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STATEWIDE RESEARCH OVERVIEW



VISITOR SPENDING IN WESTERN NORTH CAROLINA
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$7.3 billion in visitor spending in 2023

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
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North Carolina - Guest Nights Booked as of May 
of 2024 & 2025

2025 2024

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 

Source: AirDNA, 2025
*Only representative of bookings January-April of 2025.
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Smoky Mountains- Guest Nights Booked as of 
May of 2024 & 2025

2025 2024

Average Length of Stay
2023 – 3.6 nights
2024 – 3.5 nights
2025 – 3.3 nights

Booking Lead Time*
2023 – 56.2 days
2024 – 52.5 days

2025* -  31.0 days

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.



RECOVERY MARKETING & RESEARCH
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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
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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
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Flooding reached historic levels
Mountain towns will take months to recover 

It 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…

I 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

Agree strongly Agree

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



PUBLIC RELATIONS

14

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
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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


PUBLIC RELATIONS
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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

12 largely less affected destinations

“Take a Fall Trip and Uplift a Whole Region”

Instagram, Pinterest and organic social

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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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 
Fall through October 31

12 largely less affected destinations

“Take a Fall Trip and Uplift a Whole Region”

Instagram, Pinterest and organic social

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 MARKETING UPDATE | SOUTHERN MOUNTAINS

21

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 

23

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
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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
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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."

27

Presenter Notes
Presentation Notes
Recovery Marketing Update | Piedmont and Coast

Streaming audio.





MOUNTAIN RECOVERY WINTER 2025



RECOVERY MARKETING | MTNS WINTER ADS

29

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

30

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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Presenter Notes
Presentation Notes
Scott�Winter TV Spot



CAMPAIGN PERFORMANCE
Is it Working?



POST-HURRICANE INCREMENTAL LIFT

Inc: .1% Inc: 
6.1% 

3.1%

44.1%

3.2%

50.2%

Out-of-State In-State

Post-Hurricane Incremental Travel

Unaware Aware

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

Aware 
HHs

Incremental 
Travel

Influenced 
Trips

Media 
Spending

Cost per 
Influenced 
Trip

Out-of-
State 25% 11,958,189 0.1% 10,761 $368,241.48 $34

In-State 41% 1,284,929.02 6.1% 78,882 $79,397.16 $1

Presenter Notes
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
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Source: MMGY Travel Intelligence & TravelSat, 2025



REASONS FOR DISINTEREST IN VISITING MOUNTAIN REGIONS
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Source: MMGY, 2025

Presenter Notes
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
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Presenter Notes
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



MOUNTAIN CREATIVE | SPRING FLIGHT
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Presenter Notes
Presentation Notes
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

40



MOUNTAIN RECOVERY SUMMER 2025



MOUNTAIN RECOVERY | SUMMER CREATIVE
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carousel frame 1 carousel frame 2 carousel frame 3 carousel frame 4

SUN’S OUT 
FLOATS OUT

SUN’S OUT 
PEACE OUT

Presenter Notes
Presentation Notes


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

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



RELAXING & REFRESHING :30



NO BAD DAY :15



GO WITH THE FLOW :15



CAMPAIGN PERFORMANCE
Is 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)

Presenter Notes
Presentation Notes
(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
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Contiguous states, Northeast, Midwest, 
Mid-Atlantic

Brand Campaign (thru June 2025) Mountain Recovery
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Cable, CTV, Sponsored Content, Display & 
Rich Media, Audio, Paid Social, Paid Search

NC, SC, GA, FL, TN, AL

CTV,  DOOH, Sponsored Content, Audio, 
Display, Paid Social, Paid Search

Presenter Notes
Presentation Notes
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.





THANK YOU
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