers! autlels, Jamestown, and Yorkiown.

Viliamsburg. VA, are
Busch Gardens, Wiliam

uing Colonil Wilmsburg.,

other theme parks, 33 well 2
‘Ashevile, NC, afes - mciudng the Bilimore L
e Park
Washinglon, DC, area - including the Smithscoan
museums, Nasonal Zoo. Capitel Hill Georgelown Unhersty
Acvahey, PA - inciuding The Boardwalk 3t Hershey Park
Chareston. ST

[ASK T1a IF T1_& (VERY LIKELY) OR T1_5 (ALREADY PLANNING A TR®) IS SELECTED]
T1a. When do you plan t visit the Wilismsburg, VA, area?
Janary 7025
Febeuary 2025
March 2075
Apeil 2025
i for 3 leisure trip? May 2025
June 2025

. How would you rae exch of these destinations as 3 place 10 4

SMAR’nsights 27



Questionnaire

Juby 2025
Rugust 2005
September 2026
Octaber 2025
November 2025
December 2025

T2. Have you visited the Viillamsborg, VA area in the past year?

No
JASK T3h IF T2_1 (¥ES) IS SELECTED]
T3b, When did you vist the Willamsburg. VA arex? Sebect ai thal apply.

Janary 2024
February 2024
March 2024
Apeil 2024
My 2024
Jure 2024
Judy 302
August 2024
September 2024
Octaber 2004
Navember 2024
December 2024

[IF T2_1 {¥ES) IS SE

D, ASK T3-T10 ABOUT THEIR TRIP. OTHERWISE, SKIP TO AD AWARENESS AODU

smsburg, VA, srea. [SHOW THIS NTRO

: grovp of questions
£ ¢ T3.T10 ON SAME PAGE

Three fo lour weeks
Wore than one month to three months

Wore than three manths 10 six mos
More than six months
Dan't know

T3, While planeie your trip 1 the Wik
Select afl that apply. (ROTATE SELEC]

shurg, VA, area, did you gather information from any of the following?
TIONS)

ion webniie
y of iiends
Travel sdvice web:

ailiamsburg cor

[T rpAdvisor.com, ARA.Gom.
mmers of Lonely Panet

5gazie and NEWSpEpet KIS

nenls

acebock, Twiller, niag

Cike travele! reviews
Requested informabion such 3% ravel guides
Digital Gisplay advertisng

SMAR’nsights

[[Other, please specity 1
| 5 ot guther infermaston T
Te. How sslished were you oversl with your experience in e Wilismsburg, VA, stea?

wemely satishied
.

Somenhat dissatistied
Very dissatishisd

T4, How many nights did you spend in the Wilismsburg, VA, ares? ____

JASK TS IF T4 >= 1]
TS, What type of lodging did you use?
Rental houssVRBOVAirtnb
folelmoseivesort

d bresifast

Viith (it ends
CampgroundRV park
Other, plesse specily

T6. Including yoursell, how many people were on thi

ASKTTIF T8> 1]

Hhidren undef the 3ge of 18 yesrs o were in your irsvel party?

e did you sk of o 35 part of your most recent

Merchant Square, Duke of Gloucester

Colaniad Wilkamaborng's tickeled aress such 35 the entrance 1o the Gaverar's Palice, the Capitl buliding
and cratt shop

Jamesiown Settiem
Yorkiown Bat
Yorkiown Victary Center (Museum and recreatio
Susch Gardens Wilamsburg

Cellege of Wilkem & Mar

Wister Country US

Misteric Jamestown (original NaSional Park and Presenvaticn Virginia site on istend with archaeolagical dig.
glssbiowing, visior center, and Archaearium)

et Violl Lodge
lismsburg Winery
Lozal brewers
Yorklown Riverwalk (inchading Schooner Aliance, Patriol Segway Tours, Waterman's Museum
Wiiliamsburg Pottery

o Discovery Par

Go Aps 2ip Line and Trestop Adventure

Museumn and fecreati
iekd (part of Colonial National H

e ships, and indisn villsge

areas: Cantinental Army encampement and

80's tarm

Ripley's Befeve It o Not

7 Select 3l that

Mt galleries

Dining at unigue local resisurants

Outte! shopping

Shopping at localy owned siores

Museums

Goif

Mini-goit

Ouidoor recreation (parks, trails. waterways)
Aamerican Revotution Museum at Yorktown
Colonal Willamsturg paadicketed vt

£5 THEY CHOSE IN T8 AND ASK:]

aiatiractions, plests indicate f there ware 1y
©. You may choose up 10

! were 3 majos

fuence when you sebscted the
destination for this

T10. To better understand the economic impsct of fourism, we are inlerested in finding cut the paroximate smoent
of maney you and other members of your travel g n your trip to the Willamsburg
estimate how much your travel party spent

. ares. Please

21 on.

