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nce the stuff of sci-fi, vir-
tual reality is fast going 
mainstream. The technology’s 
ability to offer immersive expe-
riences in genuine virtual envi-

ronments is transforming how many compa-
nies and organizations think about work. 

Donning a headset and motion sensors, 
school children enter Fantasia-like worlds 
and interact with peers from around the 
globe. Neurosurgeons explore MRIs by 
touring models of their patients’ brains, 
enabling them to search for tiny details that 
may otherwise go unobserved. Patients 

use apps to undergo pre-procedural virtual 
MRIs, thereby reducing anxiety and chances 
of claustrophobia. Real estate agents guide 
long-distance home buyers through VR 
walkthroughs from thousands of miles away. 
And these are just a few of the possibilities. 

Given the technology’s revolutionary 
potential, forward-thinking businesses in 
Coastal Virginia are adapting the technology. 
The following five companies and organiza-
tions are putting VR to work in new and fas-
cinating ways. The results have the potential 
to create and transform entire industries.   

Making

Reality
Visions

a
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l

THESE COASTAL 
VIRGINIA BUSINESSES 
AND ORGANIZATIONS 
ARE USING VIRTUAL 

REALITY TO 
REVOLUTIONARY ENDS

By Eric J. Wallace

O
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HRVA Homes, Norfolk 

Watching the rise of VR, HRVA Homes Lead Real Estate Agent Erin 
Ward thought of military families. Having spent 24 years as a military 
spouse, she’d hopped from base to base and moved an incredible 19 
times. The stress was immense. With limited time for searching, the 
family sometimes ended up in homes and neighborhoods that looked 
different from what they’d seen in pictures. 

If only she and her husband could’ve toured homes in advance. VR 
could make that a reality. 

Phoning a friend and agent in San Diego in 2017, Ward learned more 
about the technology. With a comparatively small investment, she could 
begin offering clients online virtual tours from afar. The walkthroughs 
would help distant buyers narrow their search and reduce the number 
of homes they’d need to visit in person. 

In late 2018, Ward bought a 360-degree video camera, goggles and 
related software. Together, the bundle cost about $5,000. By December, 
she was ready to post her first video.    

Ward says the results put traditional 2D photo tours to shame. 
Carrying the camera on a selfie-stick, she walks through homes room 
by room, cataloguing features like floors, ceilings, fireplaces and win-
dows. Next comes the grounds. Lastly, she gets footage of the surround-
ing neighborhood. 

Interested buyers can use their own headset or request that Ward 
mail them one of hers. They then set up a time to connect online where 
Ward will lead them on a ‘walk’ through the home. Rendered into a 
virtual environment, the space can be explored—potential buyers can 
open doors and closets, zoom in on crown molding and so on.

Ward says the technology enables her to establish a better connection 
“than I normally would with a client that’s not here in the local area.” 
Furthermore, she says, “You’re saving time. You’re being more produc-
tive. And you’re definitely not losing out on this fast-moving market.”   

To date, Ward has made videos of more than 100 homes. She has sold 
a handful to buyers that have never visited in person, including a mili-
tary family from Nebraska. HRVAHomes.com

Hampton Police Department, Hampton

Law enforcement officers at the Hampton Roads Police Department 
have partnered with J&F Alliance Group Inc. to help take virtual, 
military-grade training programs and equipment to the next level. Using 
state-of-the-art VR headsets and weighted e-guns that handle and kick 
like real pistols, officers immerse themselves in highly stressful digital 
environments like school shootings or armed robberies. Their task is to 
diffuse the scenario. 

And we’re not talking arcade or GameStop level stuff here. Developed 
at the NASA Langley Research Center, the patented bio-cyber physical 
system, BioPhyS, is one of the most advanced in the world.  

Heart monitors and brainwave sensors collect biofeedback. Software 
then uses the data to create physiological performance metrics and a 
responsive environment. As an officer’s stress levels rise and execution 
begins to drop, they encounter obstacles designed to restore peak per-
formance. The training teaches them to better control their reactions.

“Basically, you’re teaching people to self-regulate in high-stress situa-
tions,” says J&F Co-founder and Corporate Operations Officer JarMarcus 
King. In a nutshell, “it’s the idea of challenging someone to produce a 
particular physiological pattern and reinforcing them for doing so.”

