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Shifts In Messaging & Audience Targeting
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As North Carolina’s restaurants, hotels,
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GET BACK TO A BETTER PLACE

https://vimeo.com/688110055/d1a6373fal



https://vimeo.com/688110055/d1a6373fa1

Advertising Effectiveness and ROI Study

Campaign Communication

Ratings

The North Carolina campaign rates in the top 10% of campaigns evaluated

by SMARInsights. The campaign excels at communicating its objectives.

 After viewing the Get Back to a Better Place campaign, respondents were asked to rate the
creative on a series of communication and impact attributes. The communication attributes

relate to the ads’ ability to convey the intended messages and generate interest in visiting
North Carolina.

Communication Ratings (5-point scale)
How much do you agree that these ads show a place...

That has stunning natural beauty 4.51
Where | can disconnect from the stresses of everyday life ‘ H 1 4.32
That | would enjoy going for a getaway trip ‘ H 4.30
That offers enjoyable activities ‘ H 4.29
Where | can have new experiences ‘ H 424
With a lot to see and do ‘L H 1 4.23

35 36 3.7 38 39 40 41 42 43 44 45 46

Average Good w— Excellent
({top 25%) (top 10%)
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Advertising Effectiveness and ROI Study

Ad-Influenced Trips & ROI

The campaign generated $354 in
visitor spending per dollar of media
investment.

With more than 13.4 million households
aware of the campaign and a 11% travel
increment, the Get Back to a Better Place
campaign influenced 1,090,676 trips.

Ad-aware travelers spent an average of
$1,237 per trip, for a total spending of
$1.3 billion in North Carolina.

This generated an ROl of $354 in visitors
spending and $32 in state and local taxes per
dollar of media investment.

Ad-aware visitors motivated by visiting friends and family are
remaved from the impact calculation.

Advertising Impacts

Targeted Households 30,452,188
Ad Awareness 44%
Ad-Aware HHs 13,398,962
Incremental Travel 11%
Ad-Aware Trips 1,473,885
?Lde_;rsm;g‘zc\?gRTg\ll‘l)stivated) sl
Avg. Trip Spending/Aware $1,237

Ad-Influenced Visitor Spending $1.35B

Media Investment $3,810,629
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Research Highlights — North Carolina Visitor Index




Research Highlights — Advertising Effectiveness & ROI Study

Destination Rating Likelihood to Visit

39%
= . .

Unaware Aware

84%
27%

Unaware

M Excellent ™ Good W Very likely M Already planning a trip



Research Highlights - Visit NC Community Profile Dashboard

Top 10 Visitor Origin State

Source: Zartico, Near

North Carolina Visitor Device Count
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2022 Visit NC Research

e New team member @
ARRIVALIST

* New research tools

ZARTICO
* New SMARI comp sets @

Wave 1 - creative assessment

Wave 2 - peak awareness & image hgh{}

Wave 3 - travel
Gilobal

.ADARA
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Outdoor NC

STICK T0 TRAILS AND

LVE {TASYOU FIND-[T

PLAN AHEAD AND PREPARE

¢ North Carolina is home to endless opportunities for outdoor recreation. Before you travel, learn
about your destination, its regulations and safety matters.

¢ To reduce your impact, choose lesser-known areas and avoid times of high use.

¢ Have a backup plan in case your chosen destination is crowded or parking areas are full.

¢ Pack food, water and the right clothes to protect you from the elements.
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https://www.youtube.com/watch?v=0zJE

zbfpl



https://www.youtube.com/watch?v=0zJE__zbfpI

Outdoor NC - Partner Alliance Members

Statewide Supporters

NC Green Travel

NC Wildlife Resource Commission
Cycle NC

Friends of the Mountain to Sea Trail
NC State Parks

SORBA

Trailblazer Level
Currituck Co. CVB
Explore Asheville
Jackson Co. TDA

Outer Banks VB
Randolph Co. VB
Transylvania Co. Tourism
Blowing Rock TDA
Statesville CVB

