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Executive Summary

Tourism strengthens Louisa County’s economy, supports local businesses, and enhances quality
of life. This first Strategic Tourism Plan provides a roadmap for how the County will grow tourism
sustainably while preserving its rural character. The plan focuses on five priorities: strengthening
core platforms, expanding business participation, elevating events and year-round offerings,
developing place-based experiences, and aligning with statewide tourism strategies. Together,
these efforts position Louisa County to increase visitation, support local economic vitality, and
build a cohesive, community-driven tourism program. This plan provides a shared framework for
the Board of Supervisors, Tourism Advisory Committee, and County staff to guide tourism growth
thatis coordinated, data-informed, and reflective of Louisa County’s identity.
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Introduction

Why the County Has a Tourism Program

Increased tourism spending increases local tax revenue, supports labor income and may reduce
the need for additional local taxes. Based data announced in August 2025, tourism spending in
Virginia generated $2.5 billion in state and local tax revenue, saving the average Virginia household
approximately $990 annually in taxes. Visitors spent $35.1 billion in 2024, representing a 5.4%
increase from the previous year.

While 2025 showed modest, fragmented growth in Virginia’s tourism industry, 2026 is expected to
be more vulnerable to external pressures — underscoring the need for strategic initiatives to most
appropriately pave the way forward.

Economic Impact

ECONOMIC IMPACT
FRAMEWORK

The graphic to the left shows the
relationship between direct and indirect
impacts of tourism in a local economy.
See the chart below for the most recent
Virginia Tourism Corporation (VTC)
economic impact data for Louisa
County. Note in a typical year, about $3
in $10 spent in restaurants comes from
visitors.

INDUCED IMPACTS ' For more information on tourism’s

= economic impact locally, refer to the
Louisa County Tourism Annual
Report.
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= County/City Spending & Economic Impact

Louisa County

Year
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Visitor Spending by Category in 2024

Actual, share & % change YOY

Recreation
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Share: 6.5%
WO
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Tourism Advisory Committee

The Tourism Advisory Committee provides recommendations to the Board of Supervisors on

efforts to increase overnight visitations, including budgetary recommendations on the use of

tourism-related Transient Occupancy Tax revenue collected from hotels and short-term rentals.

Membership: The Tourism Advisory Committee (TAC) shall consist of at least ten (10) but no

more than thirteen (13) members, representing different stakeholders in the tourism industry in

Louisa County and be appointed by the Board of Supervisors for two (2) year terms. Members

may be reappointed for additional two (2) year terms by the Board of Supervisors.

The committee’s mission and bylaws are included in the appendix.

Louisa County’s Strategic Initiatives and Goals

The Louisa County Board of Supervisors developed four strategic initiatives and a set of

responsible goals that guide County deliberations and actions.

Louisa County Tourism Goal

In Support of County Strategic Initiative
and/or Goal
(Refer to current Louisa County Budget
document for more information)

Continue to develop Louisa Tourism as a
resource for the community, and to promote
Louisa County as a location for

visitors and residents alike to spend their
leisure time and dollars

Initiative 1: Bolster Economic Well-Being;
Initiative 2: Practice Good Governance;
Initiative 3: Funding the Future;

Initiative 4: Strengthen Civic Partnership;
Goal 1: Financial Stability;

Goal 5: High Quality Opportunitiesin a
Community Committed to Public Safety

To strategically market Louisa County
regionally throughout Virginia utilizing multiple
mediums of advertising including magazines,
major event sites, and videos designed to
highlight the county’s resources

Initiative 1: Bolster Economic Well-Being;
Initiative 2: Practice Good Governance;
Initiative 3: Funding the Future;

Initiative 4: Strengthen Civic Partnership;
Goal 5: High Quality Opportunitiesin a
Community Committed to Public Safety

Create tourist “packages” to market such as
winery tours, golf

Initiative 1: Bolster Economic Well-Being;
Initiative 2: Practice Good Governance;
Initiative 3: Funding the Future;

Initiative 4: Strengthen Civic Partnership;
Goal 5: High Quality Opportunitiesin a
Community Committed to Public Safety

Introduction
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Mission, Vision, Values

Mission: We deliver strategic marketing and sustainable destination development that drives
visitation, strengthens Louisa County’s economy, and enhances community pride.

Vision: Our vision is to transform Louisa County into a thriving tourist destination renowned for its
natural beauty, historical richness, and vibrant local culture. By leveraging innovative marketing
strategies for current assets, aligning with state-level efforts, and implementing thoughtful
product development, we aim to foster economic vitality and build a sense of pride — making
Louisa County a sought after, inclusive destination that leaves a lasting impact on visitors and
residents alike.

Values:

e Ensuring representation across the County

¢ Finding balance between driving visitation and respecting the rural nature of Louisa
County

e Leveraging local and regional partnerships to strengthen our messaging

e Adhering to the guidelines established in Louisa County’s Comprehensive Plan

e Strengthening programs when possible rather than introducing new competing programs

General Approach

By featuring business information from across the County, Visit Louisa intends to offer visitors a
complete picture of lodging, food, and activity options. Our general story-telling approach intends
to create a holistic picture of Louisa’s offerings. We use data-driven decisions and seek to impart
the feeling of escape from the hustle and bustle. We follow tourism trends and encourage visiting
multiple areas of the County.

The Louisa County tourism program is comprised of a robust set of marketing and outreach
efforts, with many of the activities representing integrations to provide visitors with the most up-
to-date information. The below snapshot is not all inclusive of efforts.

e Digital Presence: VisitLouisa.com, Visit Louisa App, Weekly E-Newsletters, Kiosks in
Locations with High Foot Traffic, Socials

e Print: Rack Cards in VA Welcome Center Brochure Distribution Program, Monthly Guides

e Advertising: Search Engine Marketing, Video, Banner, Print Ads, Broadcast

e Trails: Civil War Trails, Wine/Beer, Jack Jouett Trail

e Partner Resources: Support Process, Event Support, Information for Businesses
Newsletter, Tourism Program Guide, Tourism Ambassador Program

Introduction 7
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Challenges & Opportunities

Before outlining Louisa County’s tourism goals, it is important to understand the landscape

shaping tourism today. Louisa County’s tourism landscape is rich with potential, yet shaped by
several external and internal factors that influence how the County should strategically invest its
time and resources. Understanding these challenges and opportunities helps clarify why the

goals in this plan are structured as they are and guides decision-making.

Challenges

Seasonality of Visitation: Louisa experiences strong peak-season activity but lower
shoulder-season engagement, making it important to highlight year-round offerings and
balance demand across all four seasons.

Fragmented Event and Business Information: Without consistent participation in Visit
Louisa tools (Google Map listings, Facebook co-hosting), information gaps can limit the
County’s ability to share a complete and accurate picture of local offerings.

Balancing Growth with Rural Character: While tourism benefits the local economy, the
County must promote growth in a way that respects community identity and preserves
Louisa’s rural charm.

Changing Statewide Tourism Environment: With Virginia shifting from marketing-led
tourism to an investment-led approach, localities must adapt to remain competitive.

Opportunities

Introduction

Strong Existing Platforms and Automation Tools: VisitLouisa.com, the app, newsletters,
kiosks, and social media all pull from the same system, allowing for efficient updates and
coordinated marketing when businesses participate fully.

Growing Regional Collaboration: The launch of the new Piedmont Region in 2027 presents
opportunities for multi-day itineraries, shared marketing, and broader reach.

Existing Long-Standing Events: Louisa already hosts strong events that can be elevated
further before creating new ones, maximizing resources and strengthening community
traditions.

