WESTERN NC TOURISM RECOVERY
CAMPAIGN UPDATE

May 12, 2025



STATEWIDE RESEARCH OVERVIEW



VISITOR SPENDING IN WESTERN NORTH CAROLINA
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Presenter Notes
Presentation Notes
Visitor spending in the mountain region saw dramatic increases post-pandemic as visitors wanted to be outdoors and enjoy all the assets that our mountains have to offer.  We saw spending in rural destinations increase across the state and certainly in western NC.

In 2023 visitors to the Mountain Region spent 7.3 billion, about 20% all spending in the state.


QUARTERLY SHARE OF VISITOR SPENDING
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Presenter Notes
Presentation Notes
We also know how important Q4 is to the mountain region.  Nearly a third of mountain spending occurs in the fourth quarter, the majority in October…$2.1 billion.

This is our early estimate of losses from the hurricane, while we know that many communities will take much longer to recover.


DURATION OF HURRICANE TOURISM IMPACTS
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Presenter Notes
Presentation Notes
We have worked for years with Tourism Economics on various projects including our annual visitor spending estimates.  They have previously studied the effects of other hurricanes and we are currently working with them to develop estimates of potential losses based on county and seasonal analysis we’ve already done.



WESTERN NC DEMAND DATA
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VACATION RENTAL OUTLOOK

North Carolina - Guest Nights Booked as of May

of 2024 & 2025
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*Only representative of bookings January-April of 2025.

Average Length of Stay
2023 - 3.7 nights
2024 - 3.7 nights
2025 - 3.5 nights

Booking Lead Time*
2023 - 57.0 days
2024 - 53.3 days
2025* - 30.2 days
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Presenter Notes
Presentation Notes
LAST UPDATED: May 2025 (Monthly)

In a similar vain, we get six months of future booking data for shared economy rentals so you can see here that these rentals are pretty flat from last year, but with shorter booking windows, that means there is more time to get those bookings for later in the summer and fall.

For the Smoky Mtn region, you can see that your current bookings are a bit below the same time last year…about 7% under 2024 through October.
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Presenter Notes
Presentation Notes
I wanted to provide a chronological summary of the last year in terms of Hurricane recover marketing and research.

In addition to our economic research, it’s important to understand what potential travelers perceive the status of the recovery to be so that we can market appropriately.

As part of our regular analysis of the awareness of our paid media efforts in mid October, we added some hurricane perception questions to get a quick understanding of perceptions and misperceptions of the status of travel in western North Carolina. This was done by SMARInsights.  Research was fielded in our core and secondary markets, as well as several test markets over the period of October 14-20.



INITIAL RECOVERY RESEARCH

Visitor Perception Data



CHANGE IN LIKELIHOOD TO VISIT

Likelihood to Visit North Carolina (Extremely Likely & Somewhat Likely)
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Presenter Notes
Presentation Notes
Likelihood to visit, inclusive of all markets, fell from 31% in August to just 27% in October.

Of the 47% who are not at least somewhat likely to visit North Carolina in the next year, a third say it is because of concerns about storm damage from Hurricane Helene. 

Across all target markets, this nets to 15% of all travelers not likely to visit the state in the next year because of the storm damage. 



Knowledge of Hurricane Impacts

Flooding reached historic levels

Mountain towns will take months to recover
[t will be months before the state is ready for visitors

Large areas of the state are without running water

Many areas of North Carolina like Raleigh and Charlotte are open and...

[ would be interested in traveling to the state to support the survival of small...

Traveling in the state is impossible because roads are washed out

The impact of the storm is limited to select counties in Western North Carolina

Much of the state is without power

Areas of North Carolina are already back to normal after damage from...

