
Williamsburg Tourism Council
2020 Annual Report



Table of Contents

§ 58.1-603.2

Board of Directors
2020 Board Meetings

Strategic Goals

2020 Advertising Campaigns

Cooperative Marketing Program

Sales

Research/Ad Awareness

NEW: Economic Dashboard

Administration

2



§ 58.1-603.2

Additional state sales and use tax in certain counties and cities of historic 

significance; Historic Triangle Marketing Fund.

“… Moneys in the Fund shall be used solely for the purposes of marketing, 

advertising, and promoting the Historic Triangle area as an overnight tourism 

destination, with the intent to attract visitors from a sufficient distance so as 

to require an overnight stay of at least one night, as set forth in this 

subsection…”



Board of Directors

Voting 

Busch Gardens Williamsburg Kevin Lembke 

City of Williamsburg Doug Pons 

Colonial Williamsburg Foundation Cliff Fleet 

Williamsburg Hotel and Motel Association Neal Chalkley

James City County Ruth Larson

Historic Jamestowne James Horn 

Jamestown-Yorktown Foundation Christy Coleman 

Williamsburg Area Restaurant Association Mickey Chohany

York County Jeff Wassmer (through October 13, 2020)

Chad Green (November 17 – December 31, 2020)

Ex Officio 

Greater Williamsburg Chamber and Tourism Alliance Cheri Green 

Virginia Tourism Corporation Rita McClenny
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2020 Board Meetings

Click on hyperlink to view attachment.

January 21, 2020 AGENDA MINUTES

March 17, 2020 AGENDA MINUTES

May 19, 2020 AGENDA MINUTES

July 21, 2020 AGENDA MINUTES

September 15, 2020 AGENDA MINUTES

November 17, 2020 AGENDA MINUTES*

*Document not finalized at date of report publication.
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https://www.visitwilliamsburg.com/sites/default/files/WTC Agenda 1.20.pdf
https://www.visitwilliamsburg.com/sites/default/files/1.21.20 WTC Meeting Minutes FINAL[1]_0.pdf
https://www.visitwilliamsburg.com/sites/default/files/3.17.20 WTC Agenda FINAL.pdf
https://www.visitwilliamsburg.com/sites/default/files/3.17.20 WTC Meeting Minutes - FINAL_0.pdf
https://www.visitwilliamsburg.com/sites/default/files/5.19.20 WTC Agenda FINAL.pdf
https://www.visitwilliamsburg.com/sites/default/files/WTC Meeting Minutes 5.19.20[1].pdf
https://www.visitwilliamsburg.com/sites/default/files/2018-06/7.21.20 WTC Agenda.pdf
https://www.visitwilliamsburg.com/sites/default/files/7.20 WTC Meeting Minutes_1.pdf
https://www.visitwilliamsburg.com/sites/default/files/9.15.20 WTC Agenda_0.pdf
https://www.visitwilliamsburg.com/sites/default/files/9.15.20 WTC Meeting Minutes _0.pdf
https://www.visitwilliamsburg.com/sites/default/files/11.17.20 WTC Agenda.pdf


Strategic Goals

The organization’s primary objective is to increase overnight visitation to the Historic 

Triangle, a travel region comprised of three municipalities - City of Williamsburg, York County, 

and James City County. 

Strategic goals include:

· Increase overnight visitation

· Increase tax revenue

· Unify the region under the Destination Marketing Organization’s (DMO) tourism brand and 

strategy

· Improve reporting, analytics, and data driven optimization
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2020 Advertising Campaigns
Target Markets & Audience

Media Channel Approach

Creative Execution



Target Markets

● Harrisburg-Lancaster-
Lebanon-York, PA

● Greensboro-High Point-Winston 
Salem, NC

● Florence-Myrtle Beach, SC

● Washington, DC (Hagerstown) MD
● Charlotte, NC
● Philadelphia, PA

● Johnstown-Altoona-State 
College, PA

● Pittsburgh, PA
● Wilkes Barre-Scranton, PA
● Knoxville, TN

PROVEN HERITAGE EXPANSION

Short Drive + Established Success/
Heaviest Volume

Expanded or New

● Baltimore, MD

● Raleigh-Durham, NC

● Charlottesville, VA

● Harrisonburg, VA

● Roanoke-Lynchburg, VA

● Salisbury, MD

● Greenville-New Bern-Washington NC

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 (later phase 

pending market conditions)
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Target Audience
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Media Channel Approach

