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EXECUTIVE INSIGHT BRIEF | OCTOBER 5, 2018

Ladies & Gentlemen, my apologies for late forwarding, but below please find last week’s
Executive Insight Brief from The Roosevelt Group.
Craig R. Quigley
Rear Admiral, U.S. Navy (Ret.)
Executive Director
Hampton Roads Military and Federal Facilities Alliance
757-644-6324 (Office)
757-419-1164 (Mobile)

EXECUTIVE INSIGHT BRIEF | OCTOBER 5, 2018
TOP STORIES

New Addition to the Sub Fleet
A new fast attack nuclear-powered submarine that's named after the state of
Indiana has been commissioned in Florida. The nearly 380-foot-long USS
Indiana entered service Saturday following the U.S. Navy commissioning
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ceremony in Port Canaveral, Florida. Indiana Gov. Eric Holcomb spoke at the
ceremony, calling the new vessel a "modern marvel."
The sub can reach speeds of more than 25 knots, and it's powered by a reactor
that won't need refueling during the ship's entire planned life. Construction
began in 2012 on the USS Indiana, which is the Navy's 16th Virginia-class fast
attack submarine. The submarine is the fourth vessel to be named after
Indiana. Two others were battleships — one used during the 1898 SpanishAmerican War and the other during World War II.

Playing Chicken
In another manifestation of belligerent Chinese behavior around the highly
contested South China Sea, the Arleigh Burke guided-missile destroyer USS
Decatur (DDG-73) was approached Sunday morning by a Chinese warship in
what Navy officials are calling an unsafe and unprofessional maneuver. At
about 8:30 a.m. local time, Decatur was conducting freedom of navigation
operations (FONOps) in the vicinity of Gaven Reef in the South China Sea.
China’s People’s Liberation Army Navy (PLAN) Luyang-class destroyer
approached Decatur, which was operating within 12 nautical miles of the Gaven
and Johnson Reefs in the Spratly Islands, Cmdr. Nathan Christensen, a U.S.
Pacific Fleet spokesman, told USNI News in an email.
Aerial photos taken by the U.S. Navy show just how close the vessel came to
colliding with a Chinese warship that had challenged the U.S. vessel's
presence. In this situation, under international naval law, the U.S. destroyer
would have right of way and be required to maintain direction and speed,
Schuster said. The onus would be on the Chinese ship to keep safe distance
from and maneuver past the U.S. ship. But the Chinese ship turned towards the
right as it came close to the Decatur, trying to cut across the U.S. ship's bow
and forcing the U.S. captain to perform a "radical maneuver," essentially
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throwing the 500-foot-long, 8,500-ton warship into reverse.

Technology Update
Rifle from the Future?—The U.S. Army has ordered a prototype of a weapon
designed in a garage in Colorado Springs. The weapon is electrically fired, has
four barrels and can fire all four rounds at once in a single devastating salvo.
The weapon was developed by inventor Martin Grier and sports four vertically
stacked barrels encased in a single block of steel, an electric actuator firing
system, and four-round blocks of ammunition, according to the Colorado
Springs Gazette. None of these three features are incorporated into current
small arms, although heavier weapons such as the M61 Vulcan 20-millimeter
Gatling gun and M134 Gatling gun are both electrically fired. The weapon uses
electromagnetic actuators to fire the four blocks of ammunition. The ammo
blocks hold four rounds of six-millimeter ammunition—the caliber the Army is
considering stepping up to for increased range and penetration—with the
bullets aligned to the four gun barrels. Read more here.
Army’s Quest for New Helo—The U.S. Army has kicked off a major design
competition for its Future Attack Reconnaissance Aircraft by releasing a
request to industry on Oct. 3 to submit plans that could lead to a chance to
build flyable prototypes in just a few years. Army plans to award four to six
initial design contracts in June of 2019 and then nine months later, will choose
up to two designs to move forward in fiscal 2021 with a fly-off planned to start in
the first quarter of 2023. Click here for more.

Quick Hits
Counterterrorism Strategy—National security adviser John Bolton outlined the
new strategy, saying it focuses on targeting “all” terrorist groups — a category
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the document defines as including “radical Islamic terrorist groups.” The
relationship between Iran and the U.S. has become strained after President
Trump pulled out of the 2015 Iran nuclear deal and re-imposed sanctions on
the country. Bolton, who called the new strategy the “first robust and fully
articulated strategy on counterterrorism since 2011,” said that Iran has been
“the world’s central banker of international terrorism since 1979.” More here.
FBI Agent to be Sentenced—Federal prosecutors are seeking a sentence of
more than four years in prison for a former FBI agent who admitted disclosing
classified terrorist-profiling guidelines to the media, but the agent's defense
lawyers argue he should get no prison time at all. Ex-agent Terry Albury is set
to be sentenced in Minneapolis later this month after pleading guilty in April to
two felony charges: illegal transmission of national security information and
illegal retention of such data. Full Story here.
Look Ahead

Monday, October 8
7:00am: Association of the United States Army’s 2018 annual meeting
Walter E. Washington Convention Center, 801 Mt Vernon Pl NW

Wednesday, October 10
8:30am: Senate Homeland Security and Governmental Affairs Committee
hearing on threats
342 Dirksen Senate Office Building
9:30am: Senate Armed Services Committee hearing on Air Force readiness
222 Russell Senate Office Building

Friday, October 12
8:00am: The Mitchell Institute hosts a discussion on space threats to the U.S.
300 First St., SE
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WILLIAMSBURG TOURISM COUNCIL
October 16, 2018 Agenda
AGENDA ITEMS

ACTION ITEM

ATTACHMENT

X

A

I CALL TO ORDER
II PUBLIC COMMENT
III MINUTES
A. Approval of September 18, 2018 Minutes

IV Chair Report
A. Strategy/Statement of Purpose Discussion
V Treasurer’s Report
A. Updated MOU from Secretary of Finance
B. Discussion regarding revenue planning level for
2019 budget
V Committee Reports
A. Bylaws Update
B. Search Committee Update
VI Interim Executive Director and Marketing Update
A. Competitive Destination Comparison Chart
B. Agency Strategy Presentations
a. Brad White – Luckie & Co
b. Thor Harris – Percepture
C. Request for Proposal Visitor Research
VII Old Business
A. Next Meeting Date: November 20, 2018
a. Stryker Building meeting room
VIII ADJOURNMENT

B

X

C

X

X
X
D

WILLIAMSBURG TOURISM COUNCIL
MEETING
STRYKER CENTER, WILLIAMSBURG VIRGINIA
September 18, 2018, 1:00 p.m.
Meeting Notes
A meeting of the Williamsburg Tourism Council was convened at 1:00 p.m. on September 18, 2018 at
the Stryker Center, City of Williamsburg. A quorum was present with the following attendees:
Tourism Council Members Present:
Honorable Jeffrey D. Wassmer
Honorable Ruth Larson
Honorable Douglas Pons
Alternate Susan Bak for Philip G. Emerson
Neal Chalkley
Dr. Mitchell Reiss
Kevin Lembke
Kym Hall
Mickey Chohany
Rita McClenny
Jeanne Zeidler