The beaches of North Carolina were unaffected

I would be interested in traveling to the state to volunteer for clean-up efforts
Travel to the state is unsafe

The state doesn’t want visitors during the recovery period

There is not cell phone service in much of the state

The central part of North Carolina was unaffected
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Presenter Notes
Presentation Notes
This research, fielded in mid-October show how prevalent the misperceptions of hurricane damage were and still are.  For instance, only 22% of those in our markets think that the central part of the state was unaffected.  And only 32% think that the beaches were unaffected.  More than a third thought that much of the state was without power.  And so on…



MOUNTAIN STATUS MAP
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Presenter Notes
Presentation Notes
Recovery Marketing Update | VisitNC.com Travel Advisory

Statewide view of the interactive Travel Advisory map provides site visitors and prospective travelers with a better understanding of the areas most affected by Helene, and those areas less affected that are ready and welcoming visitors. 

When zooming into the map, the status for each community is noted in a popup that also provides a direct link to that community or county’s destination marketing organization where more detailed local information is readily available. 

This interactive map has been a very effective tool for partners and prospective visitors, and also received notable exposure from media outlets when Visit NC spokespersons are appearing on national and local media such as the Weather Channel and Accuweather.



PUBLIC RELATIONS
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These North Carolina Towns Are Open And Need Your
Business

“We appreciate your support to our local economy this fall, as we rely on this season heavily!

By LisaCericola Updatedon October 13 2024 ® @

GARDENAGUN

ARTS & CULTURE

Get a Jump on Holiday Shopping and Bolster North Carolina Artists

4 . 9 3
Who Need Help InThis Article e
From Black Mountain to Asheville to Boone to Chimney Rock, Richian
creatives in Western North Carolina need support during what Franklin
would have been their busiest season
By AMY BRECOUNT WHITE Cashiers
QOctober 16, 2024 3 ci
Ay Earn 2 Ways On 2-
O0O0Ree Robbinsville .\Tight Stavs
i d register, then earn u;
Brevard oinian & ¢ 2
to 4,000 bonus points on each
Shelby stay.
TaCa apply.
Murphy
Hayesville
Hendersonville ;
PHOTO: VISIT SMOKIES
JOIN NOW
MNorth Carolina is a beloved travel destination all vear round, especially in the MARRIOTT
fall and early summer, when its natural beauty really shines. While much of BONVOY.
the western part of the state is still recovering from widespread devastation
caused by Hurricane Helene, some areas are open for business and in need of

visitors.

Visit North Carolina has released a helpful interactive map that shows the
most up-to-date road closures, areas that you should avoid, and where it is
safe to travel. (Check out DriveNC.com for more detailed information on
road closures.) Based on that information, we've rounded up our
recommendations on where to go, what to do, and where to stay.

If you do decide to travel, be sure to double check any reservations or plans
before leaving, as this information is changing frequenthy.

a at Marshall High Studios for the annual haliday market. Due to flood damage from Helene, the studi
restoration, but the Marshall Handmade Market will continue this year at Odonata Farm in Mars Hill, North Caralina RELATED: The 15 Most Beautiful Places In Morth Caroling, According To Locals
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Presenter Notes
Presentation Notes
https://www.southernliving.com/north-carolina-towns-open-post-helene-8729190��https://gardenandgun.com/articles/get-a-jump-on-holiday-shopping-and-bolster-north-carolina-artists-who-need-help/��


PUBLIC RELATIONS

GARDENAGUN

These Western North Carolina C(T);;Eanunities Are Open and Need Your N ATl O N AL

Patronage This Fall G EOG RAPH IC

“Above all, your presence shows that the outside world cares”
b =

By ELIZABETH HUTCHISON HICKLIN

October 23, 2024 "POINTS GUYE) news  cReDITcARDS:  POINTS+MILES-  TRAVEL+  TOOLS~ et O

In the aftermath of Helene, Asheville tells tourists: "We're

£ IO D ) 7 open for business'
| $200 DELTASTAYS :

Hurricane Helene ravaged parts of the popular tourist destination during its peak season. But hospitality businesses are steadily
STATEMENT CREDIT opening again with a focus on the Christmas season.

. Learn More ) By Sara Murphy
October 25,2024

NEWS 0O X g ¢

Following Hurricane Helene, these western North Carolina
towns are open and eager for tourists

Jason Frye
0Oct. 24,2024 - 8 min read

Downtown Waynesville, North Carolina.