Though currently still under development, King envisions a product 
with a broad range of uses. For instance, it could help soldiers train for 
war or firemen prepare to enter burning buildings. In more mundane 
applications, it might enable rookie police officers to experience rou-

HRVA Homes

Hampton Police Department
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tine traffic stops, with virtual avatars responding positively or nega-
tively according to feedback from bio-signals.  

Hampton Chief of Police Terry Sult calls the partnership a win-win 
scenario. On one hand, it ups the ante for police training throughout 
the world. Meanwhile, benefits for his department are immediate.  

“If we can [use BioPhyS to train] under scenarios that require 
judgment in the use-of-force scenario,” Sult said in a 2018 statement, 
“then it will help officers to de-escalate situations, understand what 
their body’s going through and be able to focus better and control the 
adrenaline rushes that come with that. They’ll be prepared for it.” 

King expects to bring BioPhyS to commercial markets later this 
year. JFAllianceGroup.com

Angela Costello Group (formerly Ad Air), Poquoson 

Founded in 2014, the Hampton startup attracted worldwide atten-
tion when it contracted with U.S. mega band Matchbox Twenty to 
stream live virtual reality concerts in 4K resolution. Using the Swivel 
VR app, viewers could toggle between vantage points—including posi-
tions on the stage itself—and catch 360-degree views from each. They 
could even snap photos for personal use or sharing on social media. 

The event was unprecedented. Though concerts had been filmed 
with 360-degree cameras before, like a movie, viewpoints were lim-
ited and pre-defined. What Ad Air created was the world’s first fan-
controlled concert experience. It felt less cinematic, more like the 
real thing. 

One of the band’s managers, Nick Lippman, described the medium 
as providing “a way for fans to keep coming back and reliving the 
[event] a different way each time.” 

“That’s the beauty of VR—it allows the viewer to create their own 
experience,” says Chief Creative Officer and former Ad Air Vice 
President Angela Costello. Her company, Angela Costello Group, 
took over Ad Air’s entertainment division in 2019. “We’re expanding 
the possibilities for what [this technology] can be,” she says.

Ad Air originally gained notoriety for its SkyNet aerial security 
surveillance system. Tethering 360-degree cameras to balloons, it 
could monitor large crowds at festivals and events with unparalleled 
efficiency. The experience led to contacts in the entertainment indus-
try and discussions about new coverage formats. Costello helped 
develop apps and produced the Matchbox Twenty concerts.

She says the company’s work with the band—not to mention 
entertainment titan, MGM—will set the bar for future video concert 
experiences and spur a new industry. SwivelVR360.com

Angela Costello Group

Given the technology’s 
revolutionary poten-
tial, forward-thinking 
businesses in Coastal 
Virginia are adapting 
the technology.

COVABIZ 35-45 VIRTUAL REALITY_BLOCKCHAIN 5_19.indd   37 3/18/19   8:45 AM

W W W. C O V A B I Z M A G . C O M      29

W    meno
f

What exactly constitutes a Woman of 
Distinction? Is it an innovator who dares 
to pioneer a new path? Perhaps an hon-
orable leader who breaks barriers? Or 
an emerging voice who works to make 
a positive impact in her community? 
The answer is yes and then some. 

In selecting honorees for their 
31st Annual Women of Distinction 
awards, the YWCA of South 
Hampton Roads uses a scientific 
rubric when considering each 
candidate. The organization con-
siders a Woman of Distinction 
as someone who has made 
a significant difference in 
her community or the larger 
world; inspires others and has 
achieved outstanding suc-
cess in her field by breaking 
new ground or old barriers; 
showing vision, creativity and 
initiative; being a leader or 
role model; and participating 
actively as a volunteer. 

Women of Distinction 
encompass remarkable traits 
and have accomplished a mul-
titude of inspirational achieve-
ments. But one thing they 
each have in common is their 
passion for eliminating rac-
ism and empowering women, 
which matches the overall 
mission of the YWCA. Turn 
the page to meet this year’s 
outstanding honorees.

