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Consent Agenda

Approval of Previous Meeting Minutes

Financial Statement
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Amended Budget
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Amended Budget Lines

 Salaries — due to results from Albemarle County’s compensation and
classification study

* Information Technology — technology costs associated with additional
team members

* Lease — separation of cleaning fees from primary lease line

e Advertising & Promotion — decreased to reflect increases in other
areas. Will be boosted by ARPA funds previously budgeted.

Budget Presentation
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Highlights

Albemarle Public Schools job fair

Keynote speaker at GWU Alumni
Awards presentation

Interview with Virginia Tourism on
DRIVE 2.0 projects

VA-1 Tourism conference planning
committee

DEAI Cohort Museum meeting

VRLTA Charlottesville chapter meeting
Central VA DMOs meeting

VA-250 visioning meeting
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Hotel Occupancy Rates
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Average Daily Rate
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Revenue per Available Room
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Marketing & Public Relations Update
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FY23 Advertising Update
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FY23 Advertising Overview

Total Advertising Spend

* OKR: Dedicate 25% of advertising
spend and public relations efforts
in target markets. Rest in
national/international.

* As of March 31, 2023, we are pacing
slightly ahead of our goal for advertising

spending in key geographic markets, as
compared to our national media buys.

» All paid media is procured, created,
executed, and monitored by the CACVB
and its respective advertising vendors.

m Target Markets = National

Breakdown of FY23 Advertising Spend



Advertising Outlets Overview

* Advertising Outlets in FY23 | 5. itimore Sun

* Travel + Leisure * Blue Ridge Outdoors
* Food & Wine * Northern Virginia Magazine
* Conde Nast/Bon Appetit * Virginia Living
* Essence e Coastal Living Magazine
* WJLA-TV (Washington, D.C. * Hemispheres
market)

* Cary Magazine
e Search engine marketing

e The L0§§| Palate_ o * Social media advertising
e Advertising on virginia.org * Various group sales

* Charlotte Observer publications

e Wine Enthusiast

Advertising Overview



National Advertising Success — Food & Wine, Travel + Leisure

FOOD &WI N E Q Magazine Sweepstakes
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Where to Wine and Dine in Experience a New Kind of Winter
Charlottesville & Albemarle County This Escape in Central Virginia’s Wine
Winter Country
Award-winning wines pair with farm-to-fork fare in this unexpected winter culinary destination. A perfect blend of town and country awaits in the unexpected winter locale of Charlottesville & Albemarle County.
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* The CACVB ran winter digital campaigns on Food & Wine and Travel +
Leisure — two of the most well-known travel publications in the country.

Advertising Overview




National Advertising Success — Food & Wine, Travel + Leisure

* Native article performance on Travel +
g A Laid-back wine tastings, idyllic Leisure and Food & Wine had a total
Charlottesville and rolling scenery, anc five-star

\lbemarle County, Virginia, dining awat, CIICk-th rough rate (CTR) Of 3.7% - 2.6X
the benchmark.

e Banner ads on these outlets had a CTR
of 1.13% - 4.2x the benchmark of
0.27%.

* Average time spent on native articles
was 42 seconds, compared to the
benchmark of 31 seconds.

Source: Meredith Media




National Advertising Success — Food & Wine, Travel + Leisure

IR : - Beautiful wineries and areal
with
Foop Food & Wine with Experience Charlottesville. % Judy Watkins Kampsula

WINE Paid Partnership - December 22, 2022 - & ROAD TRIPIL Like Reply 13w

ineri -to- ini iti L -
Over forty v_vmenes and spectacular fa@ tg fork dining await in like Reply 13w ' ) Cyndi Mundine
Charlottesville and Albemarle County, Virginia. i Beautiful
'+)  Crystal Bryant McCallister '

Let's do a weekend here David Stephen McCallister Like Reply 12w

Like Reply 13w ".  Teresa Fields-Colvard

% Top fan Love Charlottesville

Crawford CeCe Like Reply 9w

TashaNicole Smith &

Hilarie Weiss

Heading there in early spring! Yay! *
Kimberly Parish Garza Like Reply 12w

Richard Garza

like Reply 12w

. i, JoAnn Jeffries
Lke Reply 12w That would be fun!
Susan Mcwatters
Melissa Herring Susan Keck-Reps
" § 4 Susan Stephens

=" Wish | was there! Enjoy!!!