INFLUENCER

Deeper engagement

In-depth messaging

Content Creation

DISCOVERY

CONSIDERATION

ACTION

DIGITAL

Highly-targetable

Greater Scale

Actionable

Content Segmentation

SOCIAL

Massive Reach

Provides both 
engagement & action 

metrics

Significant role in trip 
planning

PPC

Reach those closest to 
action

Brand protection and 
aggressive 

conquesting

Efficient

LINEAR TV/CTV

Broad awareness 
tactic

Extend reach with 
premium digital video 

Targeted at DMA level
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Creative Execution
Phase 1: February – March, 2020

*Paused in mid-March due to COVID-19



Campaign Creative: Phase One
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Campaign Creative: Phase 1 

4 customized landing pages
67 unique digital banner files
12 Facebook and Instagram ad units
3 email blasts
30 second Pandora ad w/ 2 companion banners
2 animated rich media ad units

Golf History Entertainment Food



Creative Execution
Phase 2: May – June 

“Bridge” Advertising: 

--“We’ll Be Together Again Soon”

--Tourism Industry Support



Phase 2: Bridge Campaign – We’ll Be Together Again Soon

“We’ll be together again soon” embraced the promise of tomorrow. It reminded people that we miss that 
connection as much as they do, and assured everyone that while the spring was the time to be safe, “tomorrow” 
will be the time to be together again. The effort ensured that Greater Williamsburg would be ready and waiting 
when tomorrow arrives.

Goals:
• Maintain a marketing presence
• Support industry partners and local businesses
• Facilitate consumer engagement

Launched Week of May 3 -- TV and Social Media Channels in: 
• Washington, DC
• Charlottesville, VA
• Harrisonburg, VA
• Roanoke-Lynchburg, VA 
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Local Campaign Launched in Conjunction with 

National Travel and Tourism Week   (May 3)

Combination Print/Digital – VA Gazette, WY Daily

Call to Action: COVID-Related Industry Resources Microsite

Phase 2: Tourism Industry Support Campaign
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Creative Execution
Phase 3: June – December



Campaign Creative: Phase Three
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LIFE. AT YOUR PACE.

25

The world forces us to move at a pace that doesn’t always make us comfortable. We yearn to get 
back to our pace of life, as fast – or as slow – as we wish. We want to get control of our lives back.  
Williamsburg is the place to do just that. Because your vacation is your vacation.

You want to sleep in and have breakfast for lunch? Go for it. You want to play golf all day, everyday, 
for an entire week? It’s your vacation. You want to hop in a canoe and see where the James River 
takes you (without a paddle)? Then head to Williamsburg and experience Life. At your pace.
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Summer Campaign Creative: Phase 3
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Summer Campaign Creative: Phase 3



Fall Campaign Creative: Phase 3



Holiday Campaign Creative: Phase 3



Objective

Drive awareness and affinity for Greater Williamsburg by promoting in-person and virtual learning 
experiences during the pandemic, a time when many students are learning remotely.

Timing

November 2020 – February 2021

Target Audience

• Parents/Families
• Teachers
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“Think Williamsburg” Creative: Phase 3



“Think Williamsburg” Creative: Phase 3



“Think Williamsburg” Creative: Phase 3
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Shop/Dine Local Creative: Phase 3
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Cooperative Marketing Program
Objectives/Participation Criteria

Media Outlets

Participation
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● Amplify advertising impact for the region with a consistent brand presence

● Extend partner advertising budgets to maximize share of voice

● Increase destination visitation and overnight stays

Objectives:

To Participate:
● Businesses or organizations located within the City of Williamsburg, James City County, and York County
● Participants must offer tourism services, including: attractions, activities, tours, dining, brick-and-mortar retail 

shops, accommodations 
● Ad creative must utilize supplied digital advertising templates
● Funds are available on a first-come, first-served basis
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Value Proposition Targeting Packages/Platforms

TripAdvisor is a leading travel site 
network, reaching consumers at 
multiple points during their trip 

planning journey, both on and off 
TripAdvisor.com

Travelers researching Virginia on 
Tripadvisor.com properties

$2,500-$25,000 for 1-6 months, 
pending investment level

Matching bonus inventory on 
each buy level

Regional travelers from key drive 
markets within Tripadvisor.com

At highest investment level, targeting 
key travelers after they leave 

tripadvisor.com 

Adara has the ability to target 
airline, hotel and travel rewards 

databases across a wide variety of 
sites online - both travel and non-

travel.