Distinction
YWCA honors nine 

local ladies working 
to eliminate racism, 

empower women 
and promote peace, 

justice, dignity and 
freedom for all

By Angela Blue, Grace Silipigni 
and Melissa M. Stewart

Photography by David Uhrin

Lisa Howard,  
President and CEO of E3
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eople don’t like talking about 
things that either make them 
think too much or make them feel 
too much,” asserts Neisha Himes. 
“They’d rather talk about the safe 

things and the surface things and not 
go too deep.” 

That’s why she favors spoken word po-
etry—a word-based performance art—
for bringing awareness to issues that are 
important to her. “With spoken word, 
you’re allowed to go as deep as you 
want,” she says. “Generally spoken word 
is very raw and transparent. I have yet 
to meet a spoken word artist who writes 
with limitations. It allows the rawness, 
and it allows the brutal honesty.”

Performing under the name Beauti-
ful Dizaster, Himes uses these traits 
of spoken word to bring to light issues 
stemming from racism, police brutality, 
children being taken from their parents 
at the border, the mistreatment of 
women and—a topic that she’s person-
ally familiar with—domestic violence. 

Himes was involved in an abusive 
relationship for five years, during which 
time she suffered a concussion and two 
broken ribs. At one point, the physical 
abuse had ceased, but her abuser was 
still exhibiting control over her. “The 
insecurities, the name-calling, things 
like that,” she explains. “Even though I 
knew it didn’t feel good, I associated that 
because he stopped putting his hands on 
me, that meant the abuse had stopped.” 
He also forced her to give up open mics. 

“I stopped performing, not recogniz-
ing at the time that it was part of isola-
tion where I would eventually cut off my 
friends,” she says. When she decided to 
tell her own story of domestic violence, 
spoken word seemed the obvious and 
most powerful method for sharing. “I 

didn’t know how to come out and say, 
I’ve been a victim of domestic violence 
for all these years and nobody knew—
none of my friends knew,” she remem-
bers. “So I wrote about it and performed 
it, and I just remember breaking down, 
couldn’t even get through it. I think it 
was a different way for people to hear 
someone’s truth. It is still, to this day, 
easier for me to tell my story that way 
than just sitting down and having a 
conversation about it.”

Himes says that, at first, she started 
telling her story because she was angry. 
“I had all these feelings I didn’t know 
how to deal with, and I felt like I had to 
tell my story. There had to be a reason 
why I went through all of that.”

She became determined to make a 
difference and started seeking employ-
ment at organizations or shelters where 
she could work with domestic violence 
victims. “I either didn’t have the right 
degree or it wasn’t paying enough to 
sustain a family” (Himes has a son 
and daughter). Still, she knew that she 
wanted to do more, so she took matters 
into her own hands by starting the 
nonprofit G.R.O.W. Foundation in 2016. 
The foundation (Girls Recognizing 
Our Worth … One Voice At A Time) 
was formed to connect individuals and 
families affected by domestic violence 
with the resources needed to lead a safe 
and productive life free from abuse. “I 
started my own organization with the 
mindset that no college degree can tell 
you how to survive domestic violence. 
Who’s going to tell me I don’t have the 
qualifications to do it?”

Then in 2017, Himes found a way to 
help domestic violence victims through 
her career. She joined the Norfolk Com-
monwealth Attorney’s Office as a legal 

secretary and now holds a position as 
their domestic violence victim/witness 
advocate. Knowing that she’s making a 
difference each day in the lives of survi-
vors is fulfilling, although the work can 
be emotionally draining.

“I think I underestimated how dif-
ficult it would be,” she expresses. “Even 
when I was a legal secretary and seeing 
pictures from crime scenes, it was trig-
gering. If I saw a picture of a woman 
or a man with a black eye, which—it’s 
common—I would have to get up, walk 
around the office, take a breath.” Now, 
she says, she has, unfortunately, gotten 
used to it. “Seeing pictures of black 
eyes, it’s … I don’t want to say normal, 
but … it is—as far as in that world. I 
see it every day. I thought that because I 
survived it and I’ve been through it, I’m 
just going to go save everyone. I didn’t 
realize how real vicarious trauma is and 
hearing these stories almost every day.”

In addition to founding her own 
nonprofit to help victims of domestic 
violence and being a domestic violence 
victim/witness advocate, Himes volun-
teers with the Virginia Beach Justice 
Initiative as a human trafficking victim 
advocate, doing things like penpal writ-
ing and visiting female inmates or per-
forming spoken word poetry at events 
geared to human trafficking awareness.