&y Lisa Dear - _
: Kirsten Malle Like Reply 9w

like Reply 13w

like Reply 12w

* Social media ads received significant engagement, with potential visitors planning their trip in the
comments (and tagging their friends), while simultaneously receiving buy-in from locals.

Source: Meredith Media M,
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National Advertising Success — The Local Palate

* The CACVB ran a print/digital
Patience is a necessity if you're in the mood for fried chicken, as Walker takes no shortcuts: He won't even o o
think about starting the fryer until a guest orders this southern staple. From the fried fish submarine to Campalgn W’th The LOCGI Palate,
the bologna and egg sandwich, it’s easy to see why Mel’s has been consistently named one of the most inCIUdin I o d o I
popular destinations in Charlottesville. g mu t'-page a Vertorla S,
The PieiGay with one focusing solely on Black-
2 owned restaurants in Charlottesville
& Albemarle County.

* The web version of the Black-owned
restaurants advertorial received 2.57x
more page views than any other
element of our campaign, allowing us
to shine a spotlight on these
important local businesses.

Source: The Local Palate




Target Market Advertising Success — Baltimore, MD

8. Baltimore MD Users New Users Sessions
Jul 1, 2022 - Mar 31, 2023 23,138 (3.88%) 21 885 (4.05%) 27,061 (3.91%)
Jul 1, 2021 - Mar 31, 2022 18,097 (3.36%) 16,805 (3.29%) 21,845 (3.29%)

% Change 27.86% 30.23% EE.EE‘}E

* OKR: Increase website traffic (sessions) by 5% in target markets
by measuring year-over-year performance.

Source: Google Analytics



Target Market Advertising Success — Charlotte, NC

8. Charlotte NC

Users New Users Sessions
Jul 1, 2022 - Mar 31, 2023 21,250 (3.56%) 20,393 (3.78%) 22 855 (3.30%)
Jul 1, 2021 - Mar 31, 2022 11,680 (2.17%) 11,235 (2.20%) 14,233 (2.14%)

% Change 81.93% 81.51%

* OKR: Increase website traffic (sessions) by 5% in target markets
by measuring year-over-year performance.

Source: Google Analytics



Target Market Advertising Success — Baltimore/Charlotte

Jharlotte NC Users New Users Sessions
Mov 15, 2022 - Mar 15, 2023 12,624 (4.59%) 12,271 (4.90%) 13,516 (4.37%)
Mov 15, 2021 - Mar 15, 2022 4,146 (2.21%) 3,973 (2.23%) 5,026 (2.20%)
% Change 204.49% 208.86% 168.92%
altimore MD
Mov 15, 2022 - Mar 15, 2023 12,370 (4.50%) 11,962 (4.78%) 14,100 (4.56%)
Mov 15, 2021 - Mar 15, 2022 6,156 (3.28%) 5,758 (3.24%) 1,373 (3.23%)
% Change 100.94% 107.75% 91.24%

*Web traffic from November 15, 2022 — March 15, 2023. During our period of heaviest advertising,
Charlotte and Baltimore became our 4" and 5" highest markets for web tradffic, respectively.

Source: Google Analytics




Target Market Advertising Success — Washington, D.C.

