


Virginia WorksVirginia Works

Rails to Trails
Artisan Network
Virginia Trails
Tourism Development



More people,
Staying longer,
Spending more money.



Marketing Objectives

♦ Increase inquiries
♦ Leverage funds
♦ Increase market reach
♦ Increase the economic impact



Research: Charting the CourseResearch: Charting the Course

Target audience
Message to move audience
Vehicles to reach audience
Performance Measurements



Virginia’s Unique Selling Points

History, Heritage & Culture

Affluent Travel

Main Street America



Virginia’s Tourism Growth Areas

Wine Country & Epicurean Tours

Learning Vacations

Outdoor Recreation

Virginia Trails 

Jamestown 2007 Commemoration



Tourism slogan and LogoTourism slogan and Logo



Domestic Positioning Strategy

Whatever you love in a vacation
you can find in Virginia.



Current Marketing CampaignCurrent Marketing Campaign

Meet Virginia



INTEGRATION is KEY
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Campaign Integration
Print



Campaign Integration
Travel Guide Covers



Sales and MarketingSales and Marketing

Trade Advertising



Customer Service 
Industry Relations
Customer Service 
Industry Relations

Posters

Travel Guides

Promotions



Film Advertising



ResultsResults

Meet Virginia Campaign:
Stats for www.virginia.org
Website Visitation – 1.2 million Up 58% 
Website Page Views – 15 million Up 61% 
Website Listings (event, attraction, 

accommodation) - Up 53% 



Other VTC AchievementsOther VTC Achievements

First visitor study completed since 1997
Record Advertising Leads generated
10,000 calls to P.R. 800 #
Public Relations Ad Equivalency: $1,350,000.00



Other VTC AchievementsOther VTC Achievements

160 meetings and conventions booked with 
economic impact of $28.3

Over 200% increase in Virginia.org website 
visitation

Economic Impact for film production in 2003 
was $175 million



Integrated Campaign SuccessIntegrated Campaign Success

Independence Air – www.flyi.com – www.virginia.org/flyi 2 months of 
activity

28,000+ page views (21,000 packages) 
18,000 + referred from flyi.com
1,344 referred to flyi.com

Winter Fun – www.virignia.org/winter 2 months of activity
27,000+ page views 
7,200+ referred to Virginia Mountain Resorts web sites and Virginia Beach 
168% increase to winter related listings 

Fall Foliage – Sept 15 through Nov 15 (1st year of specific website and 
corresponding PR campaign)

92,000+ page views 
207% increase to fall related listings 
1300+ individuals signed up to receive weekly email updates on Fall 

Foliage 



Results – Best in the NationResults – Best in the Nation

Best overall Campaign in the Nation  
Meet Virginia

Best Cooperative Advertising Program  
Gourmet Magazine

Best Niche Advertising Promotion 
Gods and Generals



Jamestown 1607Jamestown 1607



Phase I – Pique interest of Jamestown to Primary Audience
• January 1 – November, 2005

Four Phases of Success



Phase II – Introducing The New World
• Primary, Secondary, Tertiary audiences
• Fall 2005 through 2006

Four Phases of Success



Phase III – All Aboard Jamestown
• All Audiences
• Year-long 2006 
• Tie-in with Promotional Sail
• Fully integrated campaign marketing special events, promotions

Four Phases of Success



Phase IV – Many Nations: One Commemoration
• Full marketing blitz centered on signature and community events

• Year-long 2007 

Four Phases of Success



Survival

Free Enterprise

Democracy

Race Relations

Public relations Messages



Event Marketing

Jamestown 1607



3000 Audience
49 Virginia partners

Sales & Marketing



600 Audience
23 Virginia partners

Sales & Marketing



Virginia Travel Guide



Electronic
Marketing

Jamestown 1607







1) Consumers Choose AD

E Marketing



2) Confirmation eMail sent



3) Jamestown/History eMail sent



4) Consumer reads/acts upon eTravel Guide



E-Marketing Stats …

Jamestown – www.Jamestown1607.org 1st month of activity
2500+ signed-up to play the game 
44,000 page views 
6800+ referred to Jamestown websites (www.Historyisfun.org, 

www.apva.org, www.historicJamestowne.org ) 
Keyword and Adword placement (Overture and Google) 

1.15 million impressions of Jamestown1607.org 



Advertising

Jamestown 1607



Outdoor

Jamestown 1607





Outdoor

Print

Jamestown 1607





Outdoor

Print

Radio

Jamestown 1607



Outdoor

Print

Radio

Television

Jamestown 1607





In Theaters Now!In Theaters Now!



$15.2 billion (direct & indirect)
Up 5.2% from 2002
5.1% of GSP

281,000 jobs (direct)
Up 6.3% from 2002
7.9% of total employment

$10.0 billion in labor income
Up 9.4% from 2002
Full-time equivalency jobs

$2.0 billion in state and local taxes
Up 8.9% from 2002

2003 Economic Contribution




