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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



RECOVERY RESEARCH

• Test messaging to use in the near term as well 

as to determine when to move back to regular 

campaign messaging

• Visitor sentiment among top markets, including 

travel intentions, information awareness on 

recovery efforts and to establish a baseline to 

monitor shifts in sentiment

• Research to understand the messaging needs 

for encouraging visitation to Piedmont and 

Coast

• Research will include a quarterly full survey 

and monthly performance trackers for 6 

months



PUBLIC RELATIONS



PUBLIC RELATIONS



PUBLIC RELATIONS

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



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 



RECOVERY MARKETING | MTNS HOLIDAY CAMPAIGN



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."



RECOVERY MARKETING | MTNSWINTER ADS



RESULTS THUS FAR
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POST-HURRICANE INCREMENTAL LIFT
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Out-of-State In-State

Post-Hurricane Incremental Travel

Unaware Aware

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

• Within the first six weeks of the targeted media campaign, nearly 80,000 in-state trips and 
more than 10,000 out-of-state visits were influenced.

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



CAMPAIGN IMPACTS

Ad Awareness 53% 46%

Ad-Influenced 
Visitor Spending $1.865B $815M

Visitor Spend Per Media 
Dollar Invested $310 $144

State and Local Taxes Per 
Media Dollar Invested $28 $13

Source: SMARInsights 2025

2023 2024
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I am concerned about the destination's readiness after the hurricaneI am worried about accessibility to the destination

Wave 1 Wave 2 Wave 3 Wave 4
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Base: Potential travelers who are not interested in North Carolina’s Mountain Regions (n=130)

REASONS FOR DISINTEREST IN VISITING MOUNTAIN REGIONS
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MOUNTAIN CREATIVE | SPRING FLIGHT
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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



THANK YOU
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