] @ NEWS NEWS WEATHER 1 TEAM SPORTS GAME CENTER WATCH
b ON YOUR SIDE

Winter is the perfect time to visit Charlottesville &
Albemarle County

by GOOD MORNING WASHINGTON | Tue, December 6th 2022, 10:32 AM EST KX

* The CACVB ran a winter TV campaign

on WIJLA-TV (Good Morning
Washington) featuring five 4-minute
segments pushing winter visitation to
Charlottesville and Albemarle County.

The CACVB was able to involve nearly
a dozen partners in these segments
and a TV commercial schedule ran into
January.

We saw great success with this outlet
in FY22, so we expanded it to a
weeklong “Good Morning
Washington” takeover in FY23.




Target Market Advertising Success — Washington, D.C.

1. Washington DC (Hagerstown MD) Users New Users Sessions
Dec 1, 2022 - Jan 31, 2023 24,710 (19.55%) | 23,061 (20.15%) | 28,867 (20.28%)
Dec 1, 2021 - Jan 31, 2022 20,751 (22.91%) | 20,046 (23.42%) 25,558 (23.47%)

% Change 19.08% 15.04%

* OKR: Increase website traffic (sessions) by 5% in target markets
by measuring year-over-year performance.

Source: Google Analytics



Website Analytics

Users » V5. Selectametric Hourly Day Week | Month

Jul 1,2022 - Feb 28, 2023: ® Users
Jul 1,2019 - Feb 29, 2020: ® Users

6,000
4 000
A
2,000 w W
August 2022 September 2022 October 2022 Movember 2022 December 2022 January 2023 February 2023 Marc...
w
B Mew Visitor B Returning Visitor
Users Mew Lsers Sessions Jul 1, 2022 - Feb 28, 2023
0 0
62.91% 65.79%

501,702 vs 207 960 497,220 vs 299903

* CACVB website traffic is at historic highs, when comparing FY23
with FY20 (our last pre-pandemic fiscal year).

Source: Google Analytics



Website Analytics

Jul 1, 2022 - Mar 31, 2023: @ Users
Jul 1, 2021 - Mar 31, 2022: @ Users
10,000

August 2022 September 2022 Oclober 2022 Movember 2022 December 2022 January 2023 February 2023 March 2023

B New Visitor M Returning Visitor

Users New Users Sessions Jul 1, 2022 - Mar 31, 2023
7.14% 7.56% 5.65%

573,624 vs 535,379 567,864 vs 527,969 723,086 vs 684299

| T~ hbiia | TS Y. b et renmtd

» Website traffic (July 1, 2022 — March 31, 2023) compared to the
same period last year is UP in users and sessions.

Source: Google Analytics



Website Analytics

Users + V5. Selecta metric Hourly Day Week | Month

Nov 15, 2022 - Mar 15, 2023: @ Users
Mov 15, 2021 - Mar 15, 2022: @ Users

6,000
4 000
2,000

December 2022 January 2023 February 2023 March 2023

B Mew Visitor M Returning Visitor
sers Mew Lsers Sessions Nov 15, 2022 - Mar 15, 2023
O 0 O

38.03% 38.95% 34.24%
262,874vs 190442 261,782vs 188,394 5 f e
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* Bulk of advertising spend occurred during winter, with an impressive lift in users
and sessions from November 15, 2022 — March 15, 2023, when compared to the
previous year.

Source: Google Analytics




FY23 Content Creation Update
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CACVB Content Creation Efforts ° OKR: Increase relevant

20+ Charlottesville Jefferson School Top 5 Reasons to

Area Wineries to African American Visit the Virginia
Discover on the 2023 Heritage Center Festival of the Book
Virginia Governor’s Celebrates 10 Years Written by Kalela Williams,

CUP Gold Medal Trail Written by Dr. Andrea Douglas, Director of the Center for

Looking for the best wines in
Charlottesville and Albemarle County?
The Virginia Governor’s Cup wine
competition is one of the ways
wineries and retailers judge

Executive Director of the the Book

Jefferson School African The Virginia Festival of the Book, the
American Heritage Center biggest literary event in
Charlottesville and Albemarle County,

taloc nlaco in March oach voar In

The Jefferson School African American

* Most viewed blog content in FY23 has included outdoor
recreation, wine, and winter visitation ideas.