Advocate Level

Mooresville CVB

Hickory CVB

Pender Co. CVB

Chetola Resort

High Country Host

Mitchell Co. Chamber of Commerce
Lake Norman CVB

Alamance Co. VB

Swain Co. TDA

Johnston Co. CVB
Greenville/Pitt Co. CVB
Yancey/Burnsville Chamber
Discover Burke Co. CVB
Person Co. TDA

Henderson Co. TDA
Wilmington & Beaches CVB
Blockade Runner Beach Resort

Steward Level

Sylvan Sport
ENO

NC Outdoor Recreation Coalition
Nantahala Outdoor Center

Patron Level
McDowell Co. TDA



Outdoor NC - Partner Toolkit

* Print Ads, Posters & Flyers

* Videos

* Logos, Typefaces & Style Guides
* PowerPoint Presentation

* Online Course Training

« Sample Social Copy & Images

 GIPHY Stickers
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MAKE IT YOUR

T S AND OVERNIGHT RIGHT
TRASH YOUR TRASH
LEAVE IT AS YOU FIND IT
BE CAREFUL WITH FIRE
KEEP WILDLIFE WILD
SHARE OUR TRAILS

' foufnooxﬂ ‘ o Bsanme

oEi i, ; 23 e visitnc.com/outdoor-nc
" HAWKSBILEAMOUNTAIN-— % . ©Leave No Trace: LNT.org




Outdoor NC - Activity Principles Posters & Flyers

MAKE IT YOUR NATURE

MAKE IT YOUR NATURE

MAKE IT YOUR NATURE

MAINTAIN OUR BEAUTY WHEN MOUNTAIN BIKING

Let the Outdoor NC Leave No Trace Principles guide you when enjoying the
North Carol doors. Learn d by
using the QR code below.

’

lfc 0UTDOORNC.COM o st @ LENE,

REEL ‘EM IN RESPONSIBLY

Let the Outdoor NC Leave No Trace Principles guide you when enjoying the

North Carolina outdoors. Learn more ing or by using the QR
code below.

H ’c QUTDOORNC.CON o st @LENE e

REEL ‘EM IN RESPONSIBLY

Let the Outdoor NC Leave No Trace Principles guide you when enjoying the

North Carolina outdoors. Learn more at outdoornc.com/fishing or by using the QR
code below.

J >
ﬂc OUTDOORNC.COM o s @LENE,



Community Development

NE E&“:El:g-ff:“#cz About Experience the Trail Resources News & Events Submit A Site

Connecting

People with our:: ;'
Black Heritage. " « 7
Sites 5

Experience the sites and explore the stories that
celebrate the contributions of African Americans and
their significance in the cultural heritage of Northeast

North Carolina.




Retire

retire g LIFEINNG CERTIFIED COMMUNITIES INSPIRATION EXPENSE CALCULATOR

retire g LIFEINNC CERTIFIED COMMUNITIES INSPIRATION EXPENSE CALCULATOR

GHEGK AI.I. THE BUXES EXPENSE CALCULATOR

IN NORTH CAROLINA Sl CALCULATE YOUR

e EXPENSES

A booming number of retirees choose North Carolina because of its
MOVING TO + affordable cost of living. See how much you can save by moving to
the Tar Heel state or use our calculator to compare communiti

| NC Clayton-Johnston County / I

SUBMIT required

WELCOME TO THE HEAD AND
HEART.OF NORTH.CAROEINA-



Caleb Sullivan, Jackson County TDA

Amber Scarlett

\/\ //I//l

Rhonda B\\hlﬁv, E’Hhre\' Tours (TX) f

Meeting chat

@ Crowley, Stacey

® incredible!

@ Gauthier, Susan  7:40 PM
© 5o cool!

Billington, Christina  7:40 PA

Such a fun instrument to listen
to!