A Rich Mix of Natural and Cultural Assets: Lake Anna, wineries and breweries, outdoor
recreation, historic sites, trails, and small-town main streets all offer opportunities to
create compelling year-round narratives and themed packages.
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Relationship Between Efforts & Vision

Monthly Guides Newsletters

Seasonal
Strengths

Participation
Platforms (Tools for
Businesses)

Advertising

Aligning with State
Efforts

Businesses

Leveraging Current
Assets

Training

VISION Associations
Thriving Tourist Destination with
Increased Overnight Visitation Tourism
Ambassador
Program

Location
Branding

Thoughtful Prod
Development

-

Businesses

Visitors
Center

Program
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Goal 1: Leveraging Current Assets — Platforms

Our platforms comprise a successful network that streamlines efforts of both staff and our
local businesses/attractions. We should continue to leverage these platforms as well as
educate businesses/attractions on how to best participate.

Successful Outcome Statement: Louisa County’s platforms provide accurate, consistent,
and comprehensive visitor information through a fully integrated system that improves

efficiency and business participation.

Software

Our system leverages Google Map listings and Facebook events. These automations allow us to
maximize the productivity of a small staff and keep our materials as up-to-date as possible. The
following ALL pull from the same system, so we stress the importance of businesses/attractions
having a Google Map listing and adding Visit Louisa as a co-host on Facebook events:
VisitLouisa.com, Visit Louisa App, Monthly Guide, Louisa Bound Weekly E-Newsletter, Kiosks and
Visit Louisa Facebook. The boxes highlighted by yellow show what’s necessary from

businesses/attractions for their information to be pulled into various Visit Louisa materials.

Your + Allowsthose on social to share/save
Facebook

Event

= Enhances your online presence

Your Google

Visit Louisa
Monthly
Guide

Visit Louisa
Facebook

Visit Louisa
Kiosk

Visit Louisa
App

VisitLouisa.
com

Advertising

Newsletters, Monthly Guides and Kiosks

Weekly e-newsletters highlight upcoming events and point to more information. Monthly travel

guides highlight events and attractions around the County. Digital kiosks are placed in high-foot

traffic locations around the County. This encourages visitors to continue exploring the County.



https://www.vaco.org/wp-content/uploads/2025/07/LouisaEnhancedTourismProgram.pdf
https://visitlouisa.com/louisa-bound-newsletter-signup/
https://visitlouisa.com/monthly-guides/
https://visitlouisa.com/monthly-guides/
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Goal 2: Leveraging Current Assets — Businesses

Local tourism is centered on our local businesses, and their engagement strengthens our
program. We are stronger working together, and staff will continue outreach efforts to
increase participation as well as new content creation featuring these locations.

Successful Outcome Statement: More local businesses engage with tourism tools and
programs, strengthening the overall visitor experience and expanding the information

available to the public.

Participation / Tools for Businesses

Through our various tools, we should encourage business participation in our programs. By

strengthening the Visit Louisa brand, all businesses featured in Visit Louisa materials benefit.

Training

The Tourism Program Guide should be reviewed and updated annually. This guide should serve as
an introduction for Louisa County businesses to tourism

participation options.

Tourism Program
Guide

The Tourism Ambassador Program should also be

reviewed and updated annually.

Dadlatd November 2024 fouram@louisacunty.gov



https://visitlouisa.com/wp-content/uploads/2025/10/Tourism-Program-Guide-June-2025-web_202506061254190537.pdf
https://academy.visitlouisa.com/
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Goal 3: Leveraging Current Assets -
Events & Seasonal Strengths

We need to strengthen our narrative about our offerings in all four seasons, highlighting
events and natural resources. This narrative will be further developed by leveraging
associations and be amplified using advertising.

Successful Outcome Statement: Year-round visitation increases as strengthened signature
events and seasonal narratives create a clearer sense of what visitors can enjoy in every

season.

Events

There are many strong and/or longstanding events in Louisa County. Rather than creating new
events, we should first consider strengthening existing events.

Seasonal Strengths

We should strengthen our narrative about things to do throughout the year. This narrative should
include information to bolster the shoulder season.

Advertising

Our advertising rotates continuously to highlight businesses throughout the County and seasonal
offerings. Our advertising should highlight both events and seasonal strengths.

Associations

We belong to associations that help educate staff and offer services to strengthen our offering.
We should utilize these benefits to develop seasonal best practices.
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Goal 4: Thoughtful Product Development

Product development refers to the process of creating or enhancing experiences. Packages
and developing our sense of place are vital to this goal.

Successful Outcome Statement: Louisa County’s sense of place becomes more defined and
visible through signage, public art, and experience-based packages. These enhancements
result in improved navigation, stronger community identity, and more compelling
experiences for visitors.

Location Branding

We are positioned to build Louisa County’s sense of place through signage and an art
program.

Signs

The County adopted a sign implementation plan. The County has a contract allowing work
through two vendors. Sign designs will require Board of Supervisors approval.

Art

The County adopted an Outdoor Public Art policy. We will first use funds to install an art
installation at the Wares Crossroads roundabout and paint the water tower in Zion Crossroads to
maximize exposure.

Program Support

Program Support refers to funds that may be granted to eligible entities that complete an
application process through the Tourism Advisory Committee and Board of Supervisors.
The following Code of Virginia is what allows the County to provide funds to an entity
exceeding $5,000:

The Code of Virginia, § 15.2-953, allows for localities to make appropriations to certain
types of entities (nonprofit recreational associations or organizations; nonprofit
associations or organizations furnishing services to beautify and maintain communities or
to prevent neighborhood deterioration; chamber of commerces which are nonprofit and
nonsectarian; public or private nonprofit organizations or agencies engaged in
commemorating historical events; nonprofit foundations established to support a public

Goal 4
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park; and associations or other organizations furnishing voluntary firefighting services or a
nonprofit or volunteer emergency medical services agency).

For private businesses/entities that are not 501(c)(3)s, the tourism team may still be able to
partner on projects. This funding is limited to no more than $4,999 per project, and the
business/entity will be required to support Louisa County tourism by providing relevant
program data and marketing information, submitting blog content and following the
process to submit events through the Visit Louisa ingestion process, collaborating with a
minimum of one other Louisa County business to create a package offering, displaying Visit
Louisa information, providing available brochures to the Sargeant Museum, and submitting
a calendar of planned large events.

Terms and conditions outlined in the agreement may be modified as needed to best
support the engaged parties.

Visitors Center

The Sargeant Museum is now the Louisa County Museum and Visitors Center, and is VTC
certified. We support the visitors center and encourage businesses to provide their brochures for
distribution.

There is also a mobile visitors center multi-year goal. The idea is to create an experience that can
travel around the County to Tourism Ambassador sites.

Events

We should work with our local partners on signature events in both the Town of Louisa and

the Town of Mineral.



https://visitlouisa.com/tourism-support-request/
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Goal 5: Aligning with State Efforts

We should align with state tourism efforts when possible to reinforce messaging (Visit
Virginia, Visit Louisa) and achieve grant funding.

Successful Outcome Statement: Local tourism efforts reinforce and benefit from statewide
messaging, grant programs, and regional partnerships. Louisa County captures more
statewide marketing exposure, secures additional funding opportunities, and aligns its
product development with Virginia’s long-term tourism strategy.

Strategic Marketing Plan

VTC released its 2026-2029 Strategic Marketing on April 15, 2026. The full planis included
in the appendix for easy reference. Highlights of the plan include:

e Creating stronger regional travel with muti-day itineraries

e Increasing lengths of stay

e Increasing daily spend

e Investing in downtowns and main streets, outdoor recreation, attractions and
experiences

e Identifying gaps

e Competing more aggressively with other states

This plan reflects a shift from marketing-led tourism to investment-led (product/experience)
tourism.

For Louisa County, we anticipate strong regional collaboration with the go-live date of the new
Piedmont Region set for January 1, 2027. We are currently working with VTC and our regional
partners on early planning efforts.