1 5 hen you are approved through our site, and this may impact how or
ds, but our analysis, reviews, and opinions are entirely from our Great offers from our partners



Presenter Notes
Presentation Notes
https://www.nationalgeographic.com/travel/article/asheville-hurricane-helene-tourism-industry��https://gardenandgun.com/articles/these-western-north-carolina-communities-are-open-and-need-your-patronage-this-fall/��https://thepointsguy.com/news/western-north-carolina-towns-open/��https://archive.tveyes.com/18120/3072150-174201/4a13c54d-92c3-43a2-8c55-9915c8dbb050/TWC_10-22-2024_09.38.32.mp4

https://gardenandgun.com/articles/these-western-north-carolina-communities-are-open-and-need-your-patronage-this-fall/
https://thepointsguy.com/news/western-north-carolina-towns-open/
https://www.nationalgeographic.com/travel/article/asheville-hurricane-helene-tourism-industry

North Carolina Welcomes Visitors Back After Helene

9 RALEIGH, NC |

PUBLIC RELATIONS

D IR

TOURISM RESILIENCE

NORTH CAROLINA’S COMEBACK: OPEN AND READY FOR VISITORS

St~ WEATHER CEMMAND

’ tO LFORECA‘:‘I’

Cumel | ON THE TV APP

PARTS OF NC MOUNTAINS READY TO WELCOME TOURISTS

mee 9:40  Norwalk 10a # 65° 11a #* 70° 12p #* 72° 1p # 76°
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Presenter Notes
Presentation Notes
https://archive.tveyes.com/18120/3072150-174201/4a13c54d-92c3-43a2-8c55-9915c8dbb050/TWC_10-22-2024_09.38.32.mp4

https://www.accuweather.com/en/videos/how-helene-has-impacted-north-carolinas-tourism-industry/388a1ca8-52cb-49a3-b40b-c2b1eaf4214b��https://www.youtube.com/watch?v=dHTghO1n6n0

https://archive.tveyes.com/18120/3072150-174201/4a13c54d-92c3-43a2-8c55-9915c8dbb050/TWC_10-22-2024_09.38.32.mp4
https://www.accuweather.com/en/videos/how-helene-has-impacted-north-carolinas-tourism-industry/388a1ca8-52cb-49a3-b40b-c2b1eaf4214b

FALL COLOR MINI CAMPAIGN

Southern Mountain Communities



RECOVERY MINI-CAMPAIGN | SOUTHERN MOUNTAINS FALL COLOR

Initial post storm mini-campaign promoting
Fall through October 31

PLANYOUR VISIT THNGSTODO  CITIES & REGIONS woun S oen anmvaans e Q
12 largely less affected destinations

“Take a Fall Trip and Uplift a Whole Region”

Instagram, Pinterest and organic social

HENDERSON GOUNTY
L

Select target markets in NC, SC, GA, - ——" \»
TN and AL

Customized VisitNC.com landing page
featuring all 12 partner destinations
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Presenter Notes
Presentation Notes
Recovery Marketing Update | Southern Mountains

As it became apparent many destinations in the far western and southern portion of the mountains were far less impacted by Helene and were ready to welcome visitors for the important fall travel season, Visit NC implemented a paid and organic social campaign through the end of October to promote informed and responsible travel to the area.

Partner destinations  included the Eastern Band of the Cherokee Indians, Franklin & Nantahala, Highlands along with Cherokee, Clay, Graham, Haywood, Henderson, Jackson, Polk, Swain and Transylvania counties.

High level campaign details include:

Instagram, Pinterest and Organic Social
Flight dates from 10/18-10/31
In-state markets of Charlotte, Triangle, Triad and Wilmington
Out of state markets of Birmingham, Atlanta, Augusta, Greenville/Spartanburg, Columbia, Charleston, Myrtle Beach and Knoxville




RECOVERY MINI CAMPAIGN | OWNED AND ORGANIC CHANNELS
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2,205 likes
October 16

@ Add a comment..d

visitnc @ - Follow
MNorth Carolina

visitnc @ How can you support Western North Carolina

communities? Plan your trip to our mountain towns that are
open! You can help to support local businesses and catch fall

color in the mountains. #

Before you head out, check drivenc.gov for road updates.

