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AGENDA

• Media Consumption Trends

• Visit NC Traveler Profile

• Key Paid Media Definitions

• Visit NC's Paid Media Coop Offerings

• Where to Start

• Q&A

• Our Next Webinar
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MEDIA CONSUMPTION TRENDS 2025

Free ad supported platforms like Pluto TV and 
Tubi are gaining popularity, growing at 10% 
annually

Younger consumers, particularly Gen Z, are 
gravitating towards creator content over 
traditional scripted TV and streaming

In Q1 2025, U.S. adults spent 66% of their ad-
supported audio time with radio, 19% with 
podcasts, and 12% with streaming audio 
services

Social media has become the main news source 
for Americans, with 54% getting news from 
these platforms compared to 50% from TV
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THE FREQUENT TRAVELER PROFILE
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KEY DEFINITIONS

• Display: A static or animated ad in a handful of standard sizes 
that appears on a website or app next to, on top of or within 
content.

• High Impact: Visually larger, more interactive, or premium ad 
placements designed to grab attention.

• Connected TV (CTV): Video ads on the “big-screen” played 
through streaming devices like Smart TVs, Roku, Amazon 
Firesticks, etc. 

• Over-the-Top (OTT): Refers to the content delivery itself; 
streaming programming accessed through iPads, mobile 
phones, laptops, etc. via the internet. OTT services include 
Hulu, Disney+, Tubi, etc.

• Pre-roll Video: Short video ads (ranging from :06-:30) that 
play before content.  Usually referring to video ads on websites 
and not on the ”big screen.”

• Native Ad: An ad meant to fit seamlessly into a website; 
matches the look, feel, and function of the content around it.

• CPM: Cost per 1,000 impressions; buying model for most media 
types.

• Impression: A single instance of an ad being served or viewed. 
This is not a unique figure.
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Inspire
Repeat Travel

AWARENESS
Introduce & Inspire

CONSIDERATION
Influence & Engage

CONVERSION
Trip Planning & Visitation

IN-DESTINATION
TACTICS



PROGRAM MAP
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Program Goal KPI Programs

Awareness Reach, Brand Recall Accuweather
Garden & Gun
OTT/CTV
Streaming & Podcast Audio
AARP
HypeAuditor (Influencer)
Linear TV

Consideration Ad Engagement, Web 
Traffic

Curated Travel Whitelist
Our State Custom Article
Our State e-News Series
Our State Dedicated e-
News
Paid Social

Conversion Trips Booked, Foot Traffic Sojern
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AWARENESS
Introduce & Inspire



LINEAR TV (LOCAL MARKET)

• Programming focuses on live tune-in moments

• Market opportunities include:

• Charlotte or Raleigh

• Greensboro

• Wilmington

• Greenville or Asheville

• Spot lengths include :05, :10 and :30

• Spot production assistance is available through 

Spectrum for additional value
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AWARENESS PROGRAMS

• Programs range from Video to Audio and 

Display tactics.

• Video programs include CTV/OTT, 

which accounts for a significant portion of 

all TV viewing hours.

• Audio inventory grants access to the 23.5% 

of all internet users who stream podcasts 

and 90% of streaming audio users.

• Display tactics provide measurable impact 

to your campaign goals.
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Program Name Asset Type

AccuWeather Display

Garden & Gun Display

OTT/CTV Video

Streaming & 
Podcast Audio

Audio

AARP Display

HypeAuditor Creator



INFLUENCER PROGRAM (HYPEAUDITOR)

Program Process: 

• Partners complete a creator intake form 

outlining their wish-list and needs.

• Luquire and Visit NC will curate a list of 10 

creators tailored to each partner's needs.

• Partners receive a detailed deck showcasing the 

curated creators with content ideas

Partner Responsibility:

• Luquire provides the curated list but does not 

manage activations.

