
Board of Directors Meeting: April 24, 2023



Call to Order



Jay Simple ïThe Bridge PAI



Consent Agenda

ÅApproval of Previous Meeting Minutes

ÅFinancial Statement



Amended Budget



Amended Budget Lines

ÅSalaries ςŘǳŜ ǘƻ ǊŜǎǳƭǘǎ ŦǊƻƳ !ƭōŜƳŀǊƭŜ /ƻǳƴǘȅΩǎ ŎƻƳǇŜƴǎŀǘƛƻƴ ŀƴŘ 
classification study

ÅInformation Technology ςtechnology costs associated with additional 
team members

ÅLease ςseparation of cleaning fees from primary lease line

ÅAdvertising & Promotion ςdecreased to reflect increases in other 
areas. Will be boosted by ARPA funds previously budgeted.

Budget Presentation



Directorôs Report



Highlights
ÅAlbemarle Public Schools job fair

ÅKeynote speaker at GWU Alumni 
Awards presentation

Å Interview with Virginia Tourism on 
DRIVE 2.0 projects

ÅVA-1 Tourism conference planning 
committee

ÅDEAI Cohort Museum meeting

ÅVRLTA Charlottesville chapter meeting

ÅCentral VA DMOs meeting

ÅVA-250 visioning meeting



Directorôs Report



Directorôs Report



Directorôs Report



Marketing & Public Relations Update



FY23 Advertising Update



Breakdown of FY23 Advertising Spend

Total Advertising Spend

Target Markets National

$312,31
1 (32%)

$652,70
4(68%)

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

ÅAs 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.

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

FY23 Advertising Overview



Advertising Overview

Advertising Outlets Overview

ÅAdvertising Outlets in FY23
ÅTravel + Leisure
ÅFood & Wine
ÅConde Nast/Bon Appetit
ÅEssence
ÅWJLA-TV (Washington, D.C. 

market)
ÅWine Enthusiast
ÅThe Local Palate
ÅAdvertising on virginia.org
ÅCharlotte Observer

ÅBaltimore Sun
ÅBlue Ridge Outdoors
ÅNorthern Virginia Magazine
ÅVirginia Living
ÅCoastal Living Magazine
ÅHemispheres
ÅCary Magazine
ÅSearch engine marketing
ÅSocial media advertising
ÅVarious group sales 

publications



Advertising Overview

ÅThe CACVB ran winter digital campaigns on Food & Wine and Travel + 
Leisure ςtwo of the most well-known travel publications in the country.

National Advertising Success ïFood & Wine, Travel + Leisure



Source: Meredith Media

ÅNative article performance on Travel + 
Leisure and Food & Wine had a total 
click-through rate (CTR) of 3.7% - 2.6x 
the benchmark.

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

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

National Advertising Success ïFood & Wine, Travel + Leisure



Source: Meredith Media

ÅSocial 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.

National Advertising Success ïFood & Wine, Travel + Leisure



Source: The Local Palate

National Advertising Success ïThe Local Palate

ÅThe CACVB ran a print/digital 
campaign with The Local Palate, 
including multi-page advertorials, 
with one focusing solely on Black-
owned restaurants in Charlottesville 
& Albemarle County.

ÅThe 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: Google Analytics

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

Target Market Advertising Success ïBaltimore, MD 

Users New Users Sessions



Source: Google Analytics

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

Target Market Advertising Success ïCharlotte, NC 

Users New Users Sessions



Source: Google Analytics

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

Target Market Advertising Success ïBaltimore/Charlotte

Users New Users Sessions



Target Market Advertising Success ïWashington, D.C.

ÅThe CACVB ran a winter TV campaign 
on WJLA-TV (Good Morning 
Washington) featuring five 4-minute 
segments pushing winter visitation to 
Charlottesville and Albemarle County.

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

ÅWe saw great success with this outlet 
in FY22, so we expanded it to a 
ǿŜŜƪƭƻƴƎ άDƻƻŘ aƻǊƴƛƴƎ 
²ŀǎƘƛƴƎǘƻƴέ ǘŀƪŜƻǾŜǊ ƛƴ C¸ноΦ



Source: Google Analytics

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

Target Market Advertising Success ïWashington, D.C.

Users New Users Sessions



Source: Google Analytics

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

Website Analytics



Source: Google Analytics

ÅWebsite traffic (July 1, 2022 ςMarch 31, 2023) compared to the 
same period last year is UP in users and sessions.

Website Analytics



Source: Google Analytics

ÅBulk of advertising spend occurred during winter, with an impressive lift in users 
and sessions from November 15, 2022 ςMarch 15, 2023, when compared to the 
previous year.

Website Analytics



FY23 Content Creation Update



Content Creation Efforts

CACVB Content Creation Efforts ÅOKR: Increase relevant 
and timely content 
creation on website 
through two blog posts 
and one top landing page 
monthly.

ÅIn 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.

ÅThe average time on page for 
our blog has increased by 46% 
year-over-year in FY23 (going 
from 2:28 to 3:38).

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



Content Creation Efforts

CACVB Content Creation Efforts ÅOKR: Overhaul the 
visitor guide to 
update listings and 
promote new 
experiences.

ÅThis 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 
guide had been 
completely managed in-
house.

New CACVB Visitor Guide



CACVB Content Creation Efforts

ÅThe new guide leans 
heavily on stunning 
photography, QR 
codes driving to our 
website, and 
encourages 
shoulder season and 
midweek visitation.

New CACVB Visitor Guide

Content Creation Efforts



FY23 Public Relations Update