“Essentially I’m involved in domestic 
violence every day, whether it’s my 9-to-5 
or with my organization, so there’s no 
break, and that is very mentally and emo-
tionally draining at times,” she says. “It’s 
very rewarding, but I had to learn how 
to make sure I do self-care, take a break 
and learn when to take a step back.”

Looking back seven years ago, which 
was the last time her abuser put his 
hands on her, to where she is today, 
Himes has made immense strides in 
her personal life and has had a major 
impact on the lives of others. “I didn’t 
know that I would start an organiza-
tion,” she says. “I had just hoped to heal 
myself, and then when I learned it was 
healing other people, that became my 
mission to give people a voice and let 
them know, you can and you will make 
it, you just have to believe that.”

—AB

Domestic Violence Victim Advocate, Norfolk Commonwealth Attorney’s Office
Founder/CEO, G.R.O.W. Foundation, Inc. (Girls Recognizing Our Worth) 
Spoken word poet Beautiful Dizaster

Arts, Culture & Design

P

Neisha HimesNeisha Himes
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Market
Report
BUSINESS NEWS AND COMMUNITY HIGHLIGHTS FROM CITIES 
AND COUNTIES AROUND THE REGION

By Barrett Baker

n business, as in life, there is nothing more constant than 
change. Yet, as we began planning our second edition of CoVa 
BIZ for 2020, little did we know that all of our Coastal Virginia 
businesses and lives would be upended and altered in ways 
we never imagined prior to COVID-19. Since then, our people, 
communities and organizations small and large have found 
themselves adapting on the fly to an ever-elusive “new normal.”I Our local cities and municipalities are no 

different. As our contributing writer, Barrett 
Baker, was reaching out to city representatives 
around the region to gather information for the 
market report featured in the following pages, 
those representatives were scrambling—like the 
rest of us—to respond to a fast-moving situation 
characterized by what a certain politician once 
infamously termed “known unknowns.”

Mayoral “State of the City” addresses, many 
scheduled for the early part of this year, were 
cancelled or postponed. Ribbon cuttings, grand 
openings and press conferences put on indefinite 
hold. New initiatives and announcements 
sidelined. In their place, a sense of urgency to 
respond to the needs of citizens and businesses 
facing unprecedented challenges. 

Nevertheless, life, work and even City Hall had to 
soldier on, albeit in a reduced capacity powered by 
Zoom meetings, planning, preparing and hoping 
for a successful post-COVID future. Collected 
here are some highlights of relevant news and 
information (available as of press time) from local 
cities and counties including pandemic response 
measures. As Coastal Virginia finds its way in this 
alternative reality, we can take pride in all we’ve 
built and our resolve to get our economy and our 
community, not only up-and-running again, but 
thriving for the long haul. 

—Leona Baker, Editor-in-Chief
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Mayor Richard “Rick” 
West provided the 2020 
Chesapeake State of the 

City Address on Feb. 28, 2020, 
explaining that to understand the 
state of the city today, citizens 
must understand the history of 
what has brought Chesapeake to 
where it is now. Referring to the 
Broadway musical Hamilton and 
the British defeat at Yorktown, 
he said, “We can all be inspired 
by the brave men and women 
who fought for those freedoms 
and gave so much to the changing 
world: ordinary people willing 
to rise up and refusing to throw 
away their shot.”

 
Key Figures
• All 46 of Chesapeake’s public 

schools recently achieved full 
accreditation. A comprehensive 
study is currently underway to 
look at school facility needs for 
today and the future.

• Researchers from Old Dominion 
University, as part of an annual 
survey on Coastal Virginia, 
found that Chesapeake resi-
dents ranked their quality of life 
as the highest in the region.

• Capital investments in the past 
year rose by more than $270 
million, an increase of 12%. Four 
hundred and fifty-five new busi-
nesses joined the Chesapeake 
community, adding nearly 1,700 
jobs. The city recognizes that 
the COVID-19 outbreak has had 
a devastating impact on local 
businesses and employees and 
hopes economic growth will 
continue once people return to 
work.