? @grahamcountync ss: @waterfall_hillbilly

? Polk County
? @visithenders
? @visithaywo

? @uis:th[gmar]

Edited - 2w

Qv

130 likes

6 days ago

@ Add a comment...

outdoor.nc « Follow
Western North Carolina

outdoor.nc Thanks to the hard work of the incredible crews
across Western North Carolina, certain public lands and many
roadways in the mountains of NC are beginning to recpen
following Hurricane Helene. For example, within the last
couple days the Mational Park Service has reopened a 20-mile
stretch of the Blue Ridge Parkway in the Blowing Rock and
Boone area (Milepost 285.5-305). And last week, the popular
stretch of the Pisgah Ranger District in the Brevard area that
winds through Pisgah Maticnal Forest up Highway 276 past
Looking Glass Falls, also started welcoming guests again. As
these areas begin to reopen, be cautious - restoration work is
still ongoing and will take time. Here are a few other things to
keep in mind:

O Plan ahead and prepare: Check with land agencies before
you head out, so you know exactly what areas are and aren't
open.

O Be patient: While many main roadways have reopened,
some side roads and facilities remain closed as crews make
repairs.

O Take extra caution: Because there are so many miles of
trails, rangers say they haven't yet been able to assess the
safety of the full extensive trail network in Western Morth
Carolina. If you do venture out on the trails, understand you
could encounter "landslides, tree-debris and washed-out

zartinne ar hridnas ™



Presenter Notes
Presentation Notes
Recovery Marketing Update | Owned and Organic Channels

Continuing to be very active getting the message out on our owned channels,  including both Visit NC and the Outdoor NC initiative. ��




RECOVERY MARKETING UPDATE | SOUTHERN MOUNTAINS

Initial post storm mini-campaign promoting

h Carolina

Fall throu gh OCtOber 3 1 /Vc PLANYOURVISIT THINGSTODO EITIES & REGIONS G EVENTS i E-NEWS U TRAVELGUIDES X 1-800-VISITNG Q

12 largely less affected destinations

'SUPPORT NC'S SOUTHERN MOUNTAINS

Mountain Views National PArk Trips (1).ipg

“Take a Fall Trip and Uplift a Whole Region”

Instagram, Pinterest and organic social TAKE A FALL TRIP AND UPLIFT A WHOLE REGION

North Carolina’s southern mountains, which were largely unaffected by Hurricane Helene, rely heavily on tourism to support its economy. Your visit this fall, a peak season for this area, can
have lasting positive economic impacts. The below areas are ready to welcome you with brilliant foliage, seasonal events, local shops, and family-run restaurants and inns.

Select target markets in NC, SC, GA, TN and AL

= = = 0 i Y. ' s a0 vl " ies. P
Customized VisitNC.com landing page S o D | e e

views, delicious dining and local shopping. in abi out the gallery-filled streets. waterfall ﬁ

featuring all 12 partner destinations =3
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Presenter Notes
Presentation Notes
Recovery Marketing Update | Southern Mountains

As it became apparent many destinations in the far western and southern portion of the mountains were far less impacted by Helene and were ready to welcome visitors for the important fall travel season, Visit NC implemented a paid and organic social campaign through the end of October to promote informed and responsible travel to the area.

Partner destinations  included the Eastern Band of the Cherokee Indians, Franklin & Nantahala, Highlands along with Cherokee, Clay, Graham, Haywood, Henderson, Jackson, Polk, Swain and Transylvania counties.

High level campaign details include:

Instagram, Pinterest and Organic Social
Flight dates from 10/18-10/31
In-state markets of Charlotte, Triangle, Triad and Wilmington
Out of state markets of Birmingham, Atlanta, Augusta, Greenville/Spartanburg, Columbia, Charleston, Myrtle Beach and Knoxville




RECOVERY MARKETING UPDATE | SOUTHERN MOUNTAINS
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@

visitnc &
North Carolina

visitnc & How can you support Western North Carolina
communities? Plan your trip to our mountain towns that are
open! You can help to support local businesses and catch fall
color in the mountains. ¥

Before you head out, check drivenc.gov for road updates.