Content Creation Efforts

and timely content
creation on website
through two blog posts
and one top landing page
monthly.

In FY23, the CACVB has published
26 blog posts, already exceeding
our yearly goal. Blog posts have
been created internally, through
guest writers, and through
partner collaborations.

The average time on page for

our blog has increased by 46%
year-over-year in FY23 (going

from 2:28 to 3:38).




CACVB Content Creatlon Efforts © OKR: Overhaul the

Local wines that
come with a view.

The rolling hills and valleys of
Albemarle County are hometo
some of the most renowned
wineries in Virginia.

A top wina destination on tha East Coast, the Menticalo Wina

Trad s cantared around the Chariottesvile ares and lastures P - e ?

mars than 40 winarlas Did You Know?

Whather poufre naw fo visiting w “upmmmﬂw The Charlottesy {Ilc areals cnnsxdovrud
status, the frigndly, ks edgeal bia stad a soch locado the birthplace of American wine. Thomas

QNOOLIRGES YOU %0 ANJoy WING YOUr own way, gulding your o S e 2 " Mook =
S0l based 01y parsG A Froarc0s And Sastax Jefferson attempted to grow grapes

Whila you sip and discover the rich history of Centrat Wirginla here, and though his altempts were

Srucie iy vy sk, Yol on b Pl 1t with Snad Sk pcda not successful, momentum to establish
nights, gamas, Ive music, a0d aven mink-golll Many winarias ara

Virginia as a significant wine- growing
state continued. Today, the Monticello
Wine Trall produces wines of national and
international acclalm.

Scan CR code to learn mera about
winerias in Charlottosyille and
Albemarie County.

New CACVB Visitor Guide

Content Creation Efforts

visitor guide to
update listings and
promote new
experiences.

This winter, the CACVB
embarked upon a
complete overhaul of the
visitor guide. This was a
teamwide collaboration
and the first time the
production of a visitor
quide had been
completely managed in-
house.




CACVB Content Creation Efforts

* The new guide leans
heavily on stunning
photography, QR
codes driving to our
website, and
encourages

s o REE R e shoulder season and

e, L3 G AN t W | midweek visitation.

SKYLINE DRIVE

Wide open
spaces await.

CharinH 0 5 Ah
cnariottesviiie and Alt

conltain some ol our counlrv’s mosl

beautiful landscapes.

e Scan GR code to karn more about

cundoor recreation n Charlottasvila
and Albamarie County.

Opportunities for cutdoor recrastion abound In ana around
Charlctiesvile snd Abemarie County. Trals for both sessonad
hikers and baginnars alke can be found at scanko resanins
&nd parks throughout the reglon. Or, a 30-minuta driva from
Downiown, both the Biue Ridge Parkway and Shanandoah
National Park ofier many oppertunitios for hiking, scanko
owariooks and ranger-guidod programs. Looking to acd o
walk, hikg, or blke rida Into & oRy-based trip? The Rivanna
Trail 3 the Ciy of C! and afters an

lcop of trals, g access to othar trall
Sysims In tha ares.

UOIBAIIAY J00PINQ

ENTERING

New CACVB Visitor Guide

Content Creation Efforts
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CACVB Public Relations Efforts
b PN

S, R A * OKR: Establish baseline and

| - increase the number of
articles/media mentions
generated in target markets.

* Proactive media outreach to
target markets was limited in
FY23. A baseline of 12 articles
per year, with 5 coming from
target markets has been
established. Outreach efforts
will be increased for the
remainder of FY23 and into
FY24, with additional staff
joining the CACVB.

e Screenshot of “3- Day Weekend” on ESPN,
featuring Charlottesville and Albemarle County.