• Total Fiber Recovery is investing 
$49 million in a new paper recy-
cling operation that will process 
300,000 tons of mixed paper 
annually.

• SmartAsset.com ranked 
Chesapeake as one of the best 
cities in America for Women in 
the Tech Industry.

 
Talking Points
Emergency Services moves 
forward with innovative 
programs.

The Chesapeake Fire 
Department has developed an 
innovative program called Mobile 
Integrated Healthcare (MIH), 
which includes sub programs 
such as:
• The Multi-Visit Patient (MVP) 

Program that supports citizens 
who have called 911 more than 
four times in a calendar year

• The Fall Prevention Program for 
Chesapeake residents at risk for 

falls, featuring a team of MIH 
professionals who conduct fall-
risk assessments and address 
safety hazards

• The Mobile Care Clinic sup-
porting Chesapeake’s high-risk 
and medically underserved 
communities in partnership 
with Chesapeake Regional 
Healthcare and Healthy 
Chesapeake

• The Refusal of Care Follow-Up 
Program risk reduction initia-
tive to initiate patient contact 
within 24 hours of EMS trans-
port refusal to assess for wors-
ening conditions

The Chesapeake Police 
Department is giving back to the 
community through their Serve 
the City program, which provides 
volunteers from the faith-based 
community to conduct home 
renovations for those in need.

The Sheriff ’s Office contrib-
utes to the quality of life of all 
Chesapeake citizens through 
their Children Today, Leaders 
Tomorrow and Senior Support 
Seminar programs.

 
Summit Pointe offers a new 
mixed-use destination.

Located in the Greenbrier 
section of Chesapeake, Summit 
Pointe is a 69-acre, mixed-use 
community that offers premier 
office space, urban living, restau-
rants, entertainment and shops. 
Mayor Rick West called Summit 
Pointe “…the beginning of a new 
downtown Chesapeake.” The 
project represents a $300 million 
investment that will evolve over 
phases. Phase One included the 
completion of Dollar Tree’s high-
rise office tower and campus that 
will serve 2,300 employees. Phase 
two includes the first living units 
as well as retail and office space.

 
COVID-19 Response and 
Recovery

The City of Chesapeake has 
developed a COVID-19 Business 
Resource page to provide local 
businesses with everything 
they need to reopen their busi-
nesses. The page includes valu-
able resources, including a 
Hospitality Reopening Toolkit, 
a Retail Reopening Toolkit, a 
Review-Reopen-Recover Guide 
and Checklist, a Webinar Series 
and Recordings on “Comeback 
Planning,” a COVID-19 PPE 
Retooling Playbook, a Small 
Business Owner’s Guide to the 
CARES Act, COVID-19 Safety for 
Essential Businesses and CDC 
Workplace Guidance on COVID 19.

Hampton’s last State of 
the City Address took 
place on Nov. 19, 2019. 

Hampton Mayor Donnie Tuck 
talked about the meeting’s 
theme, Waves of Change, not-
ing that “For the third year 
in a row, Hampton has been 
ranked as one of the 25 most 
affordable beach towns in 
America by the financial tech-
nology company SmartAsset. 
Hampton was the only mid-
Atlantic city on the list.” Mayor 
Tuck also pointed out that 
Hampton had been ranked 
eighth on a list of waterfront 
communities published 
online by USA Today and 
one of the Best Beach Towns 
(not just affordable ones) by 
WalletHub. Hampton was the 
only Virginia city on the list.

 
Key Figures
• Hampton City Schools 

improved their number 
of schools that are fully 
accredited by 8% in 2019. In 
context, only 40% of schools 
in Hampton were accredited 
in 2015. That equates to a 
150% increase over the past 
four years.

• The region’s history, 
economy and culture are 
closely tied with the mili-
tary. Hampton is helping to 
ensure the country’s original 
Air Force Base, Langley AFB, 
will continue to serve the 
country. More than $12 mil-
lion has been spent on buy-
ing land in the base’s Clear 
Zone to prevent encroach-
ment and ensure safety. The 
Air Force has also commit-
ted more than $240 million 
in construction projects at 
Langley. In return, Langley 
AFB pumped $1.9 billion 
into the region in fiscal 2018.