Staff Members Present:
Bob Harris
Corina Ferguson
Dave Potter

York County Board of Supervisors
James City County Board of Supervisors
Williamsburg City Council
Executive Director, Jamestown-Yorktown
Foundation
President Williamsburg Hotel/Motel Association
President and CEO of the Colonial Williamsburg
Foundation
President, Busch Gardens/Water Country USA
Superintendent of Colonial National Historical
Park
President Williamsburg Restaurant Association
President & CEO Virginia Tourism Corporation
Chair, Greater Williamsburg Chamber &
Tourism Alliance

Interim Executive Director, Williamsburg Tourism
Council
Director of Marketing, Greater Williamsburg Chamber &
Tourism Alliance
Account Manager, Greater Williamsburg Chamber &
Tourism Alliance

There was no mechanism in place to recognize guests.
Call to Order
Mr. Wassmer called the meeting to order at 1:04 pm, asking Mr. Potter to do a Roll Call of
Tourism Council members.
Public Comment Period (limited to 3 minutes per person).
The following choose to speak:
a. Dr. John Whitley, Williamsburg citizen, asked the council to be mindful of front line
employees that work in most tourism establishments when making decisions about how to

spend the new tax dollars. He encouraged the council to consider ways to help the front line
staff, whether it be through living wages or education or more.
Mr. Wassmer asked for a motion to approve the August 21, 2018 Minutes. Ms. Larson made
motion, the council member unanimously approved.
Treasurer’s Report
Ruth Larson reported on the Monday, September 17 meeting with June Jennings,
Virginia Deputy Director of Finance regarding disbursement of funds collected from the
sales and TOT. The Treasurer’s Office is researching the best process to distribute the funds,
how the secretary of finance wants to handle any potential issues, and overall they want to
understand the intent of the language of SB942. Ms. Larson noted that currently the process
is a little convoluted regarding how the municipalities have to both collect and send the
taxes to the state. The process for the finances should be provided by the state by the end
of the week (September 21, 2018). At issue is whether or not funds are distributed on a
reimbursement or prefunding basis. Expenditures beginning July 1 for the 2018 campaign
do qualify for reimbursement.
Mr. Harris added that attending the meeting in Richmond were representatives of each of
the three municipalities as well as Jeanne Zeidler. He indicated they are working with the
state department of finance to review projections of revenue that are just now starting to
come in, adding that the actual collections thus far are below the original projections. The
state is going to send a reminder notice to businesses on the additional 1 % sales tax. Staff
is also evaluating internal finance / bookkeeping needs to manage finances for the
Williamsburg Tourism Council and accommodate the state finance requirements. He stated
the Williamsburg Tourism Council does need to open a bank account.
Ms. Larson also reported on the WADMC Actual + Projection through August 31, 2018. The
projected shortfall is $30,888.
Mr. Wassmer asked for a motion to instruct Staff to establish a Williamsburg Tourism
Council checking account in preparation for the receipt of the funds and paying obligations.
The Officers will be the only authorized check signers. Kym Hall made the motion. The
members approved unanimously.
Committee Reports
a. Bylaws Update
Mickey Chohany, committee chair, reported the By-laws committee met several times via
email and conference call. Ultimately, while the committee feels significant good baseline
work was completed on the draft of the by-laws, the group recommends hiring a law firm to
help review and write the by-laws. Mr. Chohany stated that engaging unbiased counsel for
this important items seems wise, and indicated they had reached out to a local law firm who
quoted less than $2000 to complete the work. The scope is to finalize the Bylaws for the

Council member’s approval. Mr. Chalkley motioned for the council to authorize the Bylaws
Committee to engage counsel to review and provide recommendations for the Bylaws to
the council for no more than $2,000. The members approved unanimously.
b. Search Committee
Doug Pons reported the search committee was in agreement to engage a search firm to help
handle the recruitment process for a permanent Executive Director for many reasons,
including reviewing the job description and compensation recommendation. The
committee is currently looking at possible search firms via Destinations International.
Mr. Wassmer asked Mr. Pons what the committee’s intent is once they have candidates to
present. Mr. Pons replied that the plan is to have the search firm provide 5 or 6 candidates
for consideration. The committee will then interview the candidates and narrow it down to
one for consideration by the council.
Mr. Wassmer asked if they needed a motion to engage a search firm. Mr. Pons said that
perhaps at the next WTC meeting. At that time they may need approval to fund the
recruitment process including, engagement, search & travel fees, relocation and
compensation package.

Updated MOU
The final MOU approved with changes during the August 28, 2018 to aid in the transition
moving forward with the council’s relationship with the support and partnership of the
three municipalities in conjunction with the Greater Williamsburg Chamber & Tourism
Alliance was provided to the Council Members.
Bob Harris was asked to keep an ongoing list of recommended modifications for SB942.

Executive Director and Marketing Update
a. Campaign Development Timeline
Bob Harris shared the timeline and steps to be taken in the development of the 2019
Marketing Plan. The 2019 Strategic Directions will be presented at the October 16, 2018
council meeting by representatives from two of our agencies, Luckie & Percepture.
Ms. Larson asked, what are some ways we can be proactive in letting citizens know this
campaign isn’t going to happen overnight? She requested that staff think about what steps
the Council might be able to take, including perhaps a local PR campaign or talking points for
WTC members.
b. Marketing Advisory Committee Recommendation

Mr. Harris presented a staff recommendation to implement a modified and updated
Marketing Advisory Committee to ensure provide continuity of input from the tourism
community during this destination marketing planning time. He indicated it would be
composed of a group of marketing experts from around the destination who would work
closely with the aforementioned timeline and provide input and feedback on proposed
marketing strategies and tactics.
Mr. Wassmer stated that personally he sees this committee as an advisory committee for
the staff, so we (the Council) should say to the staff, go out to the community and find those
resources that you need to assist you.
Mr. Pons stated that he does not feel this proposed broad stroke committee fits his vision
for the future, but it could be fine temporarily until the permanent Executive Director has
the opportunity to come on board.
Susan Bak stated on behalf of Phil Emerson that we should not have one combined
marketing committee, but rather separate committees organized by separate tasks like we
used to do. Mr. Chohany and Mr. Pons agreed with that sentiment.
Ms. Hall stated that the Council should consider that without an advisory committee, the
staff are in the difficult position of being asked to roll out a plan built with public dollars yet
without community input.
After further discussion, Mr. Wassmer suggested tabling the recommendation for now and
directed the staff to reexamine the committee makeup and confirm there is balanced
representation for the three municipalities and across business verticals.

c. Marketing Updates
We were able to use our personalization website technology, Bound, during Hurricane
Florence to provide area updates, linking back to the three municipalities, national park
service, attractions and links for available lodging.
We launched https://www.visitwilliamsburg.com/williamsburg-tourism-council this week.
This where meeting notices, materials and resources will be hosted.
Expedia names Williamsburg top tourist-friendly city. Williamsburg scored high in 4 out of
the 6 criteria:
 Tourism Site: 5 stars
 Things To Do: 5 stars
 City Tours: 5 stars
 Amenities: A+
See the entire feature here: Most Tourist-Friendly Cities in the U.S.
We will be hosting 3 FAM tours during later part of October:

1. Media FAM October 24 - 26– 10 Travel Journalist to review the Greater
Williamsburg Area
2. UK Tour Operators October 26
3. US Travel Association October 28 & 29 with Brand USA hosting a Chinese delegation
Our fall campaign kicked off August 22. Focus this year is broader to not only include arts
but also focus on couples.
We are in the midst of planning for Christmas in Williamsburg which will launch October 22.
This will be a big year with new competition.
Mr. Harris indicated the staff is working on a RFP for research, including recommendations
and assistance from Esra Calvert, the VTC Director of Research. If WTC members have any
specific metrics they would like included for consideration of measurement, please let staff
know as soon as possible. Mr. Wassmer stated the Council really needs to understand the
total impact tourism has on our destination.
Old Business
a. Tourism Council Meeting Schedule
Williamsburg Tourism Council meetings will be held the third Tuesday of each month,
1:00 pm at STRYKER CENTER, WILLIAMSBURG VIRGINIA.
b. WADMC 2017 Auditor’s Financial Report
A copy of the final WADMC 2017 Audit was provided with the meeting materials. The
auditor said the MOU was sufficient in the Council accepting the WADMC 2017 Audit
and WADMC fiduciary responsibility and outstanding contracts by the Council. Mr.
Chalkely motioned for acceptance. The council unanimously accepted the audit.
c. Discussion about Council Statement of Purpose
Mr. Wassmer wanted to develop a statement of purpose and objectives for the council.
Some of his thoughts previously discussed included enhancing the “Quality of Life” by
strengthening the community. What is the overall goal & higher purpose?
After lengthy discussion the members agreed to focus on the following:
Accessibility – consider for example air transportation partnerships
Affordability – Scope & value
Attract ability – what makes a better visitor experience.
New Business
Mr. Chohany asked that now the Tourism Council has the fiduciary responsibility from
WADMC, wanted clarification on the shortfall that would have to be covered by the
Council. Corrina Ferguson Stated the amount is currently $30,388. Ms. Larson stated
this was largely due to the reduction in WADMC revenue with the change in legislation.

Ms. Larson also requested that staff email out a copy of the August WADMC budget to
all Council members.
With there being no further business Mr. Wassmer adjourned the council at 2:22pm.
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WILLIAMSBURG TOURISM COUNCIL 2019/20
MARKETING STRATEGY AND UPDATE
OCTOBER 16, 2018

AGENCY PARTNERS

Z

W ATAU G A G R O U P

Z

OUR ROLE

COLLABORATORS
While history is the bedrock of the destination, we are in fact partners with all of the
attractions and destinations within Greater Williamsburg. You all help us tell the whole story
of what our destination has to offer.

ENGINEERS
Understanding the entire communications landscape is critical to make sure we are delivering
the right message at the right time in the right place. Our arsenal of tools is extensive.

CATALYSTS
To get someone to visit, we must create an action. Whether clicking on an ad, reading a PR story, responding to a
social post or just dreaming about what vacation in Greater Williamsburg would be like, we make things happen.

MATCHMAKERS
Every audience is different. Each is looking for the destination experience that matches their needs and wants.
Our goal is to use data and creativity to provide them with a vision that is the perfect match to their interests.
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THE DESTINATION

OUR 2019-2020 VISION
Increase overnight visitation by positioning
Greater Williamsburg as the most
preferred leisure and business destination
in the mid-Atlantic region.

OVERALL DESTINATION STRATEGY
Expand the perception and understanding of
Greater Williamsburg across all audience
segments to increase relevancy, preference
and economic impact year-round.
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A LITTLE HISTORY

OUR JOURNEY STARTED
WITH HISTORY

Z

HISTORY IS A CHALLENGING
TRAVEL DRIVER – ESPECIALLY
FOR FAMILIES

Z

SO, WHY WILLIAMSBURG?

Z

WE BRING HISTORY
TO LIFE IN WAYS THAT OTHER
DESTINATIONS CAN’T.

AND WE SAW HISTORY NOT AS
A BOX WERE LIMITED TO, BUT A
FOUNDATION WE COULD BUILD ON.

BECAUSE WE BRING MORE
THAN JUST HISTORY TO LIFE.
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INITIAL LEARNING

More important in planning

THROUGH BRAND HEALTH RESEARCH AND ADDITIONAL DATA, WE LEARNED WHAT
FAMILIES WERE MOST INTERESTED IN WHILE VACATIONING.

More descriptive of Williamsburg

More important in planning

THROUGH BRAND HEALTH RESEARCH AND ADDITIONAL DATA, WE LEARNED THAT
“FUN” IS THE NO.1 DRIVER FOR FAMILIES.

More descriptive of Williamsburg

More important in planning

IN ADDITION TO FUN, SEVERAL OTHER DESCRIPTORS WERE IDENTIFIED AS
APPLICABLE TO WILLIAMSBURG

More descriptive of Williamsburg

Overall

Ad Aware

Visitors

HH w/kids

HH w/o kids

Fun Firsts

Ve r y I m p o r t a n t

77.5%

78.9%

81.4%

83.6%

78.3%

100.0%

Ve r y W i l l i a m s b u r g

Group

WE HAD SOME WORK TO DO TO CLOSE THE “FUN” GAP.

31.7%

36.8%

44.9%

34.9%

28.2%

31.4%
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THE ORIGINAL PLATFORM

FREEDOM TO HAVE FUN

Z

IT ALL STARTED WITH FREEDOM

FREEDOM TO BE CURIOUS

FREEDOM TO RELAX

OUR AUDIENCE AND MESSAGING EVOLUTION

Z

2014 – 2016

2017

Audience:
Families

Audience:
Families

Messaging strategy:
Unique creative for each
pillar – fun, relax, curiosity

Messaging strategy:
Unique creative for
FUN + Relax
FUN + Curiosity

Messaging Platform:
Summer of Freedom

Messaging Platform:
Feel Free to have
FUN + Funologist

2018
Audience:
Families, segmented by
interests
Messaging strategy:
Unique creative with
unexpected FUN for each
of 5 personas

Messaging Platform:
Real Families + Funologist

2018 PERSONALIZATION EXAMPLES

Z
ALL-AROUND FAMILY

THRILL-SEEKING FAMILY

OUTDOOR LOVING FAMILY

HISTORY-LOVING FAMILY

ROMANCE COUPLE

More important in planning

THROUGH BRAND HEALTH RESEARCH AND ADDITIONAL DATA, WE LEARNED THAT
“FUN” IS THE NO.1 DRIVER FOR FAMILIES.

More descriptive of Williamsburg

BRAND HEALTH RESEARCH SHOW THAT WE MADE SIGNIFICANT PROGRESS BY
POSITIVELY AFFECTING THE DRIVER WE DETERMINED MOST IMPORTANT.

