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Presenter Notes
Presentation Notes
Hi everyone.  We are so glad you could join us today.  We are offering a series of webinars about our summer programs throughout July and August.  This webinar is solely focused on our Microbusiness Marketing Leverage Program that will open on July 16 at 9am.  It will close August 22.  If you are inrterested in our Special Events & Festivals Program or VA250 Program also opening this summer, please visit vatc.org/grants and sign up for a webinar about those programs.  Just a few housekeeping details:  I’d like to introduce our Grants Team.  They will monitor the chat and answer questions as we go, we will also take questions at the end of the presentation.  A recording of this slide deck and my narrative will be posted online by July 16 for review.  We also have an FAQs document, Glossary document, and application instructions that you can review. 



VTC’s Annual Grant 
Programs

● Microbusiness Marketing Leverage Program
● Special Events & Festivals Sponsorship Program
● VA250 Marketing Leverage Program
● Marketing Leverage Program
● DMO Marketing Program

Presenter Notes
Presentation Notes
I see a few folks on here who have applied for our programs in the past.  Over the two past two years, we’ve had a number of changes with Steve Galyean’s and Angela Wiggin’s retirements.  This summer, after that megaround of 333 application in April, we decided to completely re-evaluate our programs. 

 We held a grants retreat with our Destination Development Team and we integrated a number of their suggestions and suggestions from our partners.  It was also our goal to roll out more interactive grants software.  However, we ran into some procurement challenges and decided to continue with our online portal.  However, that portal has changed.  So let’s talk about some of the changes.




Changes to Grant 
Programs

● Streamlined Application
● Reminders of Terms/Requirements 
● Three Sections: Goals, Research, Marketing

● 75% Spend out of region (50 miles)

● Revised eligible items list 
● Revised scoring protocol
● Streamlined Terms and Conditions
● 1,000-2,000 character limit on questions

Presenter Notes
Presentation Notes
We streamlined the application into three sections (Goals, Research, and Marketing), we reduced the number of questions, revised the list of eligible items, put character counts on some questions (to combat the use of AI—yes we did get AI written applications last round) and we streamlined the Terms and Conditions to which you will attest to at the beginning of the application.  

You need to spend a minimum of 75% of your award on attracting visitors from over 50 miles away and the preference is for overnight visitors.  �
As much as we would like to support local marketing and advertising, VTC justifies awarding these dollars to increase visitor expenditures. We have to look through the tourism lens and when you build out your application we recommend you really look at how you will attract people from out of your local area to your destination, events, shops, and attractions. 

This will make VTC localities more competitive with out of region visitation





OPENING July 16, 2024
CLOSING August 22, 2024

MICROBUSINESS 
MARKETING LEVERAGE 

PROGRAM GRANT
● ALWAYS IN SUMMER GOING 

FORWARD

● ENCOURAGES SMALL BUSINESS 
TO STAY OPEN DURING SLOW 
SEASON

● HUB & SPOKE PARTNERSHIP 
MODEL  (ITINERARIES) 

● ONLY ELIGIBLE MARKETiNG 
EXPENSES

Presenter Notes
Presentation Notes
Today we are going to talk about the Microbusiness Marketing Leverage Program.  This is our third year doing this program.  We did move up the application timeline to summer so that we have a bit more time to talk with other VTC Divisions about which programs are being funded and to activate some of the items you all list in the bonus sections.  This program will always open in mid-summer.  It is a competitive program and we work with the federal Small Business Administration, Small Business Development Center, and Virginia Recreation Lodging and Travel Association to get the word out about this program.  Feel free to share with your fellow tourism-oriented business owners.  The goal of this program is to provide some support to very small tourism-oriented businesses so they can do some off-season marketing.  It does have a partnership component using the VTC hub and spoke model where you need to basically create an itinerary of things for folks to do when they are in your destination.  We also streamlined the list of eligible expenses so be sure to take a look at that list before you start your application. 



What is a Marketing Leverage Program?

Virginia Tourism provides MATCHING grant funding to drive overnight
and out-of-state visitation and encouraging visitors to stay longer and 

spend more to increase revenue and jobs in Virginia.