• There are multiple hous-
ing projects underway, 
especially in four key 
areas: Phoebus, Coliseum 
Central, Hampton Roads 
North Business Park and 
Downtown. Home sales and 
median sale prices contin-
ued to rise, showing 43% 
more home sales in fiscal 
year 2019 compared against 
fiscal year 2015.

 
Talking Points
Hampton is taking a hard 
stance against crime.

Serious crimes in Hampton 
continue to decrease, thanks 
to a dedicated police force, 

vigilant neighborhoods and 
programs that provide posi-
tive opportunities to young 
people. Hampton had the sec-
ond fewest serious crimes per 
capita in the region in 2018 
with 40% fewer than in 2003. 
This equated to a 16-year low 
in serious crimes.

Mayor Tuck pledged to 
continue to focus on improv-
ing safety in Hampton, urg-
ing people to participate 
in R.I.S.E (Reach, Inspire, 
Support and Empower), a 
program that pairs adult 
mentors with local middle 
school boys to promote aca-
demic and social success.

 
Tourists are important to 
local businesses and the 
city budget.

Tourism numbers show a 
38% growth in visitors from 
2010 to 2018. In August of last 
year, Hampton commemo-
rated the 400th anniver-
sary of the arrival of the first 
Africans in English North 
America. The story was cov-
ered by media outlets from 
across the nation and globe.

Hampton also celebrated 
the 50th anniversary of 
the Apollo Moon Landing 
as home to the first NASA 
Center which hosted the 
original astronauts. This was 
portrayed in the 2017 block-
buster movie Hidden Figures.

In October 2019, Rosie’s 
Gaming Emporium helped 
bring residents from across 
Hampton Roads to the Power 
Plant section of the city, 
which also got star power 
earlier in the year from the 
opening of two Guy Fieri res-
taurants.

 
COVID-19 Response and 
Recovery

Hampton City Council 
authorized a forgivable 
loan assistance program 
for Hampton-based small 
businesses. The program is 
designed to help small busi-
nesses adversely impacted by 
statewide orders to close or 
significantly reduce business 
operations. Loans of up to 
$10,000 are designed to give 
Hampton businesses access 
to needed cash until federal 
and/or state assistance funds 
arrive and will be available 
until funds are exhausted or 
until Sept. 30.

Chesapeake Hampton
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Mayor McKinley Price deviated from 
tradition during his Oct. 29, 2019 
State of the City address by invit-

ing others on stage to join him in deliver-
ing remarks, saying “The State of the City 
involves more than just the mayor, city 
council and city government. Every citi-
zen, business and visitor plays an impor-
tant role in the state of our city.” Those 
individuals included Jennifer Boykin, 
president of Newport News Shipbuilding; 
Sarah Burden, a student at Heritage High 
School; Jeff Johnson, director of Tech 
Center Research Park; Owen King, dis-
tiller at Ironclad Distillery; Dr. George 
Parker, superintendent of Newport News 
Public Schools; Lt. Roberson, a graduate of 
Newport News public schools; and Jennifer 
Smith-Brown, managing partner at J. 
Smith Enterprises.

Key Figures
• Newport News public schools on-time 

graduation rate is up to 94.8%, up from 
72.9% in 2008. The drop-out rate has 
decreased from 12% to 1.8% in the same 
timeframe.

• Eagle Technologies, LLC revealed plans 
to invest more than $200,000 to expand 
manufacturing operations in their 
Newport News facility, while creating 75 
new jobs.

• Solo Inc., the maker of backpack and 
other pump sprayers, has outgrown its 
current operations in Newport News and 
is purchasing a new 64,000-square-foot 
facility in the city.

• Newport News Police are implementing 
a number of citizen outreach programs, 
and crime was reduced by 8% in 2019.

• Newport News received a $30 million 
Choice Neighborhood Initiative (CNI) 
grant from the U.S. Department of 
Housing & Urban Development to revital-
ize the Marshall-Ridley neighborhood.

• Newport News Shipbuilding, a company 
that has been operating in Newport News 
for 134 years, employs 25,000 people. 
Seven thousand of those people have been 
hired in the last three years, many coming 
from local public schools and the military.

 
Talking Points
Newport News is at the intersection of 
innovation and tradition.