More important in planning

Higher importance, more descriptive of Williamsburg

More descriptive of Williamsburg
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AMPLIFYING AND EXPANDING OUR MESSAGE WITH
PR, CONTENT, SOCIAL, INFLUENCER AND SEO
HINT: IT’S WORKING

When you celebrate this accolade in U.S. News & World Report,
it’s not an accident.

Z

When you read this in Gannett (93 newspapers plus USA Today),
it’s not a coincidence.

Z

When you see this, it’s not “bonne chance.”

Z

When you turn on the TV and watch these segments, it’s not a lucky
happenstance…it’s all Public Relations.

Z

Storytelling Fuels Social Media:
Conversation and personal endorsement
Strategy: increased social media posting frequency to 5 per week (versus 3; +67%), allowing us to reach a larger audience with
more diverse messaging plus user-generated imagery via Chute. Reach and audience size has grown, especially on Instagram. All
content is supported with ad dollars to ensure content is seen despite frequently-changing algorithms that limit organic reach.

600% increase

4.22MM social reach

in website visitors from social YoY

since Jan. 2018

55%
increase in
followers

Z

since Jan. 2018

8.4%
increase in
followers
since Jan. 2018

PR and social conversations are amplified by “professional influencers”
who also create and proliferate their own content.
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Search (SEO). If you don’t show up, you don’t exist
• Our strong SEO program ensures Greater Williamsburg is above-the-fold
visible when curiosity is peaked by content, PR, media, social media,
advertising and influencers to drive people to our partners.
• Example organic search results:
• Williamsburg VA Accommodations: #2 & #3 (Rich snippet result)
Z

• Things To Do in Williamsburg, VA: #1
• Where to eat in Williamsburg: #2
• Events tonight in Williamsburg: #1
• State Level Optimization: While we own above-the-fold rankings for
almost all “Williamsburg” related search terms, we have been
implementing a GEO SEO strategy incorporating state-related terms to
expand reach and visibility.

OVERALL 2018 ACCOMPLISHMENTS
1. Achieved personalization through media,
creative and messaging and content.
2. Repositioned destination association to
include romance couples/getaways.
Z

3. Helped position Greater Williamsburg to
culinary travel enthusiasts.
4. Increased qualified traffic to the
visitwilliamsburg.com.
5. Significantly improved the perception of
main decision drivers in brand health.

Z

BACK TO THE VISION

BACK TO THE VISION: WHERE WE’RE HEADED

More brand awareness/understanding
Higher destination momentum
Z

More new overnight visitors
More repeat overnight visitors
More brand advocates

HOW WE GET THERE: A ROADMAP TO SUCCESS

Z

Data-driven strategy
Expanded audiences
Year-round approach
More personalization

Breakthrough creative
Compelling content
Leveraging accessibility
More collaboration

Higher reach and frequency can be achieved with additional funds.

DATA-DRIVEN STRATEGY
Z

IT’S TIME FOR THE MONEYBALL
OF DESTINATION MARKETING

Z

DATA-DRIVEN STRATEGY

Z

“My theory it is that I’d rather spend 20% of my
budget on data and feel good about targeting the
other 80% than spend 100% blindly, not knowing if
my media buys are doing anything – that would
keep me up at night.”
Matt Clement
2016 – Marketing and Partnership Manager:
Convention and Visitor Bureau of Fort Worth, Texas.

DATA-DRIVEN STRATEGY

Z

ARRIVALIST

SEARCH DATA

WEBSITE ANALYTICS

SURVEY DATA

SOCIAL ANALYTICS

GEOGRAPHIC DATA

BRAND HEALTH

ADR

MEDIA DATA

STAR REPORTS

THIRD-PARTY DATA

DESTIMETRICS

BEHAVIORAL DATA

EXPANDED AUDIENCES

Z

We need to adopt a holistic approach that speaks to our various segments in a relevant, purposeful and efficient way.

LEISURE TRAVEL

FAMILIES WITH
KIDS UNDER 5

YOUNG
MILLENNIAL
COUPLES

COUPLES
TRAVELING
WITH KIDS

TOURS

STUDENT
TOUR AND
TRAVEL

COLLEGE

GROUP

MOTORCOACH

CONFERENCE

CONFERENCE AND
MEETING PLANNERS

SPORTS

SPORT
PLANNERS

WEDDINGS

COUPLES TO BE

REUNIONS

FAMILY

MILITARY

INTERNATIONAL

WHOLESALERS
AND RECEPTIVE

INTERNATIONAL
VISITORS

COMMUNITY BUSINESS
PARTNERS

BUSINESS
OWNERS

LOCAL
RESIDENTS

ACTIVE
ADULTS

WILLIAMSBURG TOURISM
COUNCIL

Z

LOCAL
AMBASSADORS

MUNICIPAL
LEADERS

AAA

Align messaging tone to the audiences we are addressing, but still ladder up to our key strategic thought: immersed in fun in
unexpected ways.

FAMILIES

COUPLES

GROUP

Z
FAMILIES
WITH KIDS
UNDER 5

FAMILIES
WITH OLDER
KIDS

YOUNG
MILLENNIAL
COUPLES

COUPLES
TRAVELING
WITHOUT KIDS

Brand Tone
Energetic, inspiring, fresh expression of fun, where
people immerse in fun in unexpected ways

ACTIVE
ADULTS
(50+)

CONFERENCE /
MEETING
PLANNERS

SPORT
PLANNERS

Brand Tone
Sophisticated and professional
expression of fun, in which we
highlight diversity of experiences, food
scene and variety of meeting venues

TALKING TO PEOPLE AT THE RIGHT
TIME, WITH THE RIGHT MESSAGE

EVALUATE HABITS OF EACH SEGMENT

Audience
Courtship

Z

Media
Objective

Medium

TV | Radio
Print | OOH
Digital I PR I SOCIAL

Measurement

Impressions
Reach
Views

Inspiration

Awareness

Planning

Consideration

Digital

Clicks

Activation

Digital
Search

Clicks

Advocate

Content
Influencer
Social

Engagement

Booking

Experiencing

LOOK FOR OPPORTUNITIES TO GROW THE CONSUMER BASE

Revisit market prioritization with additional data.
Tier markets and establish budget parameters for each.
Proven – immediate markets historically successful

Z

Planned – within top markets of origination, further drive and
longer planning cycle
New – markets that have shown interest but not top priority with
more limited budgets
National Enthusiasts – special interests, limited audience,
heavy travel
After markets are tiered, develop a test and measure approach
for each group.

After markets are tiered, develop a test and measure approach for each group.

YEAR-ROUND APPROACH

Z

USING A 360 DEGREE MEDIA APPROACH, OUR NEW FRAMEWORK ALLOWS US TO MARKET AGAINST A 12MONTH STRATEGY, HIGHLIGHTING KEY AUDIENCE SEGMENTS AT RELEVANT TIMES DURING THE YEAR.