1:1 MATCH IS REQUIRED, BUT CAN BE CASH OR IN-KIND EARNED OR 
OWNED MEDIA VALUES.

Reimbursement program (no money granted up front) after providing 
proof of ads, invoices, and use of Virginia is for Lovers logo.

Your marketing initiative helps carry the Virginia is for Lovers brand.

Presenter Notes
Presentation Notes
The is a marketing leverage program which means you have to list match.  Our goal is to increase the amount of money out there in the tourism marketing ecosystem by activating your dollars with ours.  We also want to see you build partnerships with your fellow business owners.  The great thing about this program, unlike our larger Marketing Leverage Program that will open in early 2025, this one allow for in-kind match by valuing your owned and earned media like your social media followers and any editorial you’ve gotten.  We do want to remind you that this is a reimbursement program.  We do not grant money up front.  You have to spend the money, submit an invoice, proof of payment and copy of the ad showing that you used the Virginia is for Lovers logo and then we reimburse you.  We understand that cash flow can be challenging in the off season so you don’t have to spend down all of your award before you seek reimbursement—you can submit for intermittent reimbursement. 



VTC Microbusiness Marketing Leverage Program

• Funding pool:  $500,000

• Expected # of proposals to be awarded: 60 proposals

• Match: 1:1 in-kind or cash 

• Award tiers: $5,000 for tourism-oriented small businesses with fewer 
than 20 full-time employees
$10,000 for tourism marketing-oriented organizations 

• Objective:  Increase out-of-region and overnight travel during the off-
season (September 2024 to May 2025.)

• Awards: October 2024

Presenter Notes
Presentation Notes
New going forward is that we will always tell you how much money we have available for each round and the expected number of proposals we think we can fund.  So for this program, we have about $500,000 so that means we can fund about 60 awards considering some DMOs and Main Street organizations will be applying at the higher $10,000 level.  Small tourism-oriented businesses are eligible for the $5,000 award tier provided they have fewer than 20 full-time employees.  Seasonal, part-time, itinerant, temporary, or 1099 employees do not count towards that cap.  All marketing under this program must be for off-season activities and in just minute we will offer you some ideas for off-season marketing initiatives.  We really want to drive overnight visitation in Virginia—especially out of state visitors coming to Virginia and stay for 2-3 nights.  



OFF-SEASON IDEAS
• Holiday shopping getaway weekends
• Shop Local/Shop Small initiatives
• Fall/Winter/Spring Restaurant Week events
• Holiday Lights/Winter Wonderland events
• Fall Festivals
• Valentine’s Day events/weekends
• MLK Weekend travel/cultural history events
• Winter/Spring wildlife watching/bird migration
• Leaf peeping getaways
• Long weekend Thurs – Tuesday getaways
• Fall/Winter/Spring Break music tourism
• Spring Break travel
• Holiday travel (Friends and Family)
• Black History Month
• Historic Garden Week (April 2025)
• President’s weekend travel (Feb 2025)
• Indigenous People’s Day/Columbus Day travel 

(October 2024)

Presenter Notes
Presentation Notes
So let’s brainstorm a minute on what off-season or shoulder season means for this program.  We want you to be marketing events, activities, shopping, visitation, attractions, overnight stays that occur September to May.  There is a short lookback period to July 1, 2024 in case you’ve already started your fall campaign, but we want to be sure the money spent this summer (Summer 2024) is truly marketing off-season travel.  While you won’t get notification of your award until early October, you can submit invoices dated back to July 1, 2024 provided they have the Virginia is for Lovers logo and are promoting off-season travel.  I used to be the Destination Development Manager for the coastal Virginia are and there are some great events in that region like Virginia Beach’s Winter Wildlife Festival in January each year or Chincoteague’s Death by Chocolate that occurs around Valentine’s Day each year.  Lots of communities do holiday shopping initiatives or winter restaurant week initiatives.  Think through what your community already does or can do to drive off-season visitation.  Think through long weekend holidays and talk to your lodging partners about offering package deals for those long weekends.  Think about school fall break and spring breaks in the communities you are targeting—look up Charlotte, NC's school calendar and target their long weekends and holiday breaks—or look up Baltimore or Philadelphia’s.  The Microbusiness program is a great program for a capsule campaign targeting one specific market for a couple of very specific months or events. 