Local drive market travelers currently 
researching weekend getaways and 

extended vacations 

$2,500-$10,000 for 1-4 months, 
pending investment level

Matching bonus inventory on 
each buy level

Travelers currently searching for 
Williamsburg & Virginia travel, yet 

haven’t booked

Cooperative Marketing Program: Media Outlets
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Cooperative Marketing Program: Participation

PARTICIPANTS

6

MATCHING FUNDS

$72,500



Sales
Action Plan

Activities

New Business Leads



Action Plan

Goal:
Increase overnight visitation through direct sales efforts in six key segments – Sports, SMERF, Association, International, Corporate, and Group.

Actions:
• Build and develop sales team
• Audit
• Implement new Customer Relationship Management software 
• Issue business leads to tourism industry

Tactics:
• Attend tradeshows
• Host familiarization (FAM) tours 
• Facilitate sales missions and client events
• Join and participate in professional organizations, ie: MPI, ASAE,RCMA

Outcome:
Execute sales tactics to aggressively contribute to overall occupancy goals, with an expected occupancy increase of 3-5% year over year.

**NOTE: Tactics severely impacted by COVID-19.



Action Plan

SPORTS
& SMERF ASSOCIATION

INTERNATIONAL 
& CORPORATE GROUP TOUR

WHY?

Youth Sports is a $15.8 billion 
industry projected to double over the 
next four years. Sporting events occur 
throughout the year, and can be 
solicited based on sport, season, and 
attendance performance. Specialty 
markets encompass the broader 
range of special interest groups 
committed to meeting in support of 
their collective interests and 
communities creating positive 
economic impact.

Associations are an integral part of 
the U.S. Economy. They collectively 
represent industries, professions, and 
causes, educational, and professional 
development. Associations employ 
more than 1.8 million Americans, and 
represent a major piece of the 
meetings and conventions industry. 

International travelers book longer 
stays, spend more, and focus on 
shopping, sightseeing, fine dining, 
national parks and monuments, and 
amusement/theme parks. Corporate 
(or Meetings, Incentive, Conferences 
and Exhibitions) pairs well with 
International travelers and corporate 
business. 

Group tour is a strong performer in 
Greater Williamsburg. Group tour 
consists of both adult and student 
groups. Success in this segment is 
essential and growth is mandatory.

MEMBERSHIPS
SGMP, Sports ETA, RCMA VSAE, ASAE, PCMA, VADMO, AENC MPI, FICP, HCEA, SITE ABA, SYTA, PBA, MMA, OMCA, VMA, 

NTA, NCMA, MCASC 

DESTINATION 
AWARENESS

• Identify opportunities to “sell” the 
destination, articles in trade journals, 
monthly highlights to database and 
destination updates and information.

• Webinars 
• Annual FAM

• Quarterly webinars to engage and inform 
clients, potential clients, and area 
suppliers

• Destination training sessions 
• Membership participation, industry 

newsletters, and annual FAM

• Host qualified product/planner FAMs
• Destination training sessions
• Quarterly webinars to inform clients/ 

potential clients

• Trade journal advertising, monthly 
highlights/destination updates to 
database

• Webinars 
• Annual FAM



Action Plan

SPORTS
& SMERF ASSOCIATION

INTERNATIONAL 
& CORPORATE GROUP TOUR

SALES
ACTIVITIES

7 Key Tradeshows
Virginia Sports Summit (Postponed in 2020, Date 
TBD)
Sports ETA Symposium (4/19-4/23, 2020, 
Kansas City, MO)
Connect Sports   (8/17-19,2020, New Orleans, LA)
S.P.O.R.T.S. The Relationship Conference 
(9/28-10/1, 2020 Colorado Springs, CO)
TEAMS Conference (10/19-10/22, 2020, 
Houston, TX)
Connect Diversity (2/19-21, 2021, Kissimmee, FL)
RCMA (1/5-7, 2021, Charlotte, NC)
SGMP ( 5/19-21, 2021 St. Louis, MO)

2 Sales Blitzes
AAU Junior Olympics
Megachurches Hampton Roads

Sales Missions
Washington, DC/NOVA
Virginia/VTC to solicit regional youth sports and 
specialty market business

4 Key Tradeshows
PCMA Annual (6/28-7/1, 2020, Montreal, Canada)
ASAE (8/8-8/11, 2020, Las Vegas, NV )
VSAE Annual Conference   (5/3-5, 2020,  
Williamsburg, VA)
VSAE Fall Conference (10/1,2020, Richmond, VA)