We will look for ways to supplement our Program Support investment efforts to enhance our
assets.
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Advertising

We should consider VTC’s advertising strategies and placements. If we advertise in the same
markets, ad recipients are likely to receive the messaging, “Visit Virginia” and then “Visit Louisa.”
In 2025, we began to more heavily advertising in Pennsylvania —in line with VTC advertising.

This year, we should utilize “360” advertising strategies informed by the VTC markets.

Grants

As the Destination Marketing Organization (DMO), we apply for VTC’s DMO grants. We should
continue to apply for new grants as new cycles begin.
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More

Analytics

Staff has access to analytical software and a number of reports. A monthly report with a selection
of this information is provided to the Board of Supervisors.

Annual Report

The Louisa County Tourism 2025 Annual Report is available on VisitLouisa.com. The annual
report offers a compilation of much of the data provided in the monthly reports as well as offers
additional information on the benefits of the tourism program to the community, including a tax
savings per household.

Budget — TOT explanation

The tourism budget is largely comprised of Transient Occupancy Tax (TOT) revenue. TOT is
collected from hotels, short-term rentals and campgrounds. Is it a legislative requirement that a
portion of TOT revenue is used for tourism. Much of the TOT revenue is applied to the County’s
general fund which funds local public safety, education, waste management and other essential
services.

Living Document

This strategic plan will be reviewed annually to ensure alignment with County priorities, statewide
tourism direction, and emerging opportunities. Staff will provide the Tourism Advisory Committee

and Board of Supervisors with ongoing updates to track progress and recommend adjustments as
needed. This signals that the plan is a living document.
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Appendix

l. Tourism Advisory Committee Bylaws

A. Name
The name of this group shall be the Louisa County Tourism Advisory Committee, hereinafter
referred to as the TAC.

B. Purpose and Intent
I.  The purpose of the TAC is:

(1) To serve in an advisory capacity for the Board of Supervisors.

(2) To make recommendations on matters pertaining to tourism marketing
initiatives, tourism projects, and long-range plans for the tourism industry in
Louisa County.

(3) Toinvestigate, research, and report on the feasibility of adoption or
implementation of ideas and initiatives to further the County’s tourism
efforts and increase tax revenues and visitation numbers.

Il Mission Statement: The mission of the TAC is to inform and engage all tourism
sectors and the community, creating a unified, dynamic consortium that increases
tourism in Louisa County for the benefit of the entire community.

M. The TAC shall serve as an advisory board, not a policy board; therefore, it can make
recommendations but not set policy.

C. Membership
I.  The TAC shall consist of at least ten (10) but no more than thirteen (13) members,
representing different stakeholders in the tourism industry in Louisa County and be
appointed by the Board of Supervisors.

IIl.  Inorderto promote continuity and institutional knowledge, member terms shall be
staggered. For the purpose of establishing and preserving staggered terms, the Board
of Supervisors may designate appointments to serve one (1) year terms or two (2)
years.

Ill. Members are expected to attend and actively participate in all regularly scheduled
meetings. Any member who accumulates two (2) unexcused absences within a
calendar year may be subject to review and possible removal by the Board of
Supervisors. The Chair shall notify staff of attendance concerns when appropriate.

IV.  Members shall serve without compensation.

Appendix
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V. The Board of Supervisors may remove any member of the TAC for any reason.

VI. For purposes of determining a quorum, a member who has disclosed a conflict of
interest shall still be considered present; however, the member shall not be counted
as voting on the affected matter.

D. Ex Officio Members
I.  The following may serve as ex officio, non-voting members of the TAC:
(1) Board Supervisors
(2) Staff or elected representatives from each incorporated Town within Louisa
County
(3) County tourism staff

Il. A maijority of the currently appointed voting members of the TAC shall constitute a
quorum for the transaction of business. Only voting members present at a meeting at
which a quorum has been established may vote on matters before the TAC. Ex officio
members shall hot be counted toward a quorum and shall not vote.

E. Officers of the Committee
I Officers of the TAC shall consist of a Chair and Vice-Chair.

Il The Chair and Vice-Chair shall be elected by the TAC at the first meeting of the year
and shall serve a one (1) year term by majority vote of the TAC members. No
member may serve more than two (2) consecutive terms in the same office.

M. The Chair shall preside at meetings of the TAC and perform such other duties as are
incident to the office or are properly required by the TAC.

V. The Vice-Chair shall, in the absence of the Chair, perform the duties of the Chair and
other duties as assigned by the TAC.

V. If a vacancy occurs in the position of Chair, the Vice-Chair will fill the unexpired term
of the Chair.
VI. If a vacancy occurs in the position of Vice-Chair, the position shall be filled by

majority vote of the TAC at its first meeting following the creation of such vacancy.
F. Meetings

Regular meetings shall be held quarterly.

Appendix
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G.Rules of Order

l. Meetings will generally be conducted informally with decisions reached by
consensus. Should consensus not be achieved, Robert’s Rules of Order (12th
edition) will be invoked. Any voting member may also request that Robert’s Rules
of Order be used in the conduct of business of the TAC.

Il A formal vote will be required for all matters pertaining to budget or financial
decisions.

H. Amendments

l. The Board of Supervisors may revise these bylaws to address procedural or
substantive needs of the TAC.

Appendix
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Il.  Policy Guide for Tourism Advisory Committee

1. Purpose of the Committee

The Louisa County Tourism Advisory Committee (TAC) exists to support and strengthen tourism in
Louisa County by providing informed recommendations to County leadership.

As outlined in the bylaws , the TAC:

e Servesin an advisory capacity to the Board of Supervisors (The TAC is an advisory body. It
does not set policy or make final decisions.)

e Provides recommendations on tourism marketing, projects, and long-range planning

o Evaluates opportunities to increase visitation and tourism related revenue

2. Role of a Committee Member

This is a strategic and advisory role, not an operational one. As a member, you are expected to:
e Provide thoughtful, informed input on tourism initiatives
e Represent the interests of the entire County, not just your business or organization
e Serve as a connector between the tourism community and County leadership

o Help identify opportunities to enhance visitor experiences and economic impact

3. Authority and Boundaries
To maintain clarity and effectiveness:
Members may:
e Discuss and evaluate tourism initiatives
e Share expertise and industry insight
Members may not:
e Direct County staff

e Commit County funds or resources

Appendix
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e Speak on behalf of the County unless authorized

e Set policy or make binding decisions

4. Attendance and Participation
e Members are expected to attend all regularly scheduled meetings
e Two unexcused absences within a calendar year may trigger review and possible removal

¢ Members should come prepared and ready to contribute

5. Officers and Leadership
e Chairand Vice Chair are elected by the Committee annually
e No member may serve more than two consecutive terms in the same office
e The Chair leads meetings and sets the tone for discussion
e The Vice-Chair supports and fills in as needed

e The nominations and elections must occur in an open public meeting

6. Meetings and Decision-Making
e The Committee aims for consensus first
e Formalvotes are required for Board recommendations

e Robert’s Rules of Order will be used to conduct meetings

7. Ex Officio Participation
Non-voting participants may include:
e Members of the Board of Supervisors
e Representatives from incorporated towns

e County staff

Appendix
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These individuals:
e Provide input and expertise
e Donotvote

e Do not count toward quorum

8. Ethics and Conflicts of Interest
All members must comply with the Virginia State and Local Government Conflict of Interests Act.
If you have a conflict:

e Disclose it openly (When in doubt, disclose.)

e Refrain from voting on that matter

e You may still be counted toward quorum, but not toward the vote

9. Relationship with County Staff
County staff play a key role in supporting the TAC.
Staff responsibilities include:
e Preparing materials and recommendations
e Providing subject matter expertise
e Managing logistics and communication
e Implementing Board approved actions
Committee members should:
e Provide input through meetings and official channels
o Respect staff roles and responsibilities

o Avoid directing staff outside of established processes

Appendix
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10. Communication Guidelines
To ensure consistency and accuracy:
o Staff serve as the primary liaisons to the Board of Supervisors
e Public statements representing the TAC should be coordinated through staff

e Members are encouraged to promote tourism positively, but not present personal views as
official County positions

11. Strategic Alighment
All recommendations should align with:
e County priorities and policies

e Tourism strategy and available funding

Appendix
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Virginia’s tourism industry is a powerful economic
engine for the Commonwealth, generating billions in
visitor spending, supporting hundreds of thousands

of jobs, and producing meaningful tax revenue at

the state and local levels. Yet neighboring states are
investing aggressively to grow their own market share,
and traveler expectations continue to shift. This plan
provides the strategic framework Virginia needs to
sharpen its competitive edge, grow visitation, extend
visitor length of stay, and increase spending across all
10 tourism regions.