How Does Tourism Marketing Work?

Local DMOs, Orgs, Events, and 
tourism-oriented businesses

DMOs and 
Layers of 
Marketing

Presenter Notes
Presentation Notes
What does DMO stand for anyway?  Destination Marketing Office or Destination Management Office
Explain Brand USA–Dept of Commerce; visa fee funding, matching funds–promote USA overseas
Regional DMOs that are multi-state like Capital Region USA and some larger regional in-state DMOs and cities work closely with Brand USA to market regions overseas
VTC at state level–promote Virginia destinations in state and out of state
Local–county, town, or regional–promote specific destinations in Virginia or specific businesses in Virginia.  Some of our grants are open to small businesses, some are open to DMOs, others are open to organizations like Main Street, PDCs, and EDAs.  I’ll go over all of those program in a moment.  But think about marketing as a layer cake or a train.  Your marketing connects to VTC’s marketing that connects to Capital Region USAs marketing that connects to Brand USA’s marketing.  Brand USA is the nation’s nationwide DMO.  You won’t see their advertisement in the U.S.  They are targeting international visitors who are interested in visiting the United States.



LAYER YOUR MARKETING

• Research VTC’s Welcome Center/PMAP 
programs on how to advertise/marketing inside 
Virginia Welcome Centers and Safety Rest 
Areas

• Research VTC channels, Industry Co-ops, and 
Leisure 360 buy ups for ilayered marketing 
initiatives.

• Monitor your regional partners and layer in with 
their initiatives

• Carry that Virginia is for Lovers message into 
your marketing to promote your region and your 
business.

• Start a Virginia is for Lovers merchandise
program

Presenter Notes
Presentation Notes
Think about how you can use some of our your marketing materials in different ways. Take a look at the opportunities VTC offers in the different state Welcome Center and Safety Rest Areas.  Get a feel for what good content looks like by following VTC channels and even your competitor’s channels.  Explore thee Virginia.org visitor website for video and other content.  Follow VTC’s marketing channels to see where we are going with our content and monitor your local and regional DMOs to understand how to layer your message into their initiatives and target markets.  Think about how to use our matching grant funding to create a library of content that you can use in multiple ways across multiple channels for several years or seasons. 



2024
MICRO BUSINESS 
GRANT—HOW TO 

PREPARE
● TALK TO YOUR LOCAL OR REGIONAL 

DMO. YOU’LL NEED A LETTER OF 
SUPPORT TO UPLOAD INTO THE ONLINE 
APPLICATION. 

● LOOK AT  RESEARCH/SALES DATA.  
WHERE ARE PROPLE COMING FROM? 
WHAT ARE THE DEMOGRAPHICS OF YOUR 
SOCIAL MEDIA FOLLOWERS?

● EVALUATE YOUR RESEARCH—WHICH 
MARKETS HAVE POTENTIAL TO BE NEW 
VISITORS OR REPEAT VISITORS?

Presenter Notes
Presentation Notes
One of the most important things you need to do as a small tourism-oriented business is to talk with your Destination Marketing Organization.  There is a link in the program instructions to find the list of DMOs across the state.  You will need a letter of support from them to apply.  You will also need to data mine your own social media insights, your credit card reports for zip codes, and VTC research on traveler profiles and economic impact to help you refine your target markets and demographics.  Really think through which target markets and target demographics are worth spending advertising money on.  Who will come to your business for the first time?  Who might be a good repeat visitors?  You’ll need to reference this research throughout your application.  Be sure to tell us what kind of research you are using---social media insights, VTC research, a research firm like Adara, Zartico, or Arrivalist.  We want to know the reasons why you are choosing the targets markets you did and why you are targeting certain demographics.  You will also need to make sure that your marketing plan aligns with your chosen target market and target demographics.



