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Looking Back: Campaign and Partner Program Review

Agenda

Looking Forward: Where We're Going in 2026
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Increase visitation to Virginia from new markets

What are we
trying to
accomplish?

Increase
Generate Hotel Revenue and Hotel Bookings

Provide ways for partners to leverage the campaign
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Campaign Recap

Timing: March — September 30t
Paid Media Budget: $4.4M

Love cities & towns with rich urban offerings

Love soft outdoor adventures on vacation

TRAVEL AND ACTIVITY ENTHUSIASTS
Love all things travel and adventure

. MID-VALUE MARKETS
HIGH-VALUE MARKETS
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Ad-Aware Ad Awareness
households climbed to
10 Million more than last year a 16-point increase from last year
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S12.5M Iin
Hotel
Revenue

44k Hotel
Bookings

1.5M Total
Pageviews




Increase visitation to Virginia from new markets

What are we
trying to
accomplish?

Increase
Generate Hotel Revenue and Hotel Bookings

Provide ways for partners to leverage the campaign
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Leveraging
the Campaign
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TIER THREE:
Iinfluencer
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Tier 1: Social R
Media Ads

Ad units from 13 partners ran on the Meta
Platforms and garnered over
and
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Tier 2: Sojern
Digital Ads

Across 9 total partners, strategic ad
placements resulted in 8k hotel
bookings and $9M in estimated
economic impact

T~

Northern Neck

20 Best Places to Visit in Virginia, According to
Locals

Nelson County
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Zoe Johnson
@virginia.adventure.family

Tier 3:
Influencer
Program

VTC-selected travel influencers visited 12
partner destinations and produced authentic,
itinerary-based content that aligned with
Vacation Starts with VA.

Sunshine Soliman
@withsunshinesol

Alina Zubanova
@alinazbv
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Sunshine Soliman
@withsunshinesol
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Alina Zubanova
@alinazbv
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Zoe Johnson
@virginia.adventure.family
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Tier 3: g ~
Results i

Collectively, the content garnered : - 'l‘ I I l I‘
1.6M views, 45k engagements and ‘ '
reached on average 20% of non- : ve ' '! ,
followers " A = f o B
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Tier 4: Philly
Takeover

We hit the heart of Philadelphia’s legendary sports
culture with a Virginia takeover at Citizens Bank - ~ -~

Park, positioned to make a big impact during peak » ' : Cn VA,
game-day energy. =] VIRGIMA ISFOR LO"ERS <. PhillytoVA.com

VIRGINIA IS FOR LOWERS VA-1 FINALE



AT Wy

S VACATION
=_

VIRGINIA IS FOR LOWERS VA-1 FINALE



Tier 4: Philly ' =
Takeover -

PHILLYOVA -
\ VECRTION |
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The Takeover was a success, both in-stadium by 4

reaching 160,000 Phillies total fans in attendance as ‘
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well as on screen with an estimated 1.3 million

broadcast viewers of the series.

Beyond the game exposure, the campaign received more

than 15k sweepstakes entries, and 52k views to

campithnding pages

——
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S280k in Grant S$280k in Partner
Awards Match

$560k to extend the
campaign



Where We're Going Next
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Deep Luxury Is The Travel Trend
That Will Set The Tone For 2026

1 1alk exclusively 1o some of the workd's Jeading travel experts about what
defines bavary tr for the future, First up: wy |(»|~||[(|~-'

meaningful comnections

Affordable e
Abundance s Inside Leisure Travel & Tourism Trends 2026: Value,

1. Value remains the single most dominant concern for leisure travelers in 2026.

What Hotel Marketing Trends Matter Most in 2026
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Where to Eat in Richmond

$ | Stir Crazy Cafe, Cochiloco, Susio's Delicatesson
$S 1 Millie’s Diner, Helen's, Pinky's

$5$ | L'Oppossum Grisette, Lemaire

Fovr more restouraont recs see owr full dining guide

Affordable
Abundance

Value tip. Ad nto Wint tisd ted or pyde rught (Now J ) glect value might
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Future Partner
Programs

Co-op’s related to VTC’s campaign,
around a focused goal, market or
audience

Influencer Programs and Market
Takeovers are being considered for
future opportunities

VIRGINIA IS FOR LOWERS

Influencer
Program

Phillies Takeover
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Historic
Milestones
in 2026

70 premier historic destinations in
Virginia launch first-of-its-kind
statewide tourism journey thru the
VA250 Passport Program

VTC will be featuring many of the
signature events and destinations
throughout the year in our marketing
efforts

VA-1 FINALE
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CIVIL
RIGHTS
TRAIL

MNowth Carobra Geeesaniinn Sparks 4 Mirsernanm

Historic
Milestones
in 2026

Virginia currently has 4 sites on the US
Civil Rights trail, located in Farmville,
Richmond, Danville, and
Fredericksburg.

ALABAMA

CIVIL
RIGHTS
TRAIL
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In January, Virginia will release 3-
episodes as part of the US Civil Rights
Trail podcast

e e CEP T S
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Historic
Milestones
in 2026

In 2026, Virginia's 4 sites will be featured
US Civil Rights Trail group travel guide,
similar to last year's ad

If you would like to apply to be included
on the trail, applications open in January!
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New Campaign
Launch in 2027
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VIRGINIA IS FOR LOWERS

Thank You!