Last read

@ Marley, Wendy 7:4 &1
® That was beautifult @)

Gauthier, Susan

VISIT NORTH CAROLINA
NORTH CAROLINA




NORTH CAROLINA IS A LEADER IN
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Sports | Meetings & Conventions

| TRAVEL GROUP

TICKETS v EVENT INFO v 2022 EVENT v HISTORY
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QUAIL'HOLLOW CLUB

om om Charlotte, North Carolina, USA




Golf

2022 US Women'’s Open, Southern Pines
2022 US Adaptive Open, Pinehurst
2022 Presidents Cup, Charlotte

2023 Golf House Pinehurst

2024 US Open, Pinehurst




International
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NORTH CAROLINA - MOONSHINE,
MOUNTAINS & BARBECUE NORTH CAROLINA




International
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sValentine’s Day!

North Carolina - never have to travel far
to experience a first

North Carolina. In Raleigh , your client

will discover outstanding arts and culture,
renowned culinary landscape and a music
scene that inspired Rolling Stone to call ®
Raleigh “One of the Top Eight Emerging £
Music Cities in the US”.

There's no shortage of things to do insr‘




International

ICELANDAIR

BOEING 757 200

Exclusive: As RDU-Iceland nears, Icelandair CEO
expects strong demand




HEIDI WALTERS ANDRE NABORS AMANDA BAKER

Pal"tl’ler & Industry Heidi.Walters@visitnc.com
Relations Team Andre.Nabors@visitnc.com

Amanda.Baker@visitnc.com
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Film NC
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JTALLADEGA NIGHTS

THE BALLAD OF Ricky Bossy

https://vimeo.com/687709634/2f7a0010f9



Film: 2021 By The Numbers

* 91 Projects (completed “intent to film” form with state office)

» 18 projects approved for Grant/Rebate with in-state activities

e 5,400+ Crew Hires”

() -
fllf north carolina film office

S—

* 1,300 Talent Opportunities”
e 21,000 Extra Opportunities”
« $416+ Million Est. Direct In-State Spending

* Filming in all 8 of state’s Prosperity Zones

*Doesn’t include “drop-in” projects -
travel type shows that shoot 2-3 days in state (as of 2/1/22)



Direct In-State Spending (in millions)
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Total Job Opportunities

35,000

31,101

30,000

27,587

25,327

25,000

19,830
20,000

15,000

11,548

10,000 8.047

4,933
5,000

2011 2012 2013 2014 20157 2016 2017 2018 2019 2020 2021 2022

Astart of the Film & Entertainment Grant (asof2/1/22)
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Upcoming Releases (and more to come)

* “Welcome To Flatch”
Season 1 - March 17 (FOX & Hulu)

« “Along For The Ride”
April 22 (Netflix)

B o . WELCOME TO
e “Buried in Barstow

June 4 (Lifetime)

FLATCH)

 “The Black Phone”
June 24

e “Are You There God? It's Me, Margaret” BUACK PHONE
September 22 : i T

e “The Summer I Turned Pretty”
Season 1 - TBA (Prime Video)



GUY GASTER JEN VOGELSBERG

Guy@filmnc.com

Film Team

Jen@filmnc.com



mailto:Guy@filmnc.com
mailto:jen.vogelsberg@filmnc.com
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Public Relations
GO

Road Trip Alert: Wilmington to Asheville Along I-40

0;

VIDEO SHOP WELLNESS FOOD CULTURE FAMILY LIVING STYLE eee Q NEWSLETTER LOG IN

by Judy Garrison

i - . THE 15 BEST
VISITING "THE FURNITURE CAPITAL OF THE : W
DEMAND GOING THROUGH THE ROOF SINCE THE P, 2 SMALL TOWNS

— |3 e S TO VISITIN
1 2021

: ‘ I ™ BY LAURA KINIRY

== - — N =
SMITHSONIANMAG.COM | June 7, 2021, 8 a.m.



Local Love

When
Fall 2022

Where
Raleigh

Why
Mix and mingle with
Regional & National Media

Who
DMO Partners
Plus reps from Visit NC and /PR




Meet Them Where They're At
Regional Mini Media Missions

When
March - June and beyond

Where
Atlanta
Nashville
New York
More...