LINE-ITEM  
MARKETING PLANS

● IDENTIFY YOUR TARGET MARKET AND 
DEMOGRAPHICS

● IDENTIFY MARKETING CHANNEL,WHAT 
MARKETS THIS CHANNEL TARGETS,  
VENDOR, PLACEMENT DATES, AND 
ESTIMATED COST

● EXAMPLE:

SOCIAL MEDIA-FACEBOOK AD-CHARLOTTE, 
NC-NCOMES OVER $100K- FAMILIES-
NOVEMBER 2024--$1,000

PRINT MEDIA—CHARLOTTE OBSERVER-
CHARLOTTE NC INCOMES OVER 100k 
COUPLES/HOLIDAY SHOPPING-DECEMBER 
2024 $1,000

Presenter Notes
Presentation Notes
In the application, you will need to create two marketing plans.  One listing your cash or in-kind match and one listing what you would like VTC to reimburse you for.  You have ten lines in each marketing plan.  In each line item you’ll need to identify the media type, the vendor, target market and demographics, dates of marketing ,and estimated cost.  

So in the example below I decide that I wanted to use social media, Facebook, to target household in Charlotte NC with incomes of over $100K who travel as a family and who are planning their holiday shopping.  I will place those Facebook ads in early December and spend $1,000.  

We recommend that you build out your marketing plans BEFORE you start your application.  Your marketing plans need to be detailed and justified by research. If you need additional help with research, contact your regional destination development manager.



Tourism Economics at the Local Level 
• Tourism revenue supports locality services 

• Locally owned businesses keep profits in the local community

• Tourism product helps lead to traditional economic development

• Our funding programs help leverage your dollars 

• As a tourism-oriented business or organization, get a seat at the 
table and attend planning meetings, DMO meetings, and EDA 
meetings so you can leverage partnerships in our programs

Presenter Notes
Presentation Notes
Targeting the best and most profitibale target market and demogrpahic is critical to growing the tourism economy.  We know that supporting growth in tourism is essential to the economic well-being of localities.  We know that small locally owned businesses have big impacts on their community.  We also know that tourism is economic development’s front porch and so we work really hard to leverage your marketing dollars into meaningful partnerships that can help you target new markets and attract new customers and visitors.  Make sure you are attending your local DMO meetings, getting on their mailing list, and try to track what is going on in your locality related to tourism and tourism product development and growth.  Get to know new tourism oriented businesses in your community and tell them about our grant programs and think about forming partnerships with them.  I’ve found that the craft beverage industry is stellar at creating partnership whether it is promoting a new flavor or brew to support a local charity or creating a regional craft beverage trail. 



Finding Match
• Tourism Investment District

• Locality contribution to DMO

• Your existing marketing budget 
(add that VIFL logo)

• Partnerships to create a pool of 
funds

• 501c organization with funding 
mechanism

Presenter Notes
Presentation Notes
Our grant programs are all about partnerships. Each application requires partners and folks should work together within the hospitality industry and within the locality to grow tourism revenue through a variety of initiatives and programs.  Tourism Investment Districts are relatively new in Virginia. The legislation was passed a few years ago and the Richmond region was the first region to set up a district and a funding mechanism to create a pool of marketing funds to be used to promote the area and as match for various state and federal grants.  Talk to your locality leaders about setting up a Tourism Investment District.  You can use your existing marketing budget as match—just make sure you are adding the Virginia is for Lovers logo to your marketing materials.  Reach out to partners and pool your funds together for match.  If you are a 501c---raise matching funds through fundraising efforts—activate your donors and members to stretch your marketing dollars. 



POINTS TO REMEMBER

• PARTNERSHIPS ARE KEY

• LEVERAGING PUBLIC TO PRIVATE DOLLARS IS CRITICAL

• USE THE VIRGINIA IS FOR LOVERS LOGO ON YOUR MARKETING & ADS

• ALL ARE REIMBURSEMENT PROGRAMS

• ELIGIBILITY VARIES BY PROGRAM TYPE

• ECONOMIC IMPACT & RESEARCH ARE IMPORTANT FACTORS

• READ INSTRUCTIONS, Ts & Cs, AND LIST OF ELIGIBLE EXPENSES BEFORE APPLYING

Presenter Notes
Presentation Notes
All of these programs are competitive.  It breaks my heart to have to send those denial letters so you’ll want to be sure you put the time and effort into a great application.  We have to be good stewards of these funds and they truly must drive overnight visitation to get funded. 