? @grahamcountync w: @waterfall_hillbilly
? @visitcherokeecounty_nc
? @claycomntchamber

? @brysoncity

? @discoverjacksonnc

? @discoverfranklinnc

? Cherokee Qualla Boundary
? @explorebrevardnc

? Polk County

? @visithendersonvillenc

? @visithaywood

? @visithighlandsnc

Edited - 2w

visithendersonvillenc

2w 5 likes Reply
discoverjacksonnc ¥ ¥ ¥ ¥ o
2w 3 likes Reply
carolinaboundadventures Thank you @visitnc! The sun is V)

shining in Bryson City, the final wildflowers are blooming and

T N S %) S S

o€ Liked by visitlexnc and 2,207 others

October 16

@ Add a comment...



Presenter Notes
Presentation Notes
Recovery Marketing Update | Southern Mountains

Organic social post representative of the campaign. 


DEDICATED MOUNTAIN RECOVERY CAMPAIGN

$9 Million, Full Year



RECOVERY CAMPAIGN | PAID MEDIA

Mountain-focused recovery paid media
* Four seasons Nov ‘24 - Oct ‘25
* Top markets of origin for region
* Proximity to state
* NC, SC, GA, FL, TN and AL
* Plus International

Piedmont and Coast messaging benefiting
from modest Core budget increase
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NO WINTER BLUES
HERE, JUST PINKS
AND PURPLES.

Our best way to get back
is for you to come back.
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Presenter Notes
Presentation Notes
Recovery Marketing Update | Paid Media

Topline overview of our work to quickly leverage the $5 million in recovery funds to the fullest, and with a great sense of urgency. 

Looking to make a difference immediately, and also with a view to extend through all four seasons.

Four seasons Nov ‘24 – Oct ’25
Top markets of origin for region and proximity to state –  based on level of funding to ensure impact and effectiveness

NC, SC, GA, FL, TN and AL�
If additional money is received, we’d look to expand the footprint further
(TX, KY, IL, PA, NY and NJ among other top markets for the region)

Heidi Walters will also be leading the effort to address perceptions, and misperceptions, among our international audiences

Recovery funds provide flexibility within Visit NC’s Core budget and the ability to boost Piedmont and Coast messaging and help address misperceptions about conditions in those regions as identified by SMARInsights in a post-storm survey.



MOUNTAIN RECOVERY HOLIDAYS 2024



RECOVERY MARKETING | MTNS HOLIDAY CAMPAIGN

WHY WALK WHEN YOU INSTEAD OF WATGHING
GAN RIDE IN A WINTER A HOLIDAY MOVIE, FEEL
WONDERLAND? LIKE YOU'RE IN ONE.

i ' : i | ' PR Our best way to get back
is for you to come back. : : : T is for you to come back.

Our best way to get back A
is for you to come back.

yto getbaek
‘to come back,*

Visit North Carolina

Visit North Carolina

Visit North Carolina
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Presenter Notes
Presentation Notes
Recovery Marketing | MTNS Holiday

Our Holiday creative rotation of our Winter flight supporting Recovery wrapped on December 31. Here is some of the creative from that flight.

Overarching campaign tagline for the initial phase is “Our best way back is for you to come back.”
Dedicated campaign landing page on VisitNC.com complements the ongoing travel advisory page that has been live during and after the storm. 

Top markets of origin for the mountain region have been prioritized based on the level of funding to ensure impact and effectiveness, and they include:
NC, SC, GA, FL, TN and AL. 
VA was added to the above states as part of the seasonal co-op advertising partnership with the North Carolina Ski Areas Association.



RECOVERY CAMPAIGN | WINTER SOCIAL MEDIA

visitnc &
Handersonville, North Caralina

visitnc ® Full moon tonight. Are you ready for it...? @

% : Henderson Mills River Valley
Bw

paclogrossiconsulentediviag

s visitnc and visithendersonvillenc
layers with a queen on top!