3 Client Events and Sales Missions
Washington, DC
Richmond, VA
Raleigh, NC

8 Key Tradeshows
FICP Annual Conference (11/15-18, 2020, 
Washington, DC)
HCEA Connect ( 8/16-18, 2020, Washington, DC)
SITE Global Conference   (2/3-7, 2021, Dublin, 
Ireland )
MPI WEC  (6/6-6/9 Grapevine, TX)
IPW 2020 (5/30-6/3 Las Vegas, NV)
GBTA 2020 (7/25-7/29 Denver, CO)
Connect 2020 (8/17-8/19 New Orleans, LA)
Small Meetings Market Conference (10/4-10/6, 
French Lick, IN)

Sales Blitzes: 3
Virginia Fortune 1000 Blitz
VTC and CRUSA blitzes 

5 Sales Missions
North Carolina, Richmond, Virginia, Washington, 
DC, Baltimore, Maryland , join CRUSA on 
International sales mission and participate in 
partner advertising and awareness

7 Key Tradeshows
ABA (1/29/21-2/2/21 Baltimore, MD)
SYTA (8/14-18/2020Winnipe, MB, Canada)
PBA Marketplace (3/23-24/20 York, PA)
MMA Leader Showcase ( 3/24-3/25 York, PA)
OMCA Marketplace (11/8-11/11 Niagara Falls, ON, 
Canada )
VMA – MCASC - NCMA Regional Meeting ( 8/25-
8/29 Harrisonburg, VA)
NTA Travel Exchange (11/15-11/19 Reno/Tahoe, 
NV)

Sales Blitzes: 4
Sales Blitzes sandwiching Motor coach shows and 
events.
Baltimore, Pennsylvania, Virginia

3  Sales Missions
Washington, DC/NOVA
South Carolina
North Carolina

DRIVE SALES

• Identify niche sport event creators and key 
decision makers, ask for business, and relay 
product information and destination 
developments

• Weekly sales calls, solicitations, lead and target 
account goals 

• Weekly sales calls, solicitations, lead and target 
account goals 

• Host Annual Association Meeting Planner FAM
• Identify, develop, maintain, and grow accounts 

and client relationships

• Identify, Develop, Maintain and grow accounts 
and client relationships

• Meet weekly sales call, solicitation, lead and target 
account goals

• Identify Itinerary creators and key decision 
makers, ask for business, and relay product 
information and destination developments. 

• Identify new opportunities in niche markets within 
tour segment including, diversity, senior, culinary, 
adventure, military, historical, service, eco, special 
interest and fraternal.

• Meet weekly sales and solicitation goals, lead 
goals and target account goals.



Activities

CONFERENCES/SHOWS

10/4 – 10/6 Small Market Meetings Conference French Lick, Indiana

10/13 – 10/14 Virginia Society of Association Executives Fall Virtual

10/17 – 10/19 National Tour Association Virtual Travel Exchange Virtual

10/19 – 10/22 Travel, Events and Management in Sports (TEAMS) Virtual

10/27 – 10/28 Student and Youth Travel Association Virtual

VIRTUAL SALES CALLS

10/4 – 10/6 American Bar Association Planning Committee Virtual

11/4 American Folklore Society Virtual

11/10 Mid Atlantic Tours and Receptive Services Virtual

11/12 Firecracker Sports Virtual

11/9 – 11/13 VADMO Sales Blitz Virtual

FUTURE EVENTS

12/15 – 12/16 Holiday Showcase Virtual

March 2021 Going on Faith TBA

May 2021 Rendezvous South Lake Charles, Louisiana



New Business Leads

Posted Event/Business Total Room Nights Year

9/18 Major League Quidditch 175 2021 & 2022

9/23 Southeast Tourism Society Connections Conference 175 2022

9/28 Urban Superintendents Summer Academy – Transportation Lead - 2021

10/16 American Pickleball Tour 262 & 254 2021 & 2022

10/22 USS Sea Devil Reunion – Service Lead 60 2021

10/28 World’s Our Little Miss Scholarship Competition 1005 2021

10/28 World’s Universal Beauty Scholarship Competition 685 2022

10/28 National Baptist Deacons Convention of America 910 & 960 2023 & 2024

10/29 Southern Economic Development Council 672 2023

11/4 Virginia Recycling Association Conference 125 2021

11/9 United States Coast Guard 1,107 2021

11/14 Annual Client Meeting 22 2021

11/16 Reasons Summer Camp 2021 160 2021



Research

Ad Awareness Study

Conducted by:



Research Objectives

• An interim wave of advertising effectiveness testing was conducted in August to help assess the 
performance of the marketing effort in maintaining image and awareness metrics and potential 
gain share of mind to help be poised for post pandemic success

• Among the key metrics

• Ad awareness

• Familiarity

• Destination Rating 

• Likelihood to visit

• Trending comparisons are made to last year’s end of year effectiveness results



COVID-19 Context
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

If there are big discounts available on flights or hotels, I’m going to take advantage of those 
and plan a trip