This plan is the result of extensive research across

the Commonwealth. Hunden Partners engaged more
than 2,000 stakeholders across all 10 regions through
workshops, focus groups, surveys, and in market site
visits. Additionally, a detailed quantitative analysis of
approximately 900 points of interest was conducted

to understand each region’s current tourism product
positioning. This plan identifies what Virginia does well
and where critical gaps remain.

The findings point to consistent statewide needs:
expanded lodging options with more full-service and
boutique hotel options, more family-friendly attractions,
improved outdoor recreation access and amenities, and
tournament-caliber sports infrastructure to capture a
fast-growing market.

SUMMARY OF RECOMMENDATIONS

To act on these findings, the plan recommends three
statewide priorities:

1 Add new and enhance existing funding
mechanisms to incentivize catalytic tourism
product development at scale.

Target tourism product development investment
i duct devels i
guided by each region’s specific strengths and gaps.

3 Create stronger connectivity across jurisdictions,
regional partners, and VTC programs to ensure
coordinated execution.

The pages that follow detail the methodology,
statewide analysis, and region-by-region plans that
bring this strategy to life.

°/ Virginia Beach Boardwalk
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The goal of the Virginia Tourism
Corporation (VTC) Statewide

The following components are executed region by region in
subsequent regional plans:

Strategic Tourism Plan (STP) is to
design a strategy that will guide

Virginia’s tourism growth, sharpen the
Commonwealth’s competitive edge and EXISTING PRO,DUCT PROMOTION
: ol Evaluates each region’s top Points of Interest (POIs) and
A increase both visitation and traveler R ; .
. i . assesses how well existing assets align with traveler

spending over the next three years. A o

E : preferences and competitive destinations.

: g . The Plan identifies strategies to extend

traveler length of stay by highlighting

unique attractions to increase Virginia’s FUTURE PRODUCT DEVELOPMENT

competitiveness, and support economic Ry
Analyzes competitive gaps, recommends new products or

development throughout Virginia’s ] oA P 5
; ; : : enhancements, and identifies each region’s direction for the
o . ten (10) tourism regions. This regional

A 5 y 2 approach will further enhance visitor ftiiaetiars
- J experiences, increase visitor spending,
A= = and strengthen the overall appeal of the

EXECUTION RECOMMENDATIONS

< : Commonwealth.
f ¥ & STRATEGY
¢ 4 Outlines priority projects and funding opportunities, ranks
L ‘;':i 4 initiatives with the greatest statewide and regional impact,

and provides a tactical roadmap for recommendation
implementation.

The above components were completed through a detailed statewide process and comprehensive methodology
that included stakeholder input through interviews, focus groups, survey responses as well as detailed market
research on existing product, target markets, and more, to ultimately recommend regional strategies for
increasing competitiveness throughout the Commonwealth’s tourism ecosystem.

VTC has a mission to expand domestic and international in-bound travel and motion picture production to
generate revenue and employment in Virginia. This Plan furthers that mission through the commitment to
drive visitation into and across the Commonwealth through regional strategies for product promotion and new
product development.

VTC engaged Hunden Partners (Hunden) to facilitate the planning process across all 10 tourism regions
beginning in early 2025. Hunden is the leading destination development consulting firm that works with
Destination Marketing Organizations (DMOs), local and state governments and related agencies to plan for and
support future placemaking initiatives that catalyze communities and grow the tourism ecosystem for good. The
STP, developed by Hunden in conjunction with VTC, delivers strategies for implementation to increase returns
across the Commonwealth and impact the tourism economy of all 10 regions.

.
Russell County
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STATEWIDE OVERVIEW

Plan Methodology

CENTRALVIRGINIA

@ s

RNVIRGINA gy

Source: VTC

The STP includes a statewide framework as well as 10
unique plans for each of Virginia’s tourism regions, as COMPONENTS OF THE STP:
shown above. This framework builds on previous strategic

initiatives, including: QUALITATIVE
e VTC’s Statewide Strategic Tourism Plan 2020 - 2025: e Stakeholder engagement - regional
DRIVE 2.0, and state-level stakeholders

e VTC’s lure/hub-and-spoke model e Case studies input
This STP furthers prior efforts by applying Hunden’s ¢ Analysis of trends
Proprietary I?illars of Place analysis for data-driven ilnlsights L e—
into promotion and product development opportunities. Opportunities, Threats (SWOT)

The Pillars of Place analysis provides a graded assessment

by region
of each region’s existing lures, hubs, and spokes to identify
gaps and opportunities that enhance the regions through e Competitive and comparable case
tourism product development. studies in the Commonwealth
In addition to the Pillars of Place analysis, the research e Competitor research
process included comprehensive stakeholder engagement
across all 10 regions. Hunden conducted in-person QUANTITATIVE
stakeholder meetings, focus groups, steering committees, o Pillars of Place research
and a regional survey. The findings from Hunden’s
engagement, research, and analysis inform the three-year e Stakeholder survey

tactical strategy, which balances statewide priorities with

) . ) e Audience research and travel data
actionable steps for all tourism regions.

.
Lower Doyle Falls
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Stakeholder Engagement

Throughout the research process, Hunden Partners had
more than 2,000 stakeholder touchpoints across the
Commonwealth. The engagement process included
more than 235 virtual and in-person workshops,
engaged more than 700 stakeholders in person,
received 1,167 survey responses to the statewide
Stakeholder Engagement Survey, and visited more than
450 Points of Interest (POl)s across Virginia.

As part of this comprehensive engagement, Regional
Steering Committees were created to engage and
guide the planning process. These Regional Steering
Committees met three times during the research

10 VIRGINIA IS FOR LOERS
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process: (1) At the beginning to guide the process and
provide input on the region’s current positioning, (2) at
the Project midpoint/after initial product analysis was
concluded and recommendations were being formed,
and (3) once draft recommendations were drawn
prior to the conclusion of the process. These meetings
served as integral touchpoints to gain feedback on the
methodology and findings of Hunden’s Pillars of Place
analysis. Furthermore, Hunden met with regional Focus
Groups, using contacts provided by VTC and the Steering
Committees to provide feedback and help form key
regional themes.

A SUMMARY OF HUNDEN’'S STAKEHOLDER ENGAGEMENT PROCESS
ACROSS ALL10 REGIONS IS AS FOLLOWS:

2000

Stakeholder touchpoints across
the Commonwealth

This industry and stakeholder engagement
was a cornerstone of the planning process.
Feedback from stakeholders guided the
outcomes and ensured alignment with
regional product needs. Key stakeholder
themes are included in both the Statewide
Opportunities section as well as each
regional section of this Plan.