®

Vince Guaraldi Trio + Linus And Lucy
Su 1lke Reply

mjnissan gy 4r visitnc & Step into a holiday movie in @visithendersonvillanc
at their Home for the Holidays celebration. Take a carriage
ride, support local businesses and enjoy the ever-popular
Peppermint Bear Scavenger Hunt! §§ ‘3

Tw

(3]

Bw 1like Reply

A
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wheretostaywithadrienne
6w 1like Reply

I
chousndchatior PP Can't miss holiday events

6w 1like Reply

clt.living & Hendersonville looking like Christmas town USA
2.0 good job guys [

3

10w 1like Reply
marthalerjewelers & w

6w 1like Reply —  View replies (1)

bossytravell & Nice pic§
Gw Reply

coleman_concierge & Count me in for a carriage ride. ™
10w 2likes Reply

e

heliconiaproductions Wow grandadsapples @@ love our sweet little town! o

B Reply 10w 1like Reply
v.m.hewitt NOW ¥, that's a

chellsealately When is it?
Bw 1like Reply o <@

&

10w Reply

O ® 09 P

north_pgh_photography Ing
Sw Reply a chellsealately When is the next carcling event? o
10w Reply
% swiftwebmasters Moon was
Gu Reply . gemmy70 @ Will any stores or restaurants be open for o
Christmas D
View insights ayt
9w Reply
O G ? travelguidesasheville & We love @visithendersanvillenc! »

There are so many lights throughout downtown, this is going
to be a great event 4

10w 2likes Reply

@ © Liked by visitnantahalanc a
January 13
Hendersonville's |

@ agaacommen. Home for the Holidays s

? Hendersonville, NC

View insights

Qv W

4] - Liked by nctripping and 445 others
December 13, 2024

26

@ Add a comment..




RECOVERY CAMPAIGN | HOLIDAY STREAMING AUDIO

30

They say “tis the season for giving.” So how about
you give you and yours a new tradition, like a trip to
the mountains of North Carolina? We’re open and
have all the holiday trimmings. Fresh cut trees.
Check. Twinkling Lights. Check. You? Well, you're on
our wish list, because the best way for us to get back
is for you to come back. Sounds like a great gift for
us all and a chance to say, “Bless our hearts,

everyone."
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Visit North Carolina

YOU'RE ON OUR WISH LIST

Plan Your Visit
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Presenter Notes
Presentation Notes
Recovery Marketing Update | Piedmont and Coast

Streaming audio.




MOUNTAIN RECOVERY WINTER 2025



RECOVERY MARKETING | MTNS WINTER ADS

ENJOYWHAT —. DEGLARE A SNOW DAY,
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NO WINTER BLUES
HERE, JUST PINKS
AND PURPLES.

Our best way to get back "
is for you to come back. Visit North Carolin ||,
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Presenter Notes
Presentation Notes
Recovery Marketing | MTNS Winter

After the Holiday leg of the flight wrapped, we switched to winter creative, showing some of the breadth of experiences to be had beyond the Holidays. This creative is currently live and will run through the end of February for the Mountains.  This campaign ran from January 1 through February 28. 





RECOVERY MARKETING | MTNS WINTER ADS
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NO WINTER BLUES
HERE, JUST PINKS
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Our best way to get back

is for you to come back. Visit North Carolina ||/
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View All NC Ski Resorts - North
Carolina Ski Resorts

Come Ski And Snowboarnd With Us In Morth Caroding
There's Something Here For Everyonsg, There's
something here for everyons: Beginners, Skiers
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e
SWIPE UP TO GO SKI NC

@ LEARN MORE



Presenter Notes
Presentation Notes

After the Holiday leg of the flight wrapped, we switched to winter creative, showing some of the breadth of experiences to be had beyond the Holidays. This creative is currently live and will run through the end of February for the Mountains.

Recovery Marketing Update | Partnership with NC Ski Areas Association

Concurrent with the Holidays and Winter efforts will be Visit NC’s annual co-op program with the NC Ski Areas Association featuring all the ski resorts in the state.

Recovery funds will boost this effort significantly too.

Geotargeted in similar fashion to top markets of origin for winter snow sports travel including: NC, VA, SC, GA, FL, TN and AL.