Public Relations Overview




e Recent media
placements have
included outlets

TRAVEL

Monsy Sey & Cheotteey e, Why Charlottesville’s Quirk Hotel Should be the in our target

A visit to Charlottesville, Virginia offers NeXt StyliSh Address for Your Vacation m a r kets’ i n CI u d i n g

Laurita and Lauren both adventure and Late fall is an ideal time to head to Charlottesville, and the Quirk Hotel has a central location W ETA_TV | n
meaningful historical explorations. from which to explore this vibrant city.

With delicious food stops at Bodo’s Bagels = By Renee Sklarew | November 1, 2022 Wa S h I n gto n ) D . C .

and Angelic’s Kitchen, and stays at The

Clifton and The Draftsman hotels, the hosts a n d N O r th er n

get a new perspective on Laurita’s college n a city known for its history, Quirk Charlottesville is a haven for

SULTE S R e B I contemporary design lovers. The hotel’s groundbreaking VI rg I n I a

riding with Indian Summer Guide Service, architecture incorporates modern minimalism with historic

wine-tasting at Veritas Vineyards and a structures, making it entirely unique in Charlottesville. [

poignant personal tour of Monticello. Ma g az’ n e °
WETA-TV in Washington, D.C. Northern Virginia Magazine

<z

Public Relations Overview : " Of

ALBEMARLE COUNTY, VIRGINIA




CACVB Public Relations Efforts

e Additional FY23 media coverage includes:

* AFAR Magazine: A Changing Narrative at One of America’s Most
Famous Presidential Homes

* Florida Today: The Wine is Fine in Charlottesville, as is the Rest of the
Place

 Skift.com: The Remaking of Tourism in 5 U.S. Cities

* Getaway Mavens: 20+ Surprisingly Romantic Getaways In Virginia
* Virginia Living: Hooked on Charlottesville

e The Local Palate: How to Stencil Bread Like a Professional Baker

* Forbes: Where to Stay, What to Do, When Visiting Second Cities

Public Relations Overview


https://www.afar.com/magazine/how-monticello-is-now-telling-a-more-inclusive-story
https://www.floridatoday.com/story/life/2023/01/05/looking-for-an-east-coast-wine-destination-check-out-charlottesville/69773345007/
https://skift.com/2022/12/21/the-remaking-of-tourism-in-5-u-s-cities/
https://www.getawaymavens.com/romantic-getaways-in-va/
https://www.virginialiving.com/travel/hooked-on-charlottesville/
https://thelocalpalate.com/how-to/how-to-stencil-bread-marie-bette-charlottesville/
https://www.forbes.com/sites/rogersands/2023/03/06/where-to-stay-what-to-do-when-visiting-second-cities/?sh=43f5b2621578
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FY24 Advertising Outlook

Proposed Advertising Spend

* Proposed breakdown for
advertising in FY24:

* 40% dedicated to target markets
* 60% dedicated to national outlets

* This breakdown will allow the CACVB to
aggressively advertise in target markets
during our shoulder seasons
(winter/summer), while maintaining a

presence in national outlets throughout the
year.

m Target Markets = National

FY24 Outlook




FY24 Advertising Outlook

Proposed Advertising Spend

* Based on performance data from
FY23, we will increase our efforts
in Baltimore and Charlotte, while
maintaining our efforts in
Washington, D.C., Raleigh-
Durham, and the Virginia Beach
metro area.

m Target Markets = National

FY24 Outlook



FY24 Advertising Outlets

* Advertising Outlets in FY24: e Blue Ridge Outdoors
e Travel + Leisure o '
* Northern Virginia Magazine
* Food & Wine o ”g 5
e Conde Nast/Bon Appetit * Virginia Living
e WILA-TV or WTTG-TV * Coastal Living Magazine
(Washington, D.C.) * Cary Magazine

* The Local Palate
* Advertising on virginia.org
e Charlotte Observer

* Raleigh Magazine
e Search engine marketing

e Charlotte Magazine * Social media advertising
* Baltimore Sun e Group sales/meetings
* Baltimore Magazine publications

FY24 Outlook



FY24 Marketing & PR Team Structure

FY24 Outlook



FY24 Marketing & PR Team Structure

 Owned Media:
* Website
e Social media
* Newsletters
* Photo & video assets

* Paid Media:
* Advertising

* Earned Media:
* Media relations/PR

* With our new hire, the CACVB will have a dedicated staff
member for owned, paid, and earned media for the first time.