I am optimistic regular travel will resume soon

I am now less likely to travel due to financial concerns

I’m concerned that the coronavirus situation will cause me to earn less money

It is irresponsible to travel right now

The thought of traveling scares me right now

I feel like I need to get away now more than ever

I am now more likely to take a road trip versus fly than I was before the coronavirus

Agree strongly Agree Neutral Disagree Disagree strongly



Consumer Perception Changes

33%
35%

62%

39%

47%

66%

30%

56%

30%

38%

I am now more likely to take a
road trip than I was before the

coronavirus

I am less likely to travel due to
financial concerns

The thought of traveling scares
me right now more than it did

before the coronavirus

If there are big discounts 
available on flights or hotels, I’m 

going to take advantage of 
those and plan a trip

I’m concerned that the 
coronavirus situation will cause 

me to earn less money

Change in Agreement with Statements

Mid-April Late July/
Early August



COVID-19 Impact on Leisure Travel
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or planned for the rest of 2020
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Campaign Overview: Life. At Your Pace.

Sample Banner Ads

Sample 
Native Ad

Sample 
Facebook Ad Culture Questors Video Ad See-ers & Do-ers Video Ad Simple Strivers Video Ad

• The “Life. At your pace.” campaign was selected through qualitative and quantitative testing

• The campaign includes digital banner, native, Facebook, and video (linear TV/CTV) advertising

• WTC invested $2 million in this summer 2020 advertising in June and July, which was 
significantly less than planned



Cost per Aware Household

Column1
June/July

2020

Target HHs 15,578,160

Awareness 31%

Aware HHs 4,791,069

Media Spend $1,968,613 

Cost per Aware HH $0.41 

SMARInsights’ spot 
market benchmark:

$0.67
per aware 
household



Awareness Change (Comparable Markets)

27%
29%

37%

29%

23%
21% 20%

38%

Video Digital Banners Social Native Total

Summer 2019
Campaign

Summer 2020
Campaign

NA NA



Ad Impact on Familiarity, Rating, and Intent

50%
46%

12%

57% 59%

27%

*Net Familiarity **Net Overall Rating ***Net Intent to Visit in the Next Year

Unaware Ad-Aware



Ad Impact on Familiarity, Rating, and Intent (By Market)

63%

21%

40%

68%

30%

52%

Proven Markets Expansion
Markets

(Cleveland and
Columbus)

Expansion
Later Phase
Digital Only

Market
(New York)

*Net Familiarity

Unaware Ad-Aware

53%

36% 36%

63%

45%

76%

Proven Markets Expansion
Markets

(Cleveland and
Columbus)

Expansion
Later Phase
Digital Only

Market
(New York)

**Net Positive Rating

Unaware Ad-Aware

14%
9% 8%

31%

16%

39%

Proven Markets Expansion
Markets

(Cleveland and
Columbus)

Expansion
Later Phase
Digital Only

Market
(New York)

***Net Intent to Visit

Unaware Ad-Aware



Conclusions

By keeping a marketing presence through the pandemic summer with a 
campaign strategically designed to appeal to the target Visit Williamsburg 
succeeded in….

• Maintaining the level of campaign awareness with a new campaign 

• Dramatically reducing the cost per aware household and preforming 
better than average

• Building familiarity, destination appeal, and likelihood to visit with ad 
exposure



NEW: Economic Dashboard
Developed by: 



Summary View



Summary View



Interactive filters – change category and choose geography

Ability to drill 
down into 
geographic 
detail.



Access to economic impact details and additional information



Expand all tables and charts to view quarterly details



Overnight Visitor Volume - Expanded Detail



Administration
Procurement
New Hires
Public Body Status



Procurement

INTERNAL STRATEGIC PLANNING 

MAILHOUSE/DISTRIBUTION 

AUDIT

LEGAL SERVICES 

PUBLIC RELATIONS

Conducted in coordination with:



New Hires

Open Positions (due to COVID-19)New Hires



Public Body Status

The Williamsburg Tourism Council officially acknowledged its’ status as a public body on September 15, 2020, and 
pledged to continue to operate as one.

•Staff was directed to perform the necessary tasks to ensure compliance with the actions of a public body

•Establish a separate Employee Identification Number 

•Clarify financial auditing and oversight relationship with state government

•Suspend current bylaws; revise and adopt new bylaws

•Ensure that current memorandums of understanding with external organizations are in compliance of that of a public body



Thank You
Questions?

Contact
victoria.cimino@visitwilliamsburg.com