1,167

Survey Responses

180

In-Person Meetings

450

POIs Visited

15

Site Visits to
Regions

STATEWIRE STRAT

30

Virtual Steering
Committee Meetings

235

Virtual and/or In-Person
Focus Group Meetings

700

Individual
Stakeholders Engaged

, View of Buggs Island Lake
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STATEWIDE OVERVIEW

Pillars of Place

The Pillars of Place analysis is a quantitative framework
used to assess a destination’s existing assets and identify
strengths and potential gaps. The analysis is based on Entertainment
Points of Interest selected by VTC in conjunction with
local stakeholders.

PILLARS OF PLACE

Conventions & Conferences
VTC currently tracks approximately 900 active Recreation & Natural Environment
POls statewide, an industry-leading dataset used in

partnership with Symphony and Tourism Economics
for research and marketing applications. These POls
serve as indicators of tourism activity rather than an Arts & Culture
exhaustive inventory of all tourism-related assets.

Shopping, Dining, Eatertainment
& Adult Beverage

Sports
Hunden applied a proprietary scoring methodology
to all POls provided by VTC to evaluate regional asset
performance and determine each region’s current
positioning. POls were then categorized into Hunden’s
Pillars of Place, grouping similar asset types to ensure
consistency across regions while allowing for regional
nuance informed by stakeholder input.

Attractions & Gaming
Authentic Architecture & Inspiring Public Places

Hotels & Hospitality

For example, attractions and gaming assets include venues such as Caesars Virginia, Virginia International Raceway,

Kings Dominion, and the Metro Richmond Zoo. Entertainment assets include venues such as Jiffy Lube Live, Wolf

Trap National Park for the Performing Arts, and the American Shakespeare Center’s Blackfriars Playhouse. Colleges

and universities were generally categorized under Arts and Culture unless a facility functioned primarily as a
tourism-driving sports or entertainment venue, such as John Paul Jones Arena at the University of Virginia.

Appendix

PROCESS FOR POl ANALYSIS

900 POIls

~

# ' 7 ’ | N oy N !
&2
O )
Entertainment | Conventions & | Recreation Shopping, Arts & Culture Sports Attractions & Authentic Hotels &
Conferences & Natural Dining, Gaming Architecture & | Hospitality
b Environment | Eatertainment Inspiring Public
& Adull Places

t
\l/ Beverage

Each Pillar has scoring criteria. Once categorized into one of the nine Pillars, Hunden analyzed each POl using the following
criteria, each worth 20 points out of 100.

20 pts. 20 pts. 20 pts. 20 pts. 20 pts.
Current Visitor Demand Uniqueness Accessibility Event Opportunity Economic Scale
Total Visits, Overnight Proximity of Ease of Access, Multi-Use Capabilities, Premium Offering,
Visits, Qut-of-State Similar Offerings, Proximity to Major Capacity, Target Spend Potential,
Visitors, Average Distinctiveness, Brand Highways, Air Access, Audiencels), Industry Outlook/
Length of Stay Appeal/Attractiveness, Safety Programming Growth, Repeatability
Cultural or Historical Iconicness
Significance

This process validated that each region’s existing lures identified in the VTC DRIVE 2.0 program are top scoring assets and are
the POlIs positioned to generate the strongest visitation. The scoring of assets categorized POls into the following buckets:

Inter L or National Asset 80-100 pts.
Regional Asset 60-80 pts.
Regional - Local Asset 40-60 pts.
Strictly Local Asset <40 pts.

| | I
STATE AVERAGE PILLAR SCORES

62 | 64 | 55 | 61 | 59 | 60 | 61 | 53 | 62 |

AU POl scores roll up to a regional pillar score, which creates a scoring matrix. This matrix helps identify supply, demand, and product
gaps as well as which regions need certain product.

THE GOALS OF THIS PROCESS ARETO:

CRAFT REGIONAL IMPLICATIONS 5  IDENTIFY STRONGEST ASSETS —_—
ON EXISTING PRODUCT FOR VISITOR ATTRACTION IDENTIEYCARSINERODUGE

The Pillars of Place analysis was conducted on the regional level with more detail on the outcomes and subsequent product
recommendations in each respective regional plan.

Link to Pillars of Place Definitions  Link to Individual POl by Pillar STATEWIDE STRATEGIC TOURISM PLAN | 2026 - 2029 13
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Industry Trends

Planning for the future requires an understanding of key trends. As VTC looks to grow tourism impacts these trends
will identify opportunities to capitalize in key areas of product and experience development. The following section

includes top trends and examples relevant to Virginia’s tourism economy over the next three years. Additional trends

were considered and are included in the appendix.

TREND

BEST PRACTICE EXAMPLE

OVERVIEW

VA IMPLICATION

Louisa County Strategic Tourism Plan - 2026

"Quiet
Luwxury"

Grand Bohemian Lodge (Autograph
Collection) - a design-forward, boutique
property where luxury is expressed through
craftsmanship, setting, and service rather than
overt branding. Example: Greenville, SC.

Relais & Chateaux restaurants — chef-led,
small-scale dining experiences emphasizing
provenance, storytelling, and exceptional
service, Example: The Saloon at Dunton Hot
Springs, Dolores, CO.

Aman Resorts — known for privacy, serenity,
and highly personalized service in secluded,
destination-driven settings. Example
Amangani Jackson Hole, WY.

This trend reflects a shift toward
understated, experience-led luxury.
Travelers are prioritizing privacy,
personalization, and authenticity
over conspicuous consumption,
Demand remains strong where
luxury feels meaningful and tailored
rather than performative.

Strong potential for boutique
resort development, wellness-
oriented lodging, and premium
food experiences that can
capture longer, higher-spend
stays across Virginia.

Solo Travel

Intrepid Travel's solo-only tours — purpose-
built itineraries for solo travelers seeking
independence with built-in community.

Priceline’s “Solo Explorer” promotions —
demonstrates how OTAs are actively targeting
and packaging solo travel demand.

Solo-focused tour operators expanding in the
U.S, - signals the scale and maturity of the
solo travel segment.

Solo travel continues to grow as
travelers seek flexibility, autonomy,
and shorter, experience-rich trips.
Many solo travelers are also opting
into small-group departures,
creating a hybrid model that
balances independence with social
connection,

Virginia's Singles and Starters
segment aligns strongly with

this trend. Destinations can
respond with easy-to-book
micro-itineraries, small-group
guided experiences, and safe,
social activities that still preserve
a sense of independence.

Adventure Recreational kayaking and watersports Adventure tourism continues to Virginia’s extensive outdoor
Tourism on showing strong growth, particularly inurban-  attract travelers seeking exploration, recreation assets position the
the Rise adjacent areas. immersion in nature, and active Commonwealth well. Creating
experiences that provide a break clustered outdoor recreation
Moab, UT expanding outfitters offering from routine. Nature, adventure, zones and linking them with
packaged rentals and guided experiences and active travel now represent a hospitality and entertainment
that reduce barriers to entry. substantial share of global tourism nodes can extend stays,
spending. Expanding outfitters and
National Park Service reporting a record 331.9 guide services will help make
million recreation visits across more than 400 adventure more accessible and
sites in 2024, bookable.
Authentic Airbnb integrating bookable local services Travelers increasingly seek Virginia’s history, heritage,
Local and experiences alongside accommodations, meaningful connections to local and local culture are strong
Cultural enabling easier access to local guides, chefs, culture, prioritizing experiences differentiators. Emphasizing
Interest and makers. that support small businesses authentic storytelling, immersive

Lake Charles, LA culinary storytelling — using
signature dishes and local food identity to
connect visitors with place,

People-First Tourism (Raleigh, NC) - centering
resident voices, local businesses, and
community benefit in tourism development.