Also utilizing a national targeting approach to paid search.

Weather dependent, but current plan is for a November 25 launch in advance of Thanksgiving and extending through February.

With the planned increase in investment and exposure for these resorts that help fuel winter visitation, fingers crossed for snowy landscapes and clear roads.
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CAMPAIGN PERFORMANCE

[s it Working?



POST-HURRICANE INCREMENTAL LIFT

Media investment generated nearly 90,000 influenced trips after Hurricane Helene.

e Of the 530,000 out-of-state trips influenced by North Carolina paid media throughout 2024, just
10,000 of those occurred in the last quarter of the year.

* Targeted investment in-state to drive recovery after the hurricane influenced nearly 80,000
trips from residents.

Post-Hurricane Incremental Travel
Inc: .1% Inc:

6.1%
Cost per

Influenced
Trip

50.2% Post Hurricane Aware Incremental Influenced Media
44.1%

Recall HHs Travel Trips Spending

gt‘:t;"f' 25% 11,958,189  0.1% 10,761 $368,241.48 $34
3.1% 3.2%
— In-State  41% 1,284,929.02 6.1% 78,882 $79,397.16  $1
Out-of-State In-State

Unaware M Aware
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Presentation Notes
You’ve seen that we began hurricane perception research soon after the storm and this research was the basis of our mountain recovery campaign.  Through our regular, ongoing awareness and effectiveness study, though it had only been about 6 weeks of the special campaign, we were already seeing results.  While overall Q4 visitation was down from normal years, our targeted investment in-state saw nearly 80,000 visits from residents in addition to the 10,000 out-of-state visits.

Knowing that trip planning

Hurricane Perception Insights from 2024, Continuing hurricane perception studies in 2025 �	 	-Nod to Strategic Plan / Ways to get more regional data in hands�		- talk to how the surveying will evolve throughout 2025, and impact on work�



SOCIAL REPUTATION TRENDS FOR NORTH CAROLINA

Polarity of social conversations (100/+100)
% Natural Disasters in total Conversations —— Destination Net Sentiment Score

100 100%
80 70 0%
58
60 80%
A ) 0
40 32 10%
| &)
|7
0
1 Hurricane A
Helene
0 v 3 50%
-0 Strike at 40%
Tornados Charlotte airport
0 Safety issues 30%
49%
= » 0%
4 “ 3% Sk
0, 240
80 2% 2% 20% k] 19% 18% = % A 10%
13% 13% 12% %  B% , A
10% ) 0 b % 1%
9% ™ 8%
10 Ty a8 TAOSA gy o Sh o oo O o we W e Bhoy S By T %

WAt gt Bt et geant oY et qeet gt gt gt gt et et et gant it

Note: The Travelsat Net Sentiment Score measures the polarity of social conversations about the destination from a scale of -100 to +100 (% of positive - .
34 % of negative social mentions) ﬂc

Source: MMGY Travel Intelligence & TravelSat, 2025



REASONS FOR DISINTEREST IN VISITING MOUNTAIN REGIONS

Feb. 2025
M Jan. 2025
M Dec. 2024
H Nov. 2024

40%

28%

24%

21%

17%

17% 17%
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10% 9% oo
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readiness after the
hurricane

Base: Potential travelers who are not interested in North Carolina’s Mountain Regions (n=130)
Source: MMGY, 2025
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Presentation Notes
We have completed four monthly tracking studies in our primary markets to understand travel intentions and perceptions of the state and mountain region.  

You can see here highlighted those hurricane-related reasons for not being interested in visiting the region in the next year.  Concern about the region’s readiness improved from November of last year to January, but fell back in February.  We did see a small uptick in concern about the destination’s accessibility, in January, which remained flat in February, but this was not a statistically significant increase so we will continue to monitor these data.

As compared to the 18% for the Mountain region, 7% of visitors not interested in the Coastal Region say it’s because of concern about readiness after the hurricane and 3% of visitors not interested in the Piedmont Region say it’s because of concern about readiness after the hurricane. So there is still work to do in these other regions to combat misperceptions.