Q1
FAMILIES WITH
KIDS UNDER 5
FAMILIES WITH
OLDER KIDS
YOUNG MILLENNIAL
COUPLES

Z

COUPLES TRAVELING
WITHOUT KIDS
ACTIVE ADULTS (50+)
CONFERENCE /
MEETING PLANNERS
SPORT PLANNERS

Q2

Q3

Q4

HOWEVER, THROUGH THE USE OF PR, SOCIAL, INFLUENCER, SEO AND SELECTIVE DIGITAL TARGETING,
ALL SEGMENTS CAN BE ENGAGED IN MULTIPLE WAYS THROUGHOUT THE YEAR.

Q1
FAMILIES WITH
KIDS UNDER 5
FAMILIES WITH
OLDER KIDS
YOUNG MILLENNIAL
COUPLES

Z

COUPLES TRAVELING
WITHOUT KIDS
ACTIVE ADULTS (50+)
CONFERENCE /
MEETING PLANNERS
SPORT PLANNERS

Q2

Q3

Q4

MORE PERSONALIZATION

Z

USING DATA TO TAKE PERSONALIZATION TO A NEW LEVEL

Z

Geographic
Demographic
Behavioral
Interest-based

Search-history
Social history
On-site behavior
Job roles (hello, meeting planners!)

USING DATA TO TAKE PERSONALIZATION TO A NEW LEVEL
Discovery

Awareness

TARGETED
FACEBOOK AD
DIGITAL
DISPLAY AD

VISITS WEBSITE/
SERVED
OUTDOOR
CONTENT

Engagement

TAKES
VACATION
ASSESSMENT
SURVEY ON SITE

VISITS
TOP TEN
OUTDOOR
CONTENT
ON WEBSITE

RETARGET
FACEBOOK AD

VISITS WEBSITE/
SIGNS UP FOR EMAILS

PR STORY
CULINARY
CONTENT

CHECKS OUT
REVIEWS
ON TRIP ADVISOR

TARGETED
PREROLL

Z

TV SPOT

INFLUENCER
POST/
OUTDOOR
CONTENT

RETARGETED
DISPLAY AD
WITH RELEVANT
CONTENT
AND LOCATION

DIGITAL DISPLAY AD
CONTOBOX

“I need help.”

LINKS TO HOTEL
PARTNER/
BOOKS VACATION

TV SPOT

PR STORY/
OUTDOOR
CONTENT

TARGETED
INSTAGRAM
VIDEO BASED
ON SURVEY

SUBJECT-SPECIFIC
VIDEO PREROLL

EMAIL
FOLLOW-UP
WITH DETAILED
TRIP
RECOMMENDATIONS
AND DEALS

AUTOMATED
EMAIL
WELCOME WITH
OUTDOOR CONTENT

CHRISTMAS IN
WILLIAMSBURG EMAIL

EMAIL IN WB WITH
TIPS AND DEALS

ROMANCE
TARGETED
PREROLL

FAMILY
TRIP TO
WILLIAMSBURG

TARGETED
CHRISTMAS
INSTAGRAM
VIDEO

Z

BREAKTHROUGH CREATIVE

SAYING GOODBYE TO OUR SPOKESKID

Mira has outgrown the role, and we’ve outgrown the Funologist.

Z

She’s not relevant for our Romance persona or for our Group
audience.

EVOLVING OUR MESSAGING
WITH NEW CREATIVE:

Z

COMING
SOON
Building on Existing Assets
Augmenting with new assets that support year-round strategy

Z

COMPELLING CONTENT

Z

Z

STAYING FOCUSED

OUR 2019-2020 VISION
Z

Increase overnight visitation by positioning Greater
Williamsburg as the most preferred leisure and business
destination in the mid-Atlantic region.

OVERALL DESTINATION STRATEGY
Z

Expand the perception and understanding of Greater
Williamsburg across all audience segments to increase
relevancy, preference and economic impact year-round.

Z

THANK YOU: HERE’S TO A GREAT FUTURE

ATTACHMENT D
REQUEST FOR PROPOSAL
VISITOR RESEARCH

October 16, 2018
Williamsburg Tourism Council

Updated on 10/11/2018 4:33:15 PM

WILLIAMSBURG TOURISM COUNCIL

DRAFT
Request for Proposal
Visitor Research
Proposals are due by the 12pm EST on November 16, 2018
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Contact Information
Bob Harris
Interim Executive Director
Williamsburg Tourism Council
Greater Williamsburg Chamber & Tourism Alliance
421 North Boundary Street
Williamsburg, VA 23185
757.253.2262
harris@visitwilliamsburg.com
PLEASE DIRECT ANY AND ALL CORRESPONDANCE AND QUESTIONS TO BOB HARRIS ONLY.

Timeline
Task*

Completion Date

RFP published

10/17/18

Questions due to Williamsburg Tourism Council

10/24/18

Responses to questions posted

10/31/18

Proposals Due

11/16/18

Notification of finalists

11/30/18

Finalists presentations

TBD

Agency selection completed

12/21/18

* Timeline subject to change.
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Background
One of America’s favorite family destinations, the Greater Williamsburg region includes
Jamestown, Williamsburg and Yorktown, offering a unique juxtaposition of contemporary and
historical experiences for all ages. Visitors can choose from hands-on interactive attractions,
scenic outdoor adventures and sophisticated arts and culture experiences, making Greater
Williamsburg a top choice among travelers.
Major Attractions:













Busch Gardens®: is an action-packed, European-themed adventure park with 17th-century
charm and 21st-century technology, boasting more than 100 acres of fun-filled exploration.
College of William & Mary: The second oldest university in the United States, and a cutting edge
research university, the College of William & Mary are situated on 1,200 acres in historic
downtown Williamsburg.
Colonial Williamsburg: Colonial Williamsburg interprets Virginia’s 18th-century capital of
Williamsburg, Va., as a 21st-century center for history and citizenship with more than 400
restored or reconstructed original buildings, museums and educational programs.
Historic Jamestowne: Site of America’s first permanent English settlement, Historic Jamestowne
continues to make history as an active archeological dig site, offering a tour with the
archaeologist or behind-the-scenes tours in the lab with the curator.
Jamestown Settlement: Traces America’s colonial beginnings through expansive gallery exhibits
and film, and historical interpretation at outdoor re-creations of the three ships that sailed to
Virginia in 1607, the colonial fort and a Powhatan Indian village.
Water Country USA®: Virginia’s largest water park offering live entertainment, water rides and
attractions all with a retro surf theme.
Yorktown Battlefield: The National Park Service welcomes visitors to explore interpreted trails
and sites from the last major battle of the American Revolution.
American Revolution Museum at Yorktown: The American Revolution is chronicled through
exhibits, films and re-created military encampment and Revolution-era farm. The site was
completely rebuilt in 2016 and offers new exhibition galleries and expanded outdoor livinghistory areas.
In addition to the area’s major attractions, the Greater Williamsburg area has a wealth of
additional offerings including arts and culture, culinary experiences, more than a dozen golf
courses, fantastic shopping, incredible scenic beauty and outdoor adventure that collectively come
together to create one of the top vacation destinations in the country.
For additional information about the region, please go to www.VisitWilliamsburg.com
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RFP Overview
The Williamsburg Tourism Council (WTC) is seeking quantitative visitor research and econometric
data that will guide future marketing efforts as well as provide a tool for marketing the success of
the WTC marketing efforts. Proposals are requested from a Research firm(s) with significant
experience in travel and tourism.