INOTE

DING CATEGO!

WERE CHAN

£ TO ALIGN WITH DEAN RUNYAN DATA)

hccommodations (i

udes campground lees)

ood stores ___
ansportation &
Ats, entertsinmes
Retail sales

AD AWARENESS MODULE:
ADVANCE & AWARE OF ANY WITHIX SEASON)

e e te going o thow you some varkous forms of 1

tiising. We would lite

ake 3 few moments o
the ade and answer the corresponding quessions. [SHOW THIS |

+ FIRST AD ON SAMEC

rey

PASE]

[ROTATE APPEARANCE OF MEDIA]

Wiater - (IF AWARE OF ANY WINTER ADS, ADVANCE TO FALL]
WWINTER VIDEO (1)

Vs MasieriWiliamsburg\CWIL129, 2024 AD Effectiven

Fall Winieriiintes Holiday\Video
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Questionnaire

hitps-/ivimes.com/104445498246b16978ca

Vimeo - 1088449917

you recal
Yes
No

eeing s or smiar ads before?

WINTER DIGITAL [SHOW ALL DIGITAL ADS ON SAME PAGE]
WINTER BANNERS (11}

“Ads MasteriWiliamsburg\CWIL 120, 2024 AD Effectivenees Fail Winteriinter Holidy\Baaners

MORE CHEER
FOR-LESS.

wiierbaenet 1 pg wiertimer pg

Do you reesd seving Tese or smibi ads before?
Yes

No

WINTER SOCIAL [SHOW ALL SOCIAL ADS ON SAME PAGE)
s M. CWIL128, 2024 AD Effect Fall

SMAR’nsights

Metal.jpg
D0 you recst seeing this or smiar sds before?
Yes

No

WINTER SOCIAL VIDEOS [SHOW TWO RANDOM
Mo CWILI2! AD Efte

Fal

D ADS TO EARCH RESPONDENT]

W "

Q==

@ on—

VITALO - 1043782088 VINLO - 1043780208

VIMILO - 1043782375

O =ormre—

Q-

VIRALD - 1043780653 VIMEO - 1043781463

@

)

[

VIMLO - 1043782943

VIMIEO - 1043779343

VIMIED - 10437 79580

Do you recall seeing this or simiar ads belore?
Yes
Na

WINTER NATIVE [SHOW.
Vs MasieriWiliamsbun
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Questionnaire

atwet jpg
Do you reesd seeing these o simisr ads before?
Yes

Na

FaLL

AWARE OF ANY FALL ADS, ADVANCE TO SUMMER]

FALL VIDEO [SHOW ONE)
Ads MasterWiliamsburg\CWIL 128, 2074 AD Effectiveness Fall Winier sl Video

dbrykUhePsi=rVAGSDEVANGH U

fvimea.comi 1048477704 hitpsihvimen.comi 1048477604

D0 you recsl seeing s o simiar ads belore?
Yes
No

FALL DIGITAL [SHOW ALL FALL DIGITAL ADS ON SAME PASE]
Ahds MasteriWiliamsbergiCWIL 129, 2024 AD Effectiveness Fal WiniedT sl Sanners

feed1.jog

stery2 g

SMAR’nsights

WILIASOURG

NS
MORE FAbL FUN

FOR LESS

OudocrLipg

VIL129, 2024 AD Effect Fall Winten\

WILLIANSSORG

Banner1jpg
Do you recal seeing these or simitir ads before?
Yex
%o

FALL PANDORA [SHOW ONE]

ARds MasterWi CWIL129, 2024 AD Efl ter'F if Pandora

FALL SOCIAL [SHOW ALL FALL SOCAL ADS ON SAME Pl-ﬁiﬂ
s 1129, 2024 AD E

generai.jpg

Pandonii Py

Do you recal hearing this or simiar ads before?
Yes
%o

Da you recall seeing these or simiter ads before?
Yes

No

FALL SOCIAL VIDEOS [SHOW ONE VIDEO AT RANDOM)
AMds gOWIL129, 2024 AD Fall WinteriF.