Construction on Building One at the 
Tech Center Research Park began five years 
ago and includes retail, apartments and an 

80,000-square-foot facility for research that 
just opened in August of last year. As part 
of the city’s plan to develop an area where 
innovation can land and grow, the construc-
tion of Building Two is ready to begin.

 
Revitalization is the key to  
moving forward.

The Denbigh-Warwick Area Plan is an 
initiative to establish a comprehensive, 
long-range planning and development 
vision to stabilize the neighborhood and 
attract new investment.

The Four Oaks Day Service Center is 
a beacon of hope and opportunity in the 
heart of Newport News, helping people 
transition out of homelessness and into 
employment, stable housing and indepen-
dence. Programs at Four Oaks include job 
skill and workforce development classes; 
medical, mental health and substance 
abuse treatment services and resources; 
counseling on permanent housing solu-
tions; computer literacy in an onsite 
computer lab; assistance in securing docu-
ments needed to obtain housing, employ-
ment and benefits; budgeting and financial 
literacy classes; transportation to and 
from appointments, interviews and pre-
approved locations.

COVID-19 Response and Recovery
To ensure the resiliency of local busi-

ness, the City of Newport News and the 
Economic Development Authority of 
Newport News have established small busi-
ness grants to support eligible businesses 
impacted by COVID-19. This grant is one-
time financial assistance in amounts not 
to exceed $5,000. The grants will be com-
mitted and funded on a first-come, first-
served basis based on availability of funds.

The City of Newport News has also 
established an online Business Status 
Reporter so local businesses can let resi-
dents know if they are open, open under 
modified hours, closed and more. The 
information will be used to create an inter-
active web-based map to help connect local 
businesses with consumers.

newport news

Every citizen, business 
and visitor plays an 
important role in the 
state of our city.”
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CoVaBIZ presents,  
in the highest quality print and 
digital magazine format, valued 
content that both reflects and 
enhances the business community 
in Coastal Virginia and the lifestyles 
of those who drive the success of 
these businesses.

IMPECCABLE 
CONTENT  
& DESIGN

Profiling the notable 
personalities and 
organizations that 
impact in the region

An overall business 
state of region 
report from area 
municipalities.

The latest trending 
tidbits and hottest 
topics in the  
CoVa business 
community.



CoVaBIZmag.com
A dynamic dedicated website that includes 
a virtual online magazine that contributes to 
total readership while providing an interactive 
component for surveying and querying our 
readership. Additionally, the site will add more 
in-depth content and information in area events 
including CoVaBIZ events.

A  D I G I TA L
 PRESENCE  THAT 
IS THE PERFECT 
COMPLEMENT

PUBLISHED 6 TIMES 
THROUGHOUT THE YEAR

 JULY, SEPTEMBER, NOVEMBER 2021
JANUARY, MARCH, MAY, 2022

2021 Advertising Space Deadlines: 5/25, 7/25, 9/25
2022 Advertising Space Deadlines: 11/25, 1/25, 3/25

2021 Ad Approval Deadline: 6/3, 8/3, 10/3
2022 Ad Approval Deadline: 12/3, 2/3, 4/3

CoVaBIZ Break
• Receive weekly updates on business and  

networking events.
• Gain advice on topics ranging from leadership 

techniques and productivity management to 
legal and financial tips.

• Get the latest breaking business news.
• Read about Coastal Virginia’s most impactful 

business leaders—from company CEOs to 
innovative entrepreneurs.

• Stay in the loop of CoVa BIZ contests, including 
Millennials on the Move, Community Impact 
Awards and Best Places to Work.

CoVaBIZ 
Social Media
CoVa’s active social media comments with an 
audience who has grown to depend on social 
media as an important link in their world and have 
placed their trust in the CoVaBIZMagazine’s brand.

Connect with us! 

@covabiz

Published every Thursday, the CoVaBIZ Break reaches the ideal audience to promote your business/networking event or 
recognize an award, honor or promotion bestowed on a company  or employee.