• Partners handle outreach and execution of 

activations with the creators. 
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VISUAL EXAMPLES CONTINUED

HypeAuditor 
(Creator 
output)

AARP



VISUAL EXAMPLES
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AccuWeather

Garden & 
Gun



• OTT/CTV
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EXAMPLES CONTINUED

Outer Banks VB Audio

CTV/OTT

Streaming 
Audio + 

Podcasts

https://thinklga.sharepoint.com/sites/NCTPartnerProgram/_layouts/15/stream.aspx?id=%2Fsites%2FNCTPartnerProgram%2FShared%20Documents%2FPartner%20Programs%2F2024%2D2025%20Partner%20Programs%2FProgram%20Materials%2FDigital%20%2D%20Media%2FStreaming%20%26%20Podcast%20Audio%20Unified%20Part%2FOuter%20Banks%20VB%2FVisit%20NC%20%2D%20iHeart%20Streaming%20Audio%20%2D%20General%2Emp3&referrer=StreamWebApp%2EWeb&referrerScenario=AddressBarCopied%2Eview%2E2394567d%2D26ee%2D4a47%2Da234%2D01ceebed93af
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CONSIDERATION
Influence & Engage



TRAVEL GUIDE

• The Official North Carolina 

Travel Guide

• Digital Edition
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TRAVEL GUIDE

• Travel Guide readers are actively seeking 

new experiences and adventures.

• After engagement, 88% have a highly 

positive impression of NC. Leaving a 

favorable opinion of travel to the state.

• Visitors spend an average of $2,650 per 5 

day trip, boosting your local businesses.

• 87% find the NC Travel Guide helpful 

resource, making it a trusted tool for future 

trips.
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CONSIDERATION PROGRAMS

• These are focused on contextual alignments 

with travel-endemic websites.

• Custom Content allows for an authentic and 

native feel to advertising within a trusted 

publisher environment.

• Paid Social program allows partners to run 

ads without management burden.
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Program Name Asset Type

Curated Travel Whitelist Display & Video

Our State Custom Article Custom Content

Our State “Field Trips” E-News 
Series

Newsletter

Outside Dedicated E-News Newsletter

Paid Social Static Post, Story Ad or Video Ad



VISUAL EXAMPLES
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Curated 
Travel 

Whitelist

Paid Social
Our State 
Custom 
Article



VISUAL EXAMPLES CONTINUED
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Our State E-
Newsletter 

Series

Outside 
Dedicated E-
Newsletter
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CONVERSION
Trip Planning & Visitation



CONVERSION PROGRAMS

• Lower-funnel Sojern program identifies 

hand raisers looking for travel.

• We can report back on the economic impact 

of the paid campaign, including bookings, 

flights, hotels and more.
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Program Name Asset Type

Sojern
Display, Video & Native 

(Image + Copy)



VISUAL EXAMPLES
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Native

Pre-Roll 
Video



WE'RE HERE TO HELP
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• Speak with the Partner Programs team to obtain spec sheets for submission. 

Contact VNCpartnerprograms@luquire.com

• Have a kickoff call with our team to ensure the media plan is right for you.

mailto:VNCpartnerprograms@luquire.com


Q&A
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PORTRAIT OF AMERICAN TRAVELERS 
Next Visit North Carolina Partner Webinar

August 11, 2025



THANK YOU

29


	Slide 1: MEDIA BUYING & CO-OP INSIGHTS 
	Slide 2: TODAY'S WEBINAR PRESENTERS
	Slide 3
	Slide 4: AGENDA
	Slide 5: MEDIA CONSUMPTION TRENDS 2025
	Slide 6: THE FREQUENT TRAVELER PROFILE
	Slide 7: KEY DEFINITIONS
	Slide 8
	Slide 9: PROGRAM MAP
	Slide 10
	Slide 11: LINEAR TV (LOCAL MARKET)
	Slide 12: AWARENESS PROGRAMS
	Slide 13: INFLUENCER PROGRAM (HYPEAUDITOR)
	Slide 14
	Slide 15: VISUAL EXAMPLES
	Slide 16
	Slide 17
	Slide 18: TRAVEL GUIDE
	Slide 19: TRAVEL GUIDE
	Slide 20: CONSIDERATION PROGRAMS
	Slide 21: VISUAL EXAMPLES
	Slide 22: VISUAL EXAMPLES CONTINUED
	Slide 23
	Slide 24: CONVERSION PROGRAMS
	Slide 25: VISUAL EXAMPLES
	Slide 26: WE'RE HERE TO HELP
	Slide 27: Q&A
	Slide 28:  PORTRAIT OF AMERICAN TRAVELERS 
	Slide 29: THANK YOU