The WTC Interim Executive Director will oversee the RFP process; make a decision on the firm
selected and present to the Williamsburg Tourism Council (WTC) for formal approval. A select
group of area marketing professionals and tourism stakeholders will be consulted for input
throughout the process. The WTC shall be the Client on all services rendered under this
agreement.
Response Guidelines
 Written proposals must be submitted on or before November 16, 2018 before 12:00pm for
consideration. Late proposals cannot be accepted. Supporting materials including USBs
(10 of each) are welcome and should be referenced within the written presentation.
 Response must be dated and signed by principal of firm.
 Team must be available to present in-person, if required.

Please submit 10 printed copies of your proposal (including CDs or USBs) to:
Bob Harris, Interim Executive Director
Williamsburg Tourism Council
c/o Greater Williamsburg Chamber & Tourism Alliance
421 North Boundary Street
Williamsburg, VA 23185
757-253-2262

Please also submit one electronic version of your proposal sent via Dropbox or other file sharing
means to:
harris@VisitWilliamsburg.com
Geography
There are no geographic restrictions upon the location of service providers allowed to submit
responses. All service providers however, must demonstrate their ability, recommended plan and
commitment to serve the account, regardless of location. Any costs associated with travel to
complete the project should be included in the cost proposal.
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Proposal Services & Project Details
Our primary goal is to promote the Greater Williamsburg area as an overnight destination. The
annual destination marketing campaign directs all communication to VisitWilliamsburg.com for
further information.
The purpose of this RFP is to have the successful proponent complete visitor econometric research
to provide the Williamsburg Tourism Council and our partners further insight regarding visitation
to our region. The research conducted may be repeated on an annual or semi-annual basis.
Your proposal will form an integral part of the contract.

Objective:
The WTC strives to use the most innovative and cost-effective advertising and marketing
programs to raise awareness on a state, national and international level of Greater
Williamsburg as a premier travel destination. In support of this mission, the WTC requires the
most current market research to inform its tourism marketing effort. The successful
Respondent will be required to provide Advertising Effectiveness and Econometric research
services for the WTC consistent with the following objectives:




Provides a measurement tool for our primary goal of increasing overnight visitation and the
impact of tourism for our region on an annual or bi-annual basis.
All data should be cross tabulated by type of lodging and other visitor demographics and
activities while visiting the region.
Visitor insights should include the following at a minimum:
o Lodging Industry Analytics including:
 Length of stay
 Average daily rate
 Revenue per available room
 Occupancy rate
 Lodging Room Demand
 Type of accommodations used
 Please share additional recommendations based on your experience with
other destinations
o Attractions and activities utilized during visit
o Visitor Demographics
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o Visitor Spending profile impact by municipality with breakdown of expenditures to
include:
 Lodging
 Dining
 Beverage
 Transportation
 Retail
 Recreation
o Taxes sustained by tourism in region and direct, indirect and induced impacts of
tourism
o Tourism employment and wages generated by segment
o Growth in Tourism economy vs. that of general economy in municipalities
o Trends that our destination should monitor
o What additional data and insights will your proposed research offer?
o Research services must include and accomplish the following:
 Collect primary data related to WTC travel advertising campaigns and
website
 Evaluate the effectiveness of WTC travel advertising campaigns and website
in generating non-local travel to Greater Williamsburg, estimate regional tax
dollars generated from influences non-local visitation to Greater
Williamsburg and estimate the return on investment to the region
 Inform overall marketing strategies and key messages, advertising content
and placements, the development and evaluation of advertising and
marketing programs that effectively meet consumer demands and emerging
travel trends as established by the latest market research
o Research should have well-formulated procedures, be well-designed and wellexecuted
o Research and data and assumptions should be methodologically sound
o Research finds should be useful to advance knowledge of the Greater Williamsburg
tourism industry
o Research implications and recommendations should logically floolow from the
findings and be explained thoroughly
o Research documentation should be accurate, cogent and understandable to nontechnical readers
o Research should be relevant to the Williamsburg Tourism Council and other
stakeholders
o Research survey and data collection methods should meet the marketing research
standards and codes from the Council of American Survey Research Organization
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(CASRO), Marketing Research Association (MRA), or other similar professional
organizations
o Research should be objective, independent and balanced
o Research should be verifiable and defensible to peer review or audit

At a minimum, this proposal must include the following:
Company Information












Name and address of main office and any branch offices, year established.
The proposed office that will handle this account.
Number of and locations of employees.
Brief summary of company background/history.
Primary proposed team to manage account with responsibilities and contact information including
senior members.
Management or key personnel bios.
Any current or outstanding cases brought against the company by clients within the past five years.
Key resources applicable to the project described in this RFP; i.e. work completed in-house versus
out-sourced. Information on any partnerships utilized to complete the project.
List of all current clients for the previous three years.
References from three current and three former clients.
Awards/accolades and special certifications.

Competitive Advantage
 What will your proposed research offer that others do not?
 How can your proposed research help us accomplish our objectives?
 Please provide up to two examples of completed similar projects with a destination.

Additional Questions
Implementation Plan and Timeline


Describe the implementation process and provide a proposed implementation schedule, including
all tasks and responsibilities, and deliverables.

Pricing


Outline the structure of your pricing model or models, including any and all costs associated with
implementation and/or annual fees.

Miscellaneous Items
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Decision Making Criteria
The following criteria will be used as a guide when evaluating proposals:





supports our primary goal
is insightful and easy to understand
proposed research approach and procedures are well designed
proposed research is objective, independent and balanced as well as verifiable and
defensible to peer review or audit

Understood and provided all items requested in RFP - with appropriate level
of detail.

50

Company Experience - current clients include other tourism industry
destination marketing businesses; demonstrated effectiveness with similar
projects; references; apparent strengths and weaknesses; capacity to
perform
Staff experience - Demonstrated experience of key personnel in projects of
similar scope and nature; DMO or other tourism business experience

100

Cost competitiveness- is best alternative for the Williamsburg area; all pricing
and commission structure will be reviewed.

100
50

Proposed methodology

100

Implementation approach and methodology, including project timing, staff
training, partner business training and transition from the existing
application

100

Total
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500

Bidder Certification
(Bidder must sign and return with proposal.)

I certify that this information is complete and correct to the best of my understanding and that I
am authorized to submit this information on behalf of the company.

