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§ 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…”



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



Board of Directors
Voting 

James City County  Ruth Larson, Chair
Colonial Williamsburg Cliff Fleet, Vice Chair 
City of Williamsburg Mayor Doug Pons, Treasurer

Busch Gardens Kevin Lembke 
Hotel/Motel Association Neal Chalkley
Jamestown Rediscovery James Horn
Jamestown/Yorktown Found. Christy Coleman
Restaurant Association Mickey Chohany
York County Chad Green

Ex Officio 
GWCTA – Business Council Chris Smith
Virginia Tourism Corporation Rita McClenny



FY22 Board Meetings
Click on hyperlink to view attachment.

July 20, 2021 AGENDA MINUTES

September 21, 2021 AGENDA MINUTES

November 16, 2021 AGENDA MINUTES

January 18, 2022 AGENDA MINUTES

March 15, 2022 AGENDA MINUTES

May 17, 2022 AGENDA MINUTES
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https://www.visitwilliamsburg.com/sites/default/files/7.20.21%20WTC%20Agenda.pdf
https://www.visitwilliamsburg.com/sites/default/files/ATTACHMENT%20A%20-%207.20.21%20Meeting%20Minutes.pdf
https://www.visitwilliamsburg.com/sites/default/files/9.21.21%20WTC%20Agenda.pdf
https://www.visitwilliamsburg.com/sites/default/files/ATTACHMENT%20A%20-%209.21.21%20Meeting%20Minutes.pdf
https://www.visitwilliamsburg.com/sites/default/files/11.16.21%20WTC%20Agenda.pdf
https://www.visitwilliamsburg.com/sites/default/files/ATTACHMENT%20A%20-%2011.16.21%20Meeting%20Minutes.pdf
https://www.visitwilliamsburg.com/sites/default/files/1.18.22%20WTC%20Agenda_0.pdf
https://www.visitwilliamsburg.com/sites/default/files/ATTACHMENT%20A%20-%201.18.22%20Meeting%20Minutes.pdf
https://www.visitwilliamsburg.com/sites/default/files/3.15.22%20WTC%20Agenda.pdf
https://www.visitwilliamsburg.com/sites/default/files/ATTACHMENT%20A%20-%2003.15.22%20Meeting%20Minutes.pdf
https://www.visitwilliamsburg.com/sites/default/files/5.17.22%20WTC%20Agenda.pdf
https://www.visitwilliamsburg.com/sites/default/files/ATTACHMENT%20A%20-%205.17.22%20Meeting%20Minutes.pdf


FY22 Media/Creative Strategy
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Creative Platform 



LIFE. AT YOUR PACE.

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.



2021-22 Campaign Overview

*Launched in 2022



Target Personas: Culture Questers



Target Personas: Culture Questers



Target Personas: See-ers and Do-ers



Target Personas: See-ers and Do-ers



Target Personas: Simple Strivers



Target Personas: Simple Strivers



With increased demand in 2022, 
Visit Williamsburg grew new 
audiences, while preparing for 
dramatic shifts in audiences with 
cookie depreciation.

Travel Shoppers

Families

CouplesActive 
Mature

New Data Sources
Personas First-Party

Audience Segmentation



● 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 
2020/21

Short 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



Creative Execution
:30 Spots
Spring/Summer 
Fall/Holiday
Content Programs
Influencer/Content Creator Partnerships
Out-of-Home
Sales Collateral
Cooperative Marketing Program



:30 Spots

Culture Questers See-ers and Do-ers Simple Strivers



Spring/Summer Creative



Spring/Summer Creative



Fall/Holiday Creative



Content Programs: GOLF.com

Two Onsite Videos
View Video #1
View Video #2

Three Onsite Articles

Subscriber Email

Onsite Digital Display 
Advertising

Pre-Roll Video

Social Media

https://www.youtube.com/watch?v=tSg055CWVKg&t=1s
https://www.youtube.com/watch?v=ZP37V7DS6rM


Content Programs: Bon Appetit

7.9MM+ impress ions March-May

Onsite Article

Onsite Display Advertising with
added-value across Conde Nast
network* sites

Onsite Video

Pre-roll video across Conde Nast 
O&O, Youtube

Social Media Amplification (FB, IG, 
Twitter)

CN Network includes: Architectural Digest, Allure, Ars Technica, Bon Appétit, 
Condé Nast Johansens, Condé Nast Traveler, Epicurious, Glamour, Gq, Gq 
Style, House & Garden, La Cucina Italiana Love, Pitchfork, Self, Tatler, Teen 
Vogue, The New Yorker, The World Of Interiors, Them, Vanity Fair, Vogue, 
Vogue Business, Vogue Global Network, Wired

https://www.bonappetit.com/sponsored/story/ben-hon-wants-you-to-visit-williamsburg-virginia
https://www.bonappetit.com/video/watch/williamsburg-in-a-dish
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Influencer/Content Creator Partnerships

Oneika Raymond
Navy and Duke Corgis
Justin Chapple
Julia Randall
Benny Or
Nicole Sunderland
Witney Carson
Rio Travelers
Elvi Konz
Shawn Johnson

Anna Hartman
Leah Bandoni
Ashley Washington
Kalyn Letizia
Samantha Brooke Mignone
Tabitha Sewer
Christine Andrew
Samantha Brooke Mignone
Evan Woodard
Lanna Nguyen

Jackie Greaney and Paul Havel
Kristy Wicks
Ashlee Stoodley
Rachel Lipton
Dustin and Burton Buffaloe
Lance - The History Guy
Ciara Johnson
Julia Dzafic
Tori Roloff
Frederick Murphy
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Out-of-Home

Boston
(3/7-6/5)

Station Domination
Interior Subway
Digital Liveboards
Digital Bulletin Program
Digital Urban Panels

New York
(3/7-5/8)

Station Domination
Interior Subway
Digital Liveboards

Philadelphia
(3/18-5/8)

Station Domination
Urban Panels

Baltimore
(3/11-5/8)

Station Domination 
Digital Spectacular
Kiosks

Washington DC
(3/14-5/8)

Digital Liveboards
Bike Share

Cleveland
(3/18-5/1)

Wallscape
Kiosks
Static Pillars



Out-of-Home 
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Sales Collateral
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Cooperative Marketing Program



Sales: Strategy/Tactics







Ad Effectiveness/Return on Investment



Methodology

• Data collected via online survey
• Provides a representative measure of 

ad recall
• Total of 2,005 surveys completed 

(Boston excluded from ad analysis)

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



Familiarity and Overall Rating

Those aware of advertising are more likely to “very familiar” and are more likely to 
rate the destination an “excellent” place to visit, indicating the advertising is educating 

consumers and building more positive perceptions.



Ad Impact on Image

• Advertising has boosted 
specific perceptions of 
the destination

• Greatest impacts 
realized for attributes 
that are not strengths



Ad Impact on Visit

Advertising influenced length of stay, number of activities, spending, and trip satisfaction, 
which suggests the advertising is effectively showcasing travel product and inspiring longer, 

more active trips. 



Economic Impact and ROI

Advertising (2021) influenced 
close to 356,000 trips, $469M in 
spending, and a return of $66 
for each $1 investment in 
media.



STR Data



STR: Occupancy

*Most recent data available at the time of publication.



STR: Average Daily Rate

*Most recent data available at the time of publication.



STR: Revenue

*Most recent data available at the time of publication.



STR: Comparison to Pre-Pandemic Levels



Questions?
Please contact Victoria Cimino at 

victoria.cimino@visitwilliamsburg.com


