
Visit Williamsburg
"Life. At Your Pace." Advertising Overview



2021 Media/Creative Strategy



FAMILIES COUPLES

ACTIVE MATURE

SHOPPING

● Maintain focus on 
GenX/Millennials/Active Mature 
age segments

● Saturate “shopping” traveler 
audience first as they are closest 
to conversion

● Broaden targeting to prospecting 
audiences to capture and intercept 
consumers while they’re in the 
travel planning mindset

GenX/Millennials 
with Children

GenX/Millennials 
without Children

Target Audience



 

 

Simple Strivers

“From planning to experiencing,  
I require simplicity and ease in my  
travels. The purpose of my vacation  
is to recharge and reconnect.”

Age: 25-54 years old (53%), 55+ (35%)
Gender: Skews slightly female
Employment: Full-time
Education: High school degree and up
HHI: $75K+
Ethnicity: 70% White, but over-index as  
Black/African American, Asian and other  
(which includes Hispanic)

MEET SYDNEY

All information is pulled from primary research, secondary research sources and GfK MRI Doublebase 2019. Numbers in parentheses indicate percent/index (e.g. 63%/131). Percent indicates the percentage of the segment that exhibits the behavior or trait. 
*Compared to the average U.S. population of 100, an over index of 131 would indicate that the segment is 31% more likely to exhibit the behavior or trait. MRI Parameters: “Packaged deals are great, because I don’t have to plan out the details too much”  
AND “The best vacation is restful without too much physical exercise”.

PREFERRED TRAVEL ACTIVITIES/TYPES OF TRAVEL

MUSIC/ 
ENTERTAINMENT

THEME PARKCRUISE OUTDOOR ACTIVITIES/
SERENE LANDSCAPE

BEACH

FOR TRAVEL
Motivation
“We love our repeat trips because we 
have a good routine down. A big part  
of it is there’s no planning to it. We  
know what we want to do.”

FOR TRAVEL
Barriers
“I’m less inclined to research heavily 
or participate in an abundance of 
activities while on vacation.”

“I try to stay away from highly  
congested areas. I’m not a big  
city kind of person.”

 

EMPATHIC INSIGHT
They’re passive travelers who tend 
to be repeat visitors of familiar 
destinations, where they don’t  
have to plan out the details. “Go  
with the flow” is their mantra.

EMPATHIC OPPORTUNITY
Simplicity is key. From providing a in 
the planning process to showcasing 
a relaxing experience, you can help 
them in their effort to escape and 
recharge.

 

I get overwhelmed by excessive choice. I’d rather opt for ease and 

assurance with a familiar U.S. destination or a package deal that  

handles the details.

• When I find a vacation spot I like, I got back whenever I can. (82%/119)

• I prefer guided tours to traveling independently. (54%/140)

I try to minimize research and trip planning, so I rely on others for 

inspiration and recommendations.

• I often ask the advice of others when it comes to vacation travel  

 (69%/120) and when I learn about a great vacation, I typically  

 recommend it to the people I know. (79%/115)

Vacations are supposed to be a reprieve from my daily chaos.  

So why would I want to jam pack the travel itinerary?

• Juggling family and work demands is very stressful for me (59%/114)  

 so I’m happy to do very little, if any, sightseeing on my vacations. (57%/139)

General Travel Attitudes
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Target Audience: Personas – Simple Strivers
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Target Audience: Personas – Simple Strivers



Culture Questers

“I use travel as an opportunity  
to break from my home life  
and learn something new.”

Age: 25-54 years old (53%), 55+ (34%)
Gender: Skews slightly female
Employment: Full-time
Education: High school degree and up
HHI: $75K+
Ethnicity: 75% White, but over-index  
as Asian, American Indian and other 
(which includes Hispanic)

MEET CECE

All information is pulled from primary research, secondary research sources and GfK MRI Doublebase 2019. Numbers in parentheses indicate percent/index (e.g. 63%/131). Percent indicates the percentage of the segment that exhibits the behavior or trait. 
*Compared to the average U.S. population of 100, an over index of 131 would indicate that the segment is 31% more likely to exhibit the behavior or trait. MRI Parameters: “Traveling to foreign places is a great way for me to learn about other cultures” OR 
Domestic Travel Activities w/in the last year included a visit to a cultural/historical site AND “Continuing to learn throughout my life” is very important AND “Wanting to explore and learn about new things” is very important.

FOR TRAVEL
Motivation
“Learning about local history and  
culture combined with the simple  
excitement of discovering a new 
place is why I love to travel.”

FOR TRAVEL
Barriers
“If the price for the flight was really 
high, that would deter me. I also  
tend to like to go places I haven’t 
been before, rather than visiting t 
he same places.”

EMPATHIC INSIGHT
They’re inclined to find deeper 
experiences in new and unexplored 
destinations or relive the adventures 
that enrich their soul each time.

EMPATHIC OPPORTUNITY
Williamsburg is viewed favorably as a 
snapshot of history; however, history 
may not be the sole driver of their 
trip. A variety of things to do as well 
as opportunities to learn, will entice 
them to book.