________________________________________________
Authorized Signature

_______________________
Date

________________________________________________
Title

________________________________________________
Print/Type Name

_______________________________________________
Print/Type Company Name

Method of Selection
Following receipt of written proposals, the Williamsburg Tourism Council (WTC) may thereafter
select those service providers that qualify as finalists. Finalists will be asked to travel to
Williamsburg, Virginia at their own expense to share a presentation in-person. Specifics about the
presentation will be shared with finalists at the time of their notification. Final section of the winning
agency(s) shall be based on a combination of both the written and in-person proposals.
Award of Contract
Selection shall be made of one or more offerors deemed to be fully qualified and best suited
among those submitting proposals on the basis of evaluation factors included in the Request for
Proposals, including price if so stated in the Request for Proposal. Negotiations shall be conducted
with the Offerors so selected. Price structure shall be considered, but will not be the sole
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determining factor. After negotiations have been conducted with each Offeror so selected, WTC,
upon formal approval by the Williamsburg Tourism Council shall select the Offeror which, in its
opinion, has made the best proposal, and award the contract to that Offeror. Should the WTC
determine in its sole discretion that only one offeror is fully qualified, or that one offeror is clearly
more highly qualified and suitable than the others under consideration, a contract shall be
negotiated and awarded to that offeror. Greater Williamsburg Chamber and Tourism Alliance
(GWCTA) nor the Williamsburg Tourism Council (WTC) will not furnish a statement of the reason
why a particular proposal or presentation was not deemed to be the most advantageous. At any
time during the negotiations the WTC may terminate all negotiations and re-advertise the
requirement. The reason for such termination shall be made part of the file. The award document
shall be a signed contract incorporating by reference all the requirements, terms and conditions of
the RFP and the Contractor’s proposal as negotiated.

Rejection of Proposals
The Williamsburg Tourism Council (WTC) reserves the right to reject any or all proposals received
and the right to choose parts of the RFP to execute. Non-acceptance of a proposal means that one
or more others were deemed more advantageous to the WTC / GWCTA or that all proposals were
rejected.
Ownership of Materials
All proposals become the property of the WTC upon receipt. Selection or rejection of the proposal
will not affect this right. WTC and GWCTA shall have the right to use all ideas or adaptations of the
ideas contained in any proposal received in response to this RFP. Disqualification of a proposal
does not eliminate this right.
General Terms and Conditions
1. RECEIPT AND OPENING OF PROPOSALS - It is the responsibility of the offeror to assure that the
proposals are delivered to the place designated for receipt of proposals prior to the time set for
receipt of proposals. No proposals received after the time designated for receipt of proposals will be
considered.
2. IDENTIFICATION OF A PROPOSAL ENVELOPE/PACKAGE - A special envelope is NOT furnished,
therefore, the signed proposals should be returned in an envelope or package sealed and
identified as a sealed proposal and addressed as directed on page 13 of this solicitation.
3. APPLICABLE LAWS AND COURTS – This solicitation and any resulting contract shall be governed
in all respects by the laws of the Commonwealth of Virginia and any litigation with respect thereto
shall be brought in the courts of the Commonwealth. The Contractor shall comply with applicable
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federal, state and local laws and regulations.
4. ANTI-DISCRIMINATION/VIRGINIA FAIR EMPLOYMENT ACTS – By submitting their proposals, all
offerors certify that they will conform to the provisions of the Federal Civil Rights Act of 1964, as
amended, as well as the Virginia Fair Employment Act of 1975, as amended, where applicable.
A.) During the performance of this contract, the Contractor agrees as follows:
i.) The Contractor will not discriminate against any employee or applicant for employment
because of race, religion, color, sex or national origin, except where religion, sex, or national
origin is a bona fide occupational qualification reasonably necessary to the normal operation
of the Contractor. The Contractor agrees to post in conspicuous places, available to
employees and applicants for employment, notices setting forth the provisions of this
nondiscrimination clause.
ii.) The Contractor, in all solicitations or advertisements for employees placed by or on
behalf of the Contractor, will state that such contractor is an equal opportunity employer.
iii.) Notices, advertisements and solicitations placed in accordance with federal law, rule or
regulation shall be deemed sufficient for the purpose of meeting the requirements of this
section.
B.) The Contractor will include the provisions of A above in every subcontract or purchase order
over $10,000 so that the provisions will be binding upon each subcontractor or vendor.

Ethics in Public Contraction
By submitting their proposals, all offerors certify that their proposals are made without collusion
or fraud and that they have not offered or received any kickbacks or inducements from any other
offeror, supplier, manufacturer or subcontractor in connection with their proposal, and that they
have not conferred on any GWCTA or WTC employee having official responsibility for this
procurement transaction any payment, loan, subscription, advance, deposit of money, services or
anything of more than nominal value, present or promised, unless consideration of substantially
equal or greater value was exchanged.
Immigration Reform and Control Act of 1986
By submitting their proposals, offerors certify that they do not and will not, during the
performance of this contract employ illegal alien workers or otherwise violate the provisions of the
federal Immigration Reform and Control Act of 1986.
Antitrust
By entering into a contract, the Contractor conveys, sells, assigns, and transfers to the WTC
All rights, title and interest in and to all causes of action it may now have or hereafter acquire
under the antitrust laws of the United States and the WTC, relating to the particular goods or
services purchased or acquired by the GWCTA or WTC members under said contract.
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Cancellation of Contract
The Williamsburg Tourism Council (WTC) reserves the right to cancel and terminate any resulting
contracts, in part or in whole, without penalty, upon 60 days written notice to the Vendor. The
Vendor may cancel the resulting contract period upon 60 days written notice to the WTC. Any
contract cancellation notice shall not relieve the Vendor of the obligation to provide services in
progress prior to the effective date of cancellation.
Obligation of Offeror
By submitting a proposal, the offeror covenants and agrees that he has satisfied himself, from his
own investigation of the conditions to be met, that he fully understands his obligation and that he
will not make claim for, or have right to, cancellation or relief from the contract because of any
misunderstanding or lack of information.
Changes to the Contract
The Williamsburg Tourism Council (WTC) may order changes within the general scope of the
contract at any time by written notice to the Vendor.
Changes within the contract may include, but are not limited to things such as the limitation or
expansion of the scope of the contract. The contractor shall comply with the notice upon receipt.
Contractor shall be compensated for any additional costs incurred as the result of such order and
shall give the WTC a credit for any savings
If the parties fail to agree on an amount of adjustment, the question of an increase or decrease in
the contract price or time for performance shall be resolved in accordance with the procedures for
resolving disputes provided by the Disputes Clause of this contract or, if there is none, in
accordance with the disputes provisions of the Commonwealth of Virginia's Vendor's Manual.
(Even though this is not a purchase made by state government.) Neither the existence of a claim
or a dispute resolution process, litigation or any other provision of this contract shall excuse the
Vendor from promptly complying with the changes ordered by the WTC or with the performance
of the contract generally.
The parties may agree in writing to modify the scope of the contract. An increase or decrease in
price or terms of the contract resulting from such modification shall be agreed to by the parties as
a part of their written agreement to modify the scope of the contract.
Assignment of Contract/Use of Subcontractors
A contract shall not be assignable by the Contractor in whole or in part without the written
consent of the Williamsburg Tourism Council (WTC). The Contractor shall, however, remain fully
liable and responsible for the work to be done by his subcontractor(s) and shall assure compliance
with all requirements of the contract.
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Invoices/Commission Checks - Invoices for items or services ordered, delivered and accepted and
commission checks shall be submitted by the Contractor to:
Williamsburg Tourism Council
C/O Greater Williamsburg Chamber & Tourism Alliance
421 N. Boundary St.
Williamsburg, Virginia, 23185
Payments will be processed within 30 days of receipt of invoice.
Clarification of Terms
If any prospective offeror has questions about the specifications or other solicitation documents,
the prospective offeror should contact the contact the person named on the face of the
solicitation, no later than five days before the opening date. Any revisions to the solicitation will
be made only by addendum issued by this contact.
Term