MOUNTAIN RECOVERY SPRING 2025



MOUNTAIN CREATIVE | SPRING FLIGHT

SPRING IS A TIME SPRING IS IN
OF RENEWAL, FULL BLOOM
INGLUDING OURS AND S0 ARE WE.

Our best way to get back Our best way to get back
is for you to come back. is for you to come back.

Visit' North Carolinal &+

SPRING IS IN THE
MOUNTAIN AIR

Our best way to get back
is for you to come back.

Visit North Carolina
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Presentation Notes
Flight Dates: 3/3/25 - 4/27/25

Markets:
In-State
South Carolina
Georgia
Florida
Tennessee
Alabama
Evaluating also adding certain key DMAs,
like NYC and DC

Media Mix:
Paid Social Media: Facebook, Instagram, Pinterest
Paid Search: Google, Bing
Display + Digital ads
Streaming Audio: Spotify
TV/Streaming Video


RECOVERY CAMPAIGN | SPRING AUDIO

“Spring Cleaning” :30

The birds are chirping. The days are getting longer. And
everything’s starting to bloom, including us. So, instead

of spending your Spring organizing your sock drawer or
alphabetizing those spices, how about you plan a trip to
the mountains of North Carolina instead?

We guarantee it will be more rewarding because the
best way for us to get back is for you to come back. Now
that’s sure to put a spring in your step. See what I did
there? For real, visit North Carolina.
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Recovery Marketing | Spring Creative

As mentioned, this week we began to market Spring in the mountains. Here is an initial sample of what our display, paid search and paid social creative will take after.



FAIRYTALE :30
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DRY FALLS :15
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MOUNTAIN RECOVERY SUMMER 2025



MOUNTAIN RECOVERY | SUMMER CREATIVE

SUN'SOUT
IGE GREAM I

Visit Nofti"l Carolina ¢ Visit North Carolina

carousel frame 1 carousel frame 2
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https://www.visitnc.com/for-real-discoverers

KH: https://www.visitnc.com/for-real-discoverers


RELAXING & REFRESHING :30
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NO BAD DAY :|5
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GO WITH THE FLOW
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CAMPAIGN PERFORMANCE

[s it Working?



WESTERN NC RECOVERY | AD CAMPAIGN SNAPSHOT

Performance highlights October through April
* 307,932,610 paid impressions
* 978,800 visits to mountain campaign landing page

* 2,682,027engagements w/ Facebook and Instagram posts

(likes, comments, shares, clicks)

SPRING IS IN
FULL BLOOM
AND S0 ARE WE.

Our best way to get back
is for you to come back.

Iy
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(OPTION B STAT SLIDE)

WESTERN NC RECOVERY | AD CAMPAIGN SNAPSHOT �
Leveraging incremental investment provided by the Legislature to inspire travel to western NC mountain region.

Launched as soon as last October in select markets and in support of select destinations less affected by Helene to help save as much of the vital fall season as possible.

A few stats from the campaign:
Nearly 292 million paid media impressions
886,778 web sessions to campaign landing page focused on mountain region travel
Nearly 2.4 million engagements with our paid social efforts on Facebook and Instagram


WHAT'S NEXT

Campaign Updates



FALL SEASON CAMPAIGN

» Ads will go live last week of July.

* PR program around the one-year
anniversary:

o Hosting national and international
media and travel influencers throughout
the summer/in advance of the
anniversary.

o Satellite Media Tour to discuss recovery
and promote travel.




CAMPAIGN APPROACHES

Brand Campaign (thru June 2025) Mountain Recovery
3
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Scott�Here's how we're going to balance our Brand Campaign 'For Real' with the Mountain Recovery Campaign moving forward to help all parts of the state out.

A heavier investment in May & June can help address the perception challenges with the effected regions. This also allows us to pick up where Hurricane Relief 1 ‘left off’. �
Reducing the Hurricane Relief over the Summer allows us to keep a consistent presence, while also maintaining a ‘flat’ holistic investment level over these 6 months. �
Investment levels would then taper down in November – when travel volumes are lower. We also have a higher Fall investment than previous years. During this test period, we don’t recommend further increasing investment.
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