I enjoy charting the course of my trip just as much as experiencing it. 

• I love doing research on a location before I go on vacation. (83%/112)

• I like to learn about foreign cultures. (79%/116)

Travel is food for the soul and the brain. What better way to learn about 

the subjects I’m passionate about than to experience it first hand?

• I frequently choose active vacations with lots to do. (65%/113)

• In the last year, I’ve participated in the following leisure activities 

(more than the general population): art gallery shows, music 

performances, board games, book clubs and museums.

I’m willing to do the research to find the best value. 

• Travel and hotel discounts have a strong influence on where I choose 

to travel and where I choose to stay. (73%/197)

• I like to shop around before making a purchase. (78%/105)

General Travel Attitudes

PREFERRED TRAVEL ACTIVITIES/TYPES OF TRAVEL

NATIONAL
PARKS

HISTORICAL
SITES

DINING
OUT

OUTDOOR
ACTIVITIES

CONCERTS
/EVENTS

SIGHTSEEING

MUSEUMS
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Target Audience: Personas – Culture Questers
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Target Audience: Personas – Culture Questers



See-ers & Do-ers

“I lust for travel because I like to be 
entertained by the sights and believe 
that those adventures shape who  
I am as a person.”

Age: 18-44 years old (61%), 45+ (39%)
Gender: Skews slightly male
Employment: Full-time
Education: High school degree and up
HHI: $75K+
Ethnicity: 64% White, but over-index as 
Black/African American, Asian, American 
Indian and other (which includes Hispanic)

MEET ISSAC

All information is pulled from primary research, secondary research sources and GfK MRI Doublebase 2019. Numbers in parentheses indicate percent/index (e.g. 63%/131). Percent indicates the percentage of the segment that exhibits the behavior or trait. 
*Compared to the average U.S. population of 100, an over index of 131 would indicate that the segment is 31% more likely to exhibit the behavior or trait. MRI Parameters: “I frequently choose active vacations with lots to do” AND “I like to live a lifestyle that 
impresses others.”

FOR TRAVEL
Motivation
“I view being an experienced traveler 
as part of my identity. I’ll basically go 
anywhere as long as its something 
new and there’s exciting activities  
for everyone.”

FOR TRAVEL
Barriers
“I never consider [history] as a top  
criteria. It’s more of just an upside. 
There has to be a variety of  
things to do.” 

EMPATHIC INSIGHT
You only get so many vacation days 
a year, so these travelers want to 
maximize their trips with fun things 
to do and bucket list sights to see.

EMPATHIC OPPORTUNITY
Aesthetic imagery and an energetic 
portrayal of the destination will  
be appealing. Also they’ll want to 
show off their travel experiences,  
so empower them to do so.s

I map out all the activities and experiences for my ideal trip, but follow 

my gut instincts in the moment. 

• Last minute travel specials are a great way to get a bargain. (76%/123)

• I tend to make impulse purchases. (53%/130)

I live my life now so I have stories to tell later. 

• My philosophy is life should be as much fun as possible. (78%/123)

• You are better off having what you want now as you never know 

what tomorrow brings. (59%/125)

I care about what other people think of me and see travel experiences 

as a way to curate my personal brand. 

• I enjoy being the center of attention. (56%/221)

• I strive to achieve a high social status. (63%/206)

• I like to give the impression that my life is under control. (86%/121) 

General Travel Attitudes

PREFERRED TRAVEL ACTIVITIES/TYPES OF TRAVEL

SIGHTSEEING

HIKE/SKI

NATIONAL
PARKS

MUSIC/
EVENTS/
SPORTS

NIGHTLIFE

FESTIVALS
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Target Audience: Personas – See-ers & Do-ers
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Target Audience: Personas – See-ers & Do-ers



● 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

EXPANSIONShort Drive + Established Success/
Heaviest Volume

Longer Drive + Past Success

Short Drive + Established Success/
Lighter Volume

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

Proven markets showed improved performance over 2020; emphasis continued in 2021 in traditional 
media. Digital provides greater opportunity for coverage in all markets:

Geographic Targeting



FEB - APR

SPRING 
33%

MAY - JUL

SUMMER 
33%

AUG - OCT

FALL 
18%

NOV - DEC

HOLIDAY 
11%

JAN

JAN
5%

Campaign Overview

Always-on Approach Increased Spend to Capture 
Peak Demand Periods

Constantly Monitor and Adjust 
as Needed

Linear TV Connected TV Display Paid Social Paid Search Influencer Golf, Nat Geo 
Partnerships

2021 Strategy



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.



Performance and Measurement
Return on Investment
Ad Effectiveness Study
Campaign Performance/Dashboard 
Economic Dashboard
Smith Travel Research



2021 Return on Investment Calculations

*Full report is available 
upon request.

Conducted by:



2021 Ad Effectiveness Metrics: Comms Ratings



2021 Ad Effectiveness Metrics: Impact



2021 Ad Effectiveness Metrics: Ad Ratings



2021 Ad Effectiveness Metrics: Visit?



2021 Ad Effectiveness Metrics: Intent to Visit



Performance Dashboard