This Agreement shall commence upon a date to be finalized and shall continue until project is
satisfactory completed unless earlier terminated as provided herein.
Confidentiality
This Agreement or any documentation produced as a result of said agreement may be subject to
the provisions of the Freedom of Information Act (FOIA). To the extent permitted by law, and
subject to the provisions of FOIA, the following shall apply:
Contractor and Williamsburg Tourism Council (WTC) acknowledge that during terms of this
Agreement either party may have access to each other’s proprietary or confidential information,
as necessary to complete the respective obligations of Contractor and WADMC as contained in
this agreement. Contractor and the WTC specifically agree to maintain a strict policy of
confidentiality and nondisclosure for all business and trade secrets of the other party. Neither
party will misuse or appropriate such proprietary or confidential business information and will not
disclose any details of the Agreement, unless both parties agree.
The Agreement does not apply to information which (a) is in the public domain at the time such
information is disclosed or which after the time of the disclosure has become part of the public
domain through no violation of this agreement, (b) is required to be disclosed by judicial order, (c)
is learned through a third party, under no confidentiality obligation to the party who owns the
information or (d) is known to the receiving party prior to disclosure by the disclosing party, as
evidenced by written record.
These provisions shall survive the expiration or termination of this Agreement.
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Independent Contractor
The Williamsburg Tourism Council (WTC) hereby employs Contractor as an independent
contractor and the parties agree that the WTC shall not be obligated or liable hereunder to any
party other than Contractor. Contractor shall employ and direct all personnel required in
performing this agreement. Such personnel shall not be employees of or have any contractual
relationship with GWCTA/WTC. All of the services hereunder will be performed under
Contractor's supervision and all personnel engaged in the Work shall be fully qualified to perform
such services.
Contractor shall be fully responsible for all acts and omissions of its subcontractors and of persons
and organizations directly or indirectly employed by them and of persons and organizations for
whose acts any of them may be liable to the same extent that Contractor is responsible for the
acts and omissions of persons directly employed by Contractor. Except as hereinabove provided,
nothing in this agreement shall create any contractual relationship between the WTC and any
subcontractor or other person or organization having a direct contract with Contractor, nor shall it
create any obligation on the part of the WTC to pay or to see to the payment of any monies due
any subcontractor or other person or organization, except as may otherwise be required by law.
The WTC may furnish to any subcontractor or other person or organization, to the extent
practicable, evidence of amounts paid to Contractor on account of specific work done.
Warranties
Contractor represents and warrants that it has full power and authority to enter into and fully
perform this Agreement, and that no services or material furnished hereunder will in any way
infringe upon or violate the rights of any third party, including without limitation rights of patent,
trade secret, trademark, copyright, or privacy.
The WTC represents and warrants that it has full power and authority to enter into and fully
perform this Agreement, that any information about its products and services furnished to
Contractor will be accurate and complete, and that no services or material furnished to Contractor
hereunder will in any way infringe upon or violate the rights of any third party, including without
limitation rights of patent, trade secret, trademark, copyright, or privacy.
Indemnity and Limitation of Liability
Contractor agrees to indemnify, defend and hold harmless GWCTA/WTC, its divisions, members
and subsidiaries from and against any and all losses, liabilities, damages, judgments, awards and
costs (including reasonable legal fees and expenses) arising out of or related to any claim,
proceeding or suit instituted by a third party (i) that arises out of a breach by Contractor of its
representations and warranties under this Agreement or (ii) that alleges that WTC’s use,
possession, or ownership of Contractor's work product, or any license granted there under,
infringes or violates the copyright, trade secret, patent, or other proprietary right of any third
party; provided, however, that the foregoing shall not apply to any use of the work product by
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GWCTA/WTC that is inconsistent with the terms of any third party license of which GWCTA/WTC
has been advised by Contractor.
Contractor shall defend and settle at its sole expense all suits or proceedings arising out of the
foregoing, provided that GWCTA/WTC gives Contractor prompt notice of any such claim after
learning of same. Contractor shall not settle any third party claim in any way that prevents
GWCTA/WTC from continuing the use of Contractor's work product as provided herein without
WTC’s prior written consent. In all events, GWCTA/WTC shall have the right to participate in the
defense of any suit or proceeding through counsel of its own choosing at its own cost.
NOTWITHSTANDING ANYTHING TO THE CONTRARY CONTAINED HEREIN, NEITHER PARTY SHALL
BE LIABLE TO THE OTHER FOR ANY CONSEQUENTIAL, INCIDENTAL, SPECIAL OR EXEMPLARY
DAMAGES (INCLUDING, WITHOUT LIMITATION, LOST PROFITS) EVEN IF ADVISED OF THE
POSSIBILITY THEREOF.
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Destination
Orlando

Lodging Rooms

CVB Budget

# Staff

Estimated Tourism DMO Investment
Expenditures
Per Room

Notes

120,000

82,542,000

101

$35 billion

$687.85

Convention Center Staff - 32, Charge fees for publication
enhanced listings, membership, ticket commissions, coop advertising, Tourism Development Tax

Richmond

22,493

6,400,000

28

$1.7 billion

$284.53

Pigeon Forge

14,592

14,655,293

27

$1.3 billion

$1,004.34

Plus 24 part time employees, Funded by 1.75% of the
lodging taxes collected, chamber of commerce and a
Corporate Sponsor program.
Department of the City of PF, found 4 claiming to be the
DMO

Branson
Williamsburg
Chamber &
Tourism Alliance
Williamsburg Area
Destination
Marketing Comm.

20,000
15,096

8,200,000
1,780,000

36
7

$1.7 billion
$1.3 billion

$410.00
$117.91

15,096

3,346,000

2

see above

$225.23

Savannah
Virginia Beach

15,431
12,438

10,000,000
28,912,000

28
94

$3 billion
$1.6 billion

$648.05
$2,324.49

Hampton/Nnews

7,224

3,850,000

26

$558 million

$532.95

Asheville
Norfolk/Portsmout
h

7,229
5,443

17,000,000
7,890,000

20
28

$925 million

$829.99
$1,449.57

175,000

13,300,000
41,466,785

47

$7 billion

$236.95

Charleston
Myrtle Beach

Room source City website,

Plus $1.2m Chamber
2019 Adopted $6.4 million Convention Center,
Convention Center Staff = 62
17 staff/$2.29 million Hampton (does not include Conv.
Ctr. Staff); 9 staff & $1.56 million N. News
Budget is 2016 media only
28 staff for Norfolk; Budget is for Norfolk only; does not
include Portsmouth staff or budget as is a function of
the City staff
Budget 12/31/2017; 19.2 million visitors per year