@ e SR © Vit .
VIMEO - 1043765837 VIMEO - 1043785755 ) ;J\M;O 1043785801
o

o= ks 4 et b
e e b

VIMED - 1043765302 VIMEO - 1043785046

Da you necal seeing these or simitir ads before?
Yes
No
SUMMER - [If AWARE OF ANY SUMMER ADS, ADVANCE TO SUMMER]

SUMMER CTV & BROADCAST [SHOW ONE VIDED AT RANDOM)
“ds MaerWiliamsburgiCWILL 128, 2024 Ad Efiectiveness Spring & Summer WaveiCTV A& Broadcast Ads
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Questionnaire

SUMMER PAID SOCIAL
Agls MasterWiliamsburg\CWILL128, 2004 Ad Eflectiveness Spring & Summer WavelPsid Socisl
]

&

leap. af your pace. '
4

Spring-Breal—Cubure Qussiers— | Sping-Break—Seers: Doer— Spring- Breal—-SMPLE-ST RNERS ¥
3 30.mpd 30.mpd Y 5 & 4

30.mpd
Vimeo - 975581318 Vimeo - 375585813 Vimeo - 375589652

Amgzement 3

1. Have you seen this or 3 similer ad belore?
Yes
No
SUMMER DIGITAL DISPLAY [SHOW D:SPLAY ADS ON ONE PAGE]
Vidks MasterWiliamsburglCWILL128, 2024 Ad Effectiveness Spring & Summer Wave\Digial (Display)

«
cheers. at your pace.
| FACEBOOK POSTS

Food & Beverage |

W A

disolver. 31 your ppce.

Hister]

Do you recal seeing these or simitir 3ds betore?

No

04 you recall seeing thess of simiar ads before?
s
No

Outdoor 1
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Questionnaire

PAID SOCIAL ASSETS - META [SHOW ALL DN SAME PAS

Do you recall seeing these of similar ads before?

Yes
No

DIGITAL (AUDIO) SHOW 1

I"\Ads 1128, 2024 Ad Spring & Summer Wave

4RSS Maste GICWILL1Z8, 2024 Ad Spring & Summer Wi g

pr30-04-01-23 (1).mp3"

hidden-brain-willamsburg-pr30-04-01-23 (1) fhds MasterWilliamabarghCWILL 128, 2024 Ad
pencss Spriog & Summer Waew0D_SL_ACC
1991720_SPAN_Y 0 35_US.mp3
Vienso: 980760696 Vinsa: 980761200

Do you recall hearing hese of similr ads betore?

SMAR’nsights

chool yau completed?

following calegories represents the kst grade of
high scheol

ool graduste

Some college or 2
pear colege
Graduale studies o graduzie egree

4d Ratings Modsle

e ads?

@28, Now pleass think about ALL the adversising thst yeu just saw. What is your overal react

vywinotle | untwortie | vewrat [ ravore [ very tvonaie

[ 1 I z 1 3 | I 5 I

DS. Which of the following eategories bes! represents the lotal sanual income foe your household before taxes
Less than §50,000

Q27. Again, please think sbout ALL of the advertising that you jus! saw. Please indicate how much you ages that

ROTATE D u"xtz 2 E ‘ N -
itag 2 3 Ses $125,000 - $143,999
strongly strongly $150,000 or more
Make Willamsburg look ke 2 good place for a family D7. What is your racelethai
e Vitite
Show expermnces wngus 1o Villamsbarg BhackiAlrican Amesican

Mske Wiiliamsburg ook ke a fun destination Asian
Native Hawsiian/Pacific ldander
American IngisnNative Alasian

Show unexpected Willamsburg s and

activiies ,
wo or mere
Make Willamsturg seem excbng 1 5 DS. Do you identify as...7
Disgree | 2 3 T Agree Make
strongly strongly Female
Other
Msko me wanl 10 lesrn more sbout g 10 3¢ 300 Preter not to smswer

o in Wilismsburg

D7. Do you identify 35 LGATOS?
a0t %o visit Vilkamsturg for 3 leisure trp ¥ Yid Y

No

Preler not 1o answer

Mate me

Q28. Please indicate how much you agree that these ads..

DEMOGRPICS MODULE:

The fallowing questicns are lar chissification purpases only o thal your responses may be grouped with thaze of

others. [SHOW THIS INTRO SENTENCE + D1-D7 ON SAME PAGE)

[0O NOT FORCE DEMOS)

B1. Ace you curres
Married Wi partnes
Siagle (never married)

T 80X ENTRY]

nlly lving in your househeld? ___ [T

02> 1]
n ddren under the 3ge of 18 live i your household?

[TEXT 80X ENTRY)
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