14 VIRGINIA IS FOR LOWERS

and offer a deeper sense of place,
Cultural immersion and learning
have become core motivators,
particularly among younger
travelers,

learning, and locally rooted
experiences can give visitors a
deeper sense of meaning and
long-term connection to place,

TREND BEST PRACTICE EXAMPLE OVERVIEW VA IMPLICATION
“Town- 1. New Hope, PA & Lambertville, NJ for walkable  Travelers are increasingly choosing  Virginia’s small towns are well
Sizing” & downtowns, antiques, and riverfront settings.  smaller towns over large cities, positioned to capitalize on
the Value- seeking a slower pace, distinctive  this trend. Shared-economy
Seeking 2. Ouray, CO for outdoor recreation paired with  character, and better overall value. accommodations and experience-
Traveler hot springs and small-town character. These destinations often support based offerings can fill lodging
longer stays, shorter planning gaps, attract value-conscious
3. Bentonville, AR for world-class outdoor windows, and more memorable travelers, and support local
recreation combined with strong cultural experiences, economic development,
amenities,
Technology 1. Al-powered trip-planning chat tools Travel planning and booking Virginia businesses and DMOs
Driving enabling conversational, personalized are increasingly shaped by must remain discoverable and
Bookings itinerary building, Al-assisted discovery and bookable across emerging digital
frictionless checkout. Travelers platforms. Clear content, mobile-
2. Al-integrated travel search platforms that expect fast answers, personalized  first design, itinerary-ready
allow travelers to plan complete trips by recommendations, and payment products, and flexible payment
asking questions rather than navigating filters.  flexibility that lowers upfront cost  options will be critical to reaching
barriers and accelerates decision-  next-generation travelers,
3. Flexible payment and “Buy Now, Pay Later” making.
options increasingly offered at checkout for
travel and event bookings.
Road Trips 1. The quintessential California road trip Domestic travel continues to Virginia is well positioned as a
and Regional experience. dominate U.S. tourism spending, drive market from Washington,
Travel Persist with road trips remaining one D.C., Philadelphia, and Charlotte.
2. Route 66 Centennial-themed travel of the most popular, affordable, Leveraging scenic byways, hub-
experiences, and flexible ways to explore and-spoke itineraties, and regional
destinations—particularly for routes can extend stays and
3. The Blue Ridge Parkway, a long-established short-notice and value-driven encourage broader exploration
Virginia asset. trips. across the Commonwealth,
Experiences 1. Multigenerational travel destinations such as  Travelers increasingly select Virginia’s diverse experiences—
Drive Quter Banks, NC and Hilton Head, SC. destinations based on the breadth  from wine and seafood to outdoor
Destination and quality of experiences recreation and heritage—position
Choice 2. All-inclusive experiential resorts like Mohonk  available. A strong mix of guided the state well for experience-
Mountain House, NY. and unguided activities, paired driven itineraries that appeal to
with nearby lodging and dining, multigenerational and interest-
3.  Themed experience trails such as the encourages longer stays and based travel markets.
Kentucky Bourbon Trail. repeat visitation,
Travel 1. Vacations by Marriott last-minute deals Travelers are increasingly making Virginia's proximity to major drive
Planning offering time-sensitive discounts. decisions closer to departure, and markets provides a competitive
Windows brands are responding with limited-  advantage. Marketing quick-turn
are Getting 2. American Airlines featured and last-minute time pricing, featured inventory, getaways, seasonal activations, and
Shorter fare promotions targeting near-term travel and urgency-based offers. Shorter last-minute itineraries can help
decisions, planning windows now influence capture near-term demand and
seasonal, event-based, and leisure convert undecided travelers.
3. Last-minute hotel booking platforms designed  travel patterns,

for same-day or next-day stays.

STATEWIDE STRATEGIC TOURISM PLAN | 2026 - 2029 15
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STATEWIDE OVERVIEW

Target Audiences

The STP's focus on extending length of stay and increasing traveler spending to further the impact of the tourism
economy means the visitor has to be a match for the experiences offered across the Commonwealth. Currently, VTC
has three visitor personas based on research created from the state’s agency of record:

OUTDOOR URBAN TRAVEL & ACTIVITY
EXCURSIONIST EXPLORERS ENTHUSIASTS
B8 Motivated by destinations and B8 Motivated by destinations and B8 Motivated by enriching leisure

trips that allow them to
experience a wide variety of
activities and locations over a
longer trip. Inhibited by trips
with selective offerings or
challenged to locate family
friendly accommodations. These
visitors need destinations that
offer an abundance of activities
and things to do and authentic,
adventurous experiences that
create memories that last

a lifetime."

trips that have unique urban
offerings, culture, and a creative
spirit in the destination they are
visiting. Inhibited by the fact
that they take fewer trips per
year and are less interested in
remote areas. These visitors
need destinations that offer

a rich urban experience with
other amentities that are easily
accessible and provide the
ability to learn more about the
destination as they immerse
themselves in the destination
they are visiting.""

trips that provide adventurous
and explorative experiences
while allowing them to get
away from everyday stress.
Inhibited by the fact that they
have lower incomes and take
fewer trips per year compared
to other audiences. These
visitors need destinations

that offer a variety of outdoor
experiences at an affordable
cost and the ability to
disconnect and take things at a
leisurely place while enjoying
the outdoors.”

“’jr, '_Ia?r-:v‘
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CENTRAL VIRGINIA-
'MOUNTAINS
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Capturing the dual character of the state’s visitor base: affluent, educated professionals alongside older,
settled retirees.

Visitor economy driven by high-income earners and older households who prioritize cultural, leisure, and
travel experiences over routine consumption. Link to definitions in appendix

00 0Q0 D Jolc

Shenandoah Valley Heart of Appalachia Yirginia Mountains
Central Virginia Blue Ridge Highlands Southern Virginia
Coastal Virginia Eastern Shore

clofb) (clo} 000

Hampton Roads Chesapeake Bay Northern Virginia Scan for Segment Definitions

TOURISM PRODUCT ATTRACTS KEY SEGMENTS

These statewide personas as well as the additional segmentation research align well with the existing product
across the Commonwealth and within each region. The categories of POIs created during the Pillars of Place
analysis found that 25 percent of the POIs studied fall into the Authentic Architecture and Public Spaces, which
includes many of the local downtowns and main streets and showcases the cultural exchange experienced across
Virginia’s communities.

The next highest concentration of POIs studied include Recreation and Natural Environment. Virginia’s rich
natural resources and abundant outdoor experiences including hiking trails, scenic viewpoints, rafting, paddle
sports, and more make Virginia an incredible destination for those seeking everything from relaxing outdoor
experiences to active adventure. The third most concentrated Pillar includes POls in the Shopping/Dining and
Adult Beverage experiences. This speaks to Virginia’s rich culture and heritage in wine production, boutique
shopping, and culinary experiences. The concentration of assets in these Pillars aligns well with existing personas
across the Commonwealth.

THESE AUDIENCES AND PERSONAS SHOULD BE FURTHER TARGETED TO EXPAND ON VIRGINIA’S STRONG
PERFORMANCE IN THESE CATEGORIES AS ALL THE 10 REGIONS ARE REPRESENTED WITH EXISTING PRODUCT
THAT FITS THESE VISITORPERSONAS AND PROFILES.

STATEWIDE STRATEGIC TOURISM PLAN | 2026 - 2029 17
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Competition

Virginia is an incredibly diverse state with a range of
tourism and hospitality offerings ranging from national
parks and byways, history, culture, heritage, outdoor
recreation, and nationally recognized sites, venues,

and attractions. This diverse landscape of assets and
amenities along with a globally recognized brand in
Virginia is for Lovers makes the entire Commonwealth a
great place to visit for a multitude of reasons.