Paid Featured: $125 -  Rate includes 40 words of copy and one large photo (size: 384w x 275h) in the newsletter with a link to a 
dedicated event listing on CoVaBizMag.com. 
Paid Block: $75 -  Rate includes 25-30 words of copy and one photo (size: 260w x 147h) with a link to a dedicated event listing on 
CoVaBizMag.com.  
Banner: $25 - with a minimum purchase of 4 issues (size is 396 w x 144) and links directly to your website. 
On the Move: $25  - A special highlight for new hires, promotions and accomplishments. Head shot photo size: 260w x 147h)
Name, Business, Title and 25 words of copy.
Customized Email to subscribers: $500 - Custom email promoting your events, services and/or special announcements.  
Produced to your approval.

We’ll catch you up on local business news, networking events and takeaway tips.
CoVaBIZ BREAK



Full-Page Trim 9 x 10.875 $1,750 $1,980 $2,290
Full-Page w/live area 8.5 x 10.375 $1,750 $1,980 $2,290
Double-Page 17 x 10.375 $3,150 $3,580 $4,140
2/3 Page 4.9 x 9.625 $1,340 $1,540 $1,760
1/2 Page Vertical 3.7 x 9.625 $1,150 $1,320 $1,520
1/2 Page Horizontal 7.625 x 4.7 $1,150 $1,320 $1,520
1/3 Page Block 4.9 x 4.7 $890 $1,020 $1,160
1/3 Page Vertical 2.4 x 9.625 $890 $1,020 $1,160
1/6 Page Horizontal 5 x 2.2375 $540 $620 $710
1/6 Page Vertical 2.3 x 4.7 $540 $620 $710
1/12 Page 2.38 x 2.2375 $320 $370 $420
Back Cover 9 x 10.875 $2,440 $2,800 N/A
Inside Front Cover, Inside Back Cover & Facing Pages 9 x 10.875 $2,100 $2,400 N/A

   Ad Size  Width x Height    6x    3x     1x

RATES

For more information contact us at 757-422-8979, ext. 257 or Sales@vgnet.com
Published by VistaGraphics, Inc. 1264 Perimeter Parkway, Virginia Beach, VA 23454 | VistaGraphicsInc.com

Printed 2/23/2021

CoVaBIZ Magazine is direct mailed to business leaders throughout the Coastal Virginia area. In addition it is mailed to these association 
members: Hampton Roads Chamber of Commerce, Eastern Shore Chamber of Commerce, Franklin Chamber of Commerce, Isle of Wight 
Chamber of Commerce, Peninsula Chamber of Commerce, Retail Alliance and Virginia Beach Hotel Motel Association. 
Note: This supplement will be poly-bagged with Coastal Virginia Magazine to the audiences above.

MAP OF DISTRIBUTION REGION 
HIGHLIGHTED IN BLUETotal printed circulation: 8,000 copies per issue plus unlimited circulation of online virtual magazine.

Size of Onsert Single Sheet  4-8 pages   12-16 pages  20-24 pages 28-32 pages 

COVABIZ 
ONSERTS

Let CoVaBIZ carry your marketing piece to Coastal Virginia’s most desirable demographic. Your piece will be poly-bagged, 
facing out, with the specified issue of the publication. Any size available up to 9”x10.875”. Select mailings, less than full run, 
are available with a 25% surcharge.

Cost per 1000  $195 $225  $240  $260 $275

Above frequency levels can count towards Coastal Virginia Magazine frequency levels, if contracted at the same time.

Millennials on the Move: 
Contest/Nomination Dates: 
Jan 15 – Mar 16, 2021
Results published: July 2021

Top Lawyers:  
Nominations/Voting  Dates: 
July 17 – Aug 28, 2021
Results published: Jan 2022 

Best Of Business Awards: 
Nomination/Voting  Dates: 
July 27 – Sept 9. 2021
Results published: Jan 2022

Battle of the Burgers 
June 12, 2021
Military Aviation Museum 
Expected attendance: 1,500

Millennials on the Move
July 2021
Expected attendance: 75

CoVa Best Of Party
July 22, 2021
The Founder’s Inn and Spa
Expected attendance: 1,000

Giving Back Awards/
Community Impact Awards
November 4, 2021
Museum of Contemporary Art 
Expected attendance: 150 

CoVa WineFest
February 5-6, 2022
Virginia Beach 
Convention Center 
Expected attendance: 7,000

All events listed have individual 
sponsorship packages.

KEY CONTESTSSPONSORSHIP OPPORTUNITIES