FY24 Outlook
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CACVB Sales Efforts

* Attended e Local Partner Meetings
e VRLTA Chapter Meeting — (Charlottesville) e Albemarle Historical Society
e VSAE SIG Meeting — (Virtual) C Holidav T
e SGMP Chapter Meeting — (Richmond) ¢ amp Holiday fours
e Itinerary building workshop with City of Lynchburg e \irginia Discovery Museum

offige of Eco.nomic Deve!opment for So.utheast e LYDM Museum
Tourism Society Domestic Showcase (Virtually) . _ _
Chambers 2" Annual State of the Community e Pippin Hill Farm & Vineyards

VSAE Monthly Meeting — (Richmond, VA) e Comfort Inn Monticello

VRLTA Government Affairs (Virtual) . .
SGMP’s Old Dominion Chapter Annual Conference ¢ COL_thya_rd by M.arrIOtt Charlottesville
(Norfolk, VA) University Medical Center

© ST salesand Marketing (Virtual) * 16 RFPs received and distributed
* Virtual meetings with 3 meeting

planners on proposals submitted by hotels ¢ Hosted 1 familiarization tour
for RFPS sent resulting in 2 site visits
scheduled for May

Sales Overview




Visitor Services
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MV C Statistics

1400
1200

1000
800
600

400 -

200

Mar. Apr. May Jun.
—2021 —2022 2023

* Mobile Visitor Centers restarted on Wed., Mar. 15, 2023. *Data goes from Mar. 15—Apr. 9, 2023
e Currently, the Visitor Services team is down a Travel Specialist. This is affecting the number of shifts.
» Attending special events has been suspended until we fill the position.

C : e
ALBEMARLE COUNTY, VIRGINIA



Reports:

Items Distributed to Visitors

e SincelJuly 1:73,025
= - e Since Beginning of MVC Run (mid-March): 9,907

B

L ,," 2 ‘ °
% WINETRALL Bulk Orders Filled

e Sinceluly 1:871
e 93 Orders/+31,000 Brochures
e Since Beginning of MVC Run (mid-March):

e 14 Orders/+5,000 Brochures

chontoltecwiy,
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Visitor Interests (As of Jan. 1)

Shenandoah National Park
Barracks Road Shopping Ce_
University Of Virginia Medical
Shops At Stonefield
Downtowm Mall

5Th Street Station

he Corner

Charlottesville Albermarle Air_
Fivonna River

powntown Crozet

Data from Zartico

Top 10 Points Of Interest

I 22 0%
17 1
I 15
I 2 5
I 6
I .5
I 105

I

I < 0>

- 7

Feedback from MVCs

e Agriculture, Gardening Groups,
Historic Garden Week

* Relocation, Newcomers, How to
Meet People

e Downtown and UVA

* Trails and Parks, SNP, and Blue
Ridge Tunnel

* Family-friendly experiences

chortotteswiy,
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Community Updates:
Wheel the World

e 60+ Partners Assessed. All partners have received accessibility
reports and access to e-learning platform.
e Charlottesville, VA is now listed on Wheel the World’s website.

e Wheel the World and Marketing are in the process of creating a
promotional video for our destinations

CACVB + Monticello High School Job Fair

e Job Fair held Wed., Mar. 15 with 18 employers. Partners saw roughly
650 students during lunch periods.

...............

chontoltecwiy,
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