Because of this diversity in offerings, Virginia attracts
arange of visitor types. As mentioned previously,

VTC has three primary target personas, the Outdoor
Excursionist, Urban Explorer, and Travel and Activity
Enthusiast, which competitive states are also interested
in targeting. These personas represent the statewide
attributes that make a traveler interested in Virginia’s

° Cape Charles LOVEwork
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tousim experiences. According to research conducted
by VTC, visitors to Virginia are likely to be well educated
couples and families, with the majority having a college
or post college degree. At the regional level, there is
more nuance based on the specific localities” offerings.
Leisure travelers’ interests range across arts and culture,
beach, outdoor recreation, foodies, entertainment,
music, wine, and more. More detail on this will be
explained in each regional plan.

To understand how VTC and the regions can capture
more market share and increase the impacts of the
tourism ecosystem across the state, this plan looked
not only at the assets across the Commonwealth,
but also how Virginia’s tourism product compares to
neighboring, competitive states.

Using Tripadvisor’s aggregation of state-by-state
attractions rated three stars or higher, Hunden
compared product volume to the landscape in the
Commonwealth. In order to compare quality product
across all competitive states, only listings of 3 stars

or higher were screened. Virginia was compared to
North Carolina, Pennsylvania, Tennessee, West Virginia,
and Kentucky, regional peers with overlapping visitor
markets. This table offers a statewide snapshot of
Virginia’s inventory of assets and amenities, beyond the
POIs tracked, compared to its competitive neighboring
states based on TripAdvisor’s inventory and user
generated rating scales. While this table showcases

the state-level comparisons, regional sections of the
analysis further refine comparisons at a local level.

Virginia’s nearly 5,000 attractions place it above most
regional peers and well ahead of smaller states like
West Virginia and Kentucky, though still short of North
Carolina’s larger inventory. Its balanced mix across
major categories such as Nature & Parks, Sights &
Landmarks, and Museums provide broad appeal and a
strong foundation for both leisure and cultural tourism.
However, this balance also means Virginia does not
dominate in any one area.

Additionally, states like West Virginia and Kentucky
have recently made significant investments in tourism
product development and plan to continue such
investments to grow the tourism economy and its
impact. Kentucky leverages legislation for tourism
product development to incentivize new private sector
development, while West Virginia’s Department of
Tourism has a similar tourism development incentive.
More detail on these programs is in the Competition
Investment Case Studies section. Both states are
making a push to capture more market share through
product development efforts, which presents a threat to
Virginia’s current market share positioning.

To strengthen its competitiveness, the state could focus
on growing products that drive repeat visitation and
longer stays, such as amusement attractions, meeting
space, sports complexes, nightlife, and other unique
activities and experiences. Pairing these attractions with
continued investment in Virginia’s natural and historic
strengths would allow the state to maintain its market
share and grow visitation and continued spending.

STATE COMPETITION: TOTAL ATTRACTIONS & KEY CATEGORIES

Boat Tours ‘Water &
Total  Nature& Sights & Fun& Spas & & Water Classes & Amusement Zoos& Casinos &
Attractions parks L Games Wellness Sports  Nightlife Workshops Parks Aquariums Gambling
Virginia 4,933 642 781 491 480 265 215 176 100 30 15 7

North Carolina

Pennsylvania

6353

Tennessee 4396
West Virginia

Kentucky

38

Average 4302 572 614 LA5 386

201 204 295 109 32 15 7

Source: Tripadvisor

STATEWIDE STRATEGIC TOURISM PLAN | 2026 - 2029 19
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Competitor Investment

Case Studies

o

KENTUCKY TOURISM
DEVELOPMENT ACT (KTDA)

The Kentucky Tourism Development Act is one of the
most established models for incentivizing private
tourism investment in the United States. The program
has helped catalyze bourbon tourism destinations,
museum expansions, and unique resort properties
across the state, strengthening Kentucky’s brand
identity. The KTDA program has incentivized product
development, resulting in more than $601M across 29
projects. The total incentives are valued at $150M in
sales tax, of which $56.8M has already been recovered.

This program allows developers of approved tourism
projects, such as attractions, hotels, entertainment
complexes, and resorts, to recover up to 25 percent of
eligible project costs through a rebate of state sales tax
generated by the project over a ten-year period. If the
project is on state-owned land the rebate is potentially
up to 50 percent. This performance-based structure
ensures the state only provides funding as the attraction
succeeds, while also reducing upfront financial risk for
developers. As a competitive state for tourism market
share, Kentucky is an emerging performer.

Virginia has an existing Tourism Development Financing
Program (TDFP) intended to serve as gap funding in
rebate form. In the current TDFP hotels are primarily
funded and the locality is the applicant; however,
Virginia could benefit from a similar mechanism.
Virginia should consider a new mechanism with this
program as a reference point.

20 VIRGINIAIS FOR LO  ERS
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WEST VIRGINIA OFFICE/
SECRETARY OF TOURISM

West Virginia elevated tourism by creating a cabinet-
level Secretary of Tourism position with substantial
funding authority. The office oversees not only
statewide marketing but also direct investment in
product development through bonding authority and
dedicated state appropriations. This has enabled West
Virginia to expand lodging and recreation infrastructure,
enhance marketing reach, and prioritize tourism as a
pillar of economic growth. By aligning tourism strategy
with financing capabilities at the highest level of state
government, the program ensures continuity and
political visibility. Similar to Kentucky, West Virginia is
an emerging performer.

Additionally, West Virginia has a new “Governor’s
School for Tourism” which was announced by Governor
Justice in 2024. This is a first of its kind program

that will function as a traveling classroom for high
school students to get a behind-the-scenes look at
what keeps the tourism economy running across the
state. The curriculum and educational components

will be led by West Virginia University’s Hardy Family
Hospitality and Tourism Management program within
the John Chambers College of Business. This is a unique
partnership to lift the tourism and hospitality sector and
build a pipeline for future talent.

Virginia may draw lessons from this model by
considering whether VTC should have enhanced
bonding capacity or statutory funding authority to
directly catalyze new physical tourism assets across

its regions. Additionally, Virginia could learn from the
workforce education and development program to build
a future pipeline of tourism and hospitality industry
professionals for the next generation.

g

TENNESSEE DEPARTMENT OF
TOURIST DEVELOPMENT (TDTD)

Tennessee’s Department of Tourist Development
(TDTD) administers direct grant programs that fund
tourism product development at the community level.
The flagship Tourism Enhancement Grant awards

up to $100,000 per project to non-profits and local
government entities for the creation or expansion

of public-facing attractions, facilities, and events. In
November 2025, Tennessee awarded more than $2
million across 30 communities in a single round, funding
stages, historic preservation, ADA upgrades, and visitor-
serving infrastructure.

The Tennessee Special Event Fund provides a competitive
incentive for securing major events capable of generating
$10 million or more in direct economic impact or $1
million in state and local tax revenue, giving Tennessee

a strategic edge for high-profile national events. The
Regional Tourism Grant supports development of
regional promotion plans, strengthening coordination
among DMOs and localities statewide.

Virginia could draw lessons from Tennessee’s layered
approach. Virginia’s Special Events & Festivals Grant
mirrors the Special Event Fund, but Tennessee’s
$10M+ impact threshold reflects a more aggressive
commitment to major event attraction. More
critically, Virginia lacks an equivalent to the Tourism
Enhancement Grant, which targets physical product
development rather than marketing. A comparable
mechanism — expanding the TDFP or establishing

a new stand-alone grant — would fill a key gap in
Virginia’s local tourism infrastructure investment across
all10 regions.

p 4

NORTH CAROLINA/VISIT NC

Visit North Carolina is the state's official destination
marketing organization and part of the Economic
Development Partnership of North Carolina. The
mission is to unify and lead the state in positioning
North Carolina as a preferred destination for travelers,
sporting events, and film production and in maximizing
economic vitality statewide. North Carolina started

a program in 2023 to attract major events to spur

the tourism economy. The Major Events, Games, and
Attractions Fund was established by the North Carolina
General Assembly to stimulate economic activity by
attracting events that can, in turn, attract out-of-state
visitors to North Carolina, strengthening the state’s
travel and tourism industry.