VATC.ORG/GRANTS

Presenter Notes
Presentation Notes
The grant application information and portal can be found on www.vatc.org.  



VATC.ORG/GRANTS

Presenter Notes
Presentation Notes
Spend some time reviewing all the program documents like the Terms and Conditions and Application instructions before you apply.  You can’t just sit down on the last day the applications are due and get it done.  You’ll need to do some research, get letters of support, and review what types of expenses are eligible.  One thing to remember is that this is a reimbursement program.  No funds are granted up front.  There are specific requirements you must meet to get an award and to get reimbursed.  

Bear with me a moment while I switch screens to show you where to find the grant portal and supporting documents. 
--vatc.org/grants
--right hand side bar (webinars, glossary, FAQs, instructions)



BEFORE APPLYING

• RESEARCH WELCOME CENTER/PMAP OPPORTUNITES AT WELCOMEVA.COM

• RESEARCH INDUSTRY ADVERTISING CO-OPS ON VATC.ORG

• READ OVER PROGRAM TERMS AND CONDITIONS AND APPLICATION INSTRUCTIONS

• REVIEW LIST OF ELIGIBLE/INELIGIBLE EXPENSES FOR THE PROGRAM

• BUILD OUT YOUR MARKETING PLAN BASED ON YOUR MATCH AND WHAT YOU WILL SEEK 
REIMBURSEMENT FOR IF YOU GET AN AWARD.

• REVIEW 10% FUNDING LIMITS FOR CERTAIN EXPENSES

• DRAFT YOUR APPLICATION IN WORD AND THEN COPY TO THE APPLICATION PORTAL

• IDENTIFY AND GATHER DMO LETTER OF SUPPORT

Presenter Notes
Presentation Notes
Spend some time reviewing all the program documents like the Terms and Conditions and Application instructions before you apply.  You can’t just sit down on the last day the applications are due and get it done.  You’ll need to do some research, get letters of support, and review what types of expenses are eligible.  One thing to remember is that this is a reimbursement program.  No funds are granted up front.  There are specific requirements you must meet to get an award and to get reimbursed.  

Bear with me a moment while I switch screens to show you where to find the grant portal and supporting documents. 
--vatc.org/grants
--right hand side bar (webinars, glossary, FAQs, instructions)



LET’S WORK TOGETHER!
REACH OUT TO THE DESTINATION DEVELOPMENT TEAM

REACH OUT TO THE GRANTS TEAM
FUNDING PROGRAMS OVERVIEW: VATC.ORG/GRANTS

QUESTIONS?

DESTINATION MARKETING ORGANIZATION PROGRAM
VTCDMOGRANT@VIRGINIA.ORG

MARKETING LEVERAGE PROGRAM, VA250 PROGRAM, MICROBUSINESS PROGRAM
VTCMLPGRANT@VIRGINIA.ORG

SPECIAL EVENT & FESTIVALS PROGRAM
VTCSEFGRANT@VIRGINIA.ORG

Presenter Notes
Presentation Notes
We have specific email address for each program and we are happy to take questions to these inboxes.  By July 16, all the information will be posted to vatc.org/grants for you to review and to start preparing your applications.  Applications will open at 9am on July 16th and close at 5pm on Thursday August 22nd.  Award notices will go out October with a public announcement in November. 

Before we sign off and take questions, I want to pop over to the website vatc.org to show you a few navigational tips on how to get to the grant programs and documents. 

mailto:VTCDMOGRANT@VIRGINIA.ORG
mailto:VTCMLPGRANT@VIRGINIA.ORG
mailto:VTCSEFGRANT@VIRGINIA.ORG
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