Events are a critical aspect of tourism. This kind of
fund enables North Carolina localities to offset costs
and invest in new and grow existing events to drive
visitation into the state. VTC has a Special Events &
Festivals Grant program to help with some costs and
marketing; however, the North Carolina program is
aimed at “major” events targeting professional sports
and events with attendance over that exceeds 22,000.
Virginia could benefit from a similar mechanism in
place to significantly grow events. Stakeholders across
the Commonwealth believed in the value of growing
event-based tourism.

THESE CASE STUDIES SHOW HOW INVESTMENT

IN PRODUCTS, BOTHBUILT AND THE NATURAL
ENVIRONMENT, ARETARGETED TO GROW OFFERINGS
AND MAKE THE DESTINATIONS MORE ATTRACTIVE

TO VISITORS. THESEPROGRAMS HAVE ALLOWED

FOR CATALYTIC DEVELOPMENT AND CONTINUED
REINVESTMENT IN THE SECTOR, GENERATING RETURNS
FOR DECADES TO COME.
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STATEWIDE OVERVIEW

Statewide Recommendations

This Strategic Tourism Plan contains recommendations at the state and regional levels. As stated previously the Funding
goal is to attract more visitors, extend stays, increase competitiveness, and capture incremental spending through
promotion of current products and new product developments. At the state level there are recommendations to
support execution. The following section identifies top priorities in rank order. The detailed recommendations for
each region will be contained in the respective regional plans.

Product Investment Funding — Hunden recommends VTC and its partners at the state level consider developing a
program similar to KTDA for product development, expansion, and reinvestment. KTDA uses sales tax refunds as the
mechanism for incentive. It would likely require new legislation. It is recommended that new funding mechanisms
be open to any kind of tourism product that generates or contributes to hotel tax, sales tax, tourism improvement
district taxes, or any other related tourism tax. Currently the TDFP primarily used to develop hotels and current
DRIVE Tourism funds are only allocated to DMOs. It is recommended that a new mechanism be put in place to

Statewide Recommendations: Strategies & Plans for Execution incentivize development and that the application be open to private, public, and non-profit partners.

Steps for execution:

= Iz P

FUNDING PRODUCT DEVELOPMENT CONNECTIVITY

1. VvTCand its partners should

collaborate with the Virginia
Restaurant, Lodging & Travel
Association (VRLTA) as the
advocacy arm of tourism
stakeholders to develop a
legislative action plan.

Support drafting new legislation
similar to KTDA and West
Virginia’s new mechanism, with
enhancements to include direct
funding and potential public
sector investments not solely tax
credit incentives. It is important
to reinforce the scale of the
projects coming for an incentive.
These are intended to stimulate
catalytic projects of scale, i.e.,
million-dollar-plus projects.

Additional partnership with
VRLTA on 1398 tax code for
VTC to receive funds from OTA
collections. The fund has grown
roughly 40 percent since the
legislation was put in place;
however, VTC has not seen its
respective portion increase.
VRLTA's legislative priorities
could include this opportunity
to increase VTC’s funding
capacity to reinvest in and
market the industry.

Leverage existing mechanisms
like the Farm Wineries and
Vineyards Tax Credit that
enables 25 percent of qualified
capital to be credited.

Similarly, VTC and its

partners should further
leverage the Agriculture and
Forestry Industries Development
Fund (AFID) by the VA
Department of Agriculture and
Consumer Services.

Promote VA Main Streets grant
programs and opportunities
that enable new development
and enhancements.

IT IS RECOMMENDED THAT A NEW MECHANISM BE PUT INPLACETO
INCENTIVIZE DEVELOPMENT AND THAT THE APPLICATION BEOPENTO
PRIVATE, PUBLIC, AND NON-PROFIT PARTNERS.

.
New Point Comfort Natural Area Preserve
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STATEWIDE OVERVIEW

Statewide Recommendations

Product Development

Statewide product development themes — Across the Commonwealth the need for new and expanded tourism and
hospitality product is needed to lift the regions, support increased competitiveness and increase impact on the
tourism economy. Each regional plan to follow addresses specific tourism product development opportunities and
recommendations based on the Pillars of Place analysis and related market research within each region. Across
the Commonwealth there were similar themes for product need. Hunden recommends VTC continue to work with
regional partners to further product development.

The following were the most consistent themes related to product development:

1. Full-service lodging and boutique hotels were the 3. Outdoor recreation is a leading strength across the

Connectivity

Connectivity at the statewide level is essential to strengthening coordination across Virginia's tourism industry and
ensuring effective implementation of this Strategic Tourism Plan. Beyond physical connections between places,
connectivity refers to the alignment of partners, regions, programs, and resources that support tourism development
and execution. The following strategies focus on improving collaboration across jurisdictions, strengthening regional
structures, clarifying roles and coverage, and sustaining industry engagement to better connect stakeholders,
prioritize investment, and advance tourism outcomes across the Commonwealth.

Steps for execution:

1. Establish targeted tourism development zones. New 3. VTC Tourism Regional Boundaries & Potential for

most needed product across all 10 regions. This is
particularly true in the more rural regions.

Family friendly attractions were another

consistent opportunity to drive new demand

with increased supply. In regions with more craft
beverage experiences there was typically a need
for more family friendly to round out a family or
multigenerational trip. This was also true in regions
with more cultural assets and museum experiences.
Opportunities for families with kids of various ages
needed more hands-on activities.

*High Bridge Trail State Park

Commonwealth and in every region, however, things
like access points, amenities, trail completion, and
guided trips are opportunities to get more out of
Virginia’s outdoor gems.

Sports was also a top theme in many regions as

an opportunity market for growth with youth
sports tournaments. Some regions needed indoor
assets while others needed outdoor fields to
compete for regional and national sporting events.
Youth sports is a large and continuously growing
market. All sports-related investments should be
“tournament caliber” in order to capture sports
tourism. Additionally, all sports investments should
be flexible in order to optimize for multisport use.
Regional plans will identify more specifically the
type and need.

and enhanced product development mentioned

on previous page, will address some of this, but

to go further, Virginia should consider integrated
visitor corridors or zones or nodes to increase the
connectivity between existing assets and further the
lures/hubs-and-spokes approach to visitation. This
will improve on critical mass in particular locations
of need.

Destination Develop t Manager (DDM)
Coverage - Stakeholders across the
Commonwealth felt strongly that the DDMs across
the state do an incredible job of connecting to
local communities and partners. This program

is highly valuable to DMOs and businesses at

the local and regional levels. Today, the DDM
coverage has focused mostly on regions with
lesser resources but high potential. However, that
has left some regions without in-area coverage or
uneven coverage. There may be a need to shift or
add DDM resources to cover all regions in market.
Stakeholders suggested alignment of coverage
with tourism regional boundaries. This would
potentially require a budget increase request to
fund 2-3 new positions.

New Tourism Regions — Stakeholders appreciate
the regional connection and see value in how

the tourism boundaries bring people and places
together. However, there could be an opportunity
to better align what is considered today to be
“sub regions” into standalone regions. Consider

a study on regional boundaries based on partner
and product alignment. Another consideration is
to align the VTC tourism regions with GO Virginia
regions for consistency. Hunden recommends VTC
work with the localities in the existing tourism
regions to study the need for adjustments to
tourism regional boundaries.

Steering Committees — This project brought
stakeholders together for important discourse about
the future of planning at the state and regional
levels. Steering Committees were formed and

met throughout this process. It is recommended

that the Steering Committees be extended during
implementation of the STP to meet with VTC on

a regular cadence, to continue to advance the
dialogue about regional needs and partnership.
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