When
Appointments with
Regional & National Media

Who
DMO Partners
Plus reps from Visit NC and ] /PR




Seeing s Believing

When
Year round

Where
Destinations across NC

Why
Familiarize Regional & National Media
with NC destinations

Who
DMO Partners & Attractions

Plus reps from Visit NC and ] /PR
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Seeing s Believing

When
Year round

Where
Destinations across NC

Why
Familiarize Regional & National Media
with NC destinations

Who
DMO Partners & Attractions

@
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pattyleoneoficial = Following

ial U.S. National Center. Desde 2001 esse
parque proporciona mais de 30 atividades outdoor para toda a
familia Aqui vocé encontra um rio artificial para a prética de rafting
Durante o verio s3o feitas diversas competicdes e eventos.
@charlottesgotalot @visitnc @usnwc @signalflag #carolinadonorte
#visitnc #charlottesgotalot #viagemtop

jeancarlosdomingos95 Um feliz final de semana e tenha um
bom final de sexta-feira a v

tropizbeachwear_ Linda! E com energia de sobra pra viajar e
praticar atividades fisica @ OO ©

viajandocombhistoria Que bacana este lugar!

jeancarlosdomingos95 Tenha uma boa tarde desta segunda-
feira de camaval a ve




Pitch Perfect
New This Year! o
Sliding Fee Scale
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Reduced rates available for
Tier I and II counties
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2022 Tier
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MARGO METZGER VEDA GILBERT SUZANNE BROWN

Keep In Touch Share your news with our team:
We've Missed You!


mailto:media@visitnc.com

VlS%@SNFERENCE
4 & 4




SCOTT PEACOCK DANA GRIMSTEAD KATHY PRICKETT

Scott.Peacock@visitnc.com

Marketing Team Dana.Grimstead@visitnc.com

Kathy.Prickett@visitnc.com



The Official North Carolina Travel Guide $@ meredith
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the natural magic
* of theé' mountaigs.
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FIRSTS THAT LAST

Raise a glass to
* innovation and |ns;)|ra£3n
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In-state Media Partnerships

NCAB)) QPBS it
L POWERED BY THE UNC SYSTEM
— NC

3 (z?/a

Stale
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NC Tourism Recovery Pilot Program

$1.5 Million Pilot Program
Specific Rural Counties
Combat Population Loss

Visit, Stay, Live Focus




NORTHCAROLINA

- Get access to your own marketing platform On board so far
to earn and track your own impact
- Takes minutes per week—with full support from 8 regional destinations
Flip.to to get you on board
100+ lodging providers
13,000+ lodging rooms

And that’s just the start...




NORTHCAROLINA

- Plus, Visit NC has already kicked off

A
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" photo'was taken in Fall’202 Uimdowntd =

Hendersonville. We explored the down

= A :
and restaurants. The mild weather and [NEEG_—NG | ﬁ -

fall foliage were just...
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ANNEL.

We watched the sunset at Max Patch! \

picnic of Lunchables and a juice box. \j JESSICAA. S8 A N
‘Naturel'Getting away fromithe grind of eve‘:rj)‘i‘day life
to explore the unrivaled diversity of natural beauty in
NC, from the beaches to mountain tops!”

Inspired So Far

+ inspired for NC
experiences

for travelers considering
a trip to North Carolina



NORTHCAROLINA

LIZN. MARGARET D.

"Good views and food. The best is
people.”

"Living life outside and rewarding myself with a cold
craft beer after.”

gy
’
EMILYT. - NORTH ¢

Some of my.favorite memories of NC are from NCSU
football games KX The energy at the tailgates and in LOURENIMS

Carter Finley Stadium is always incredible! “The beauty of the blue ridge mountains.”




https://vimeo.com/370373864



https://vimeo.com/370373864

Objective

* Leverage the equity of FTL 1.0
e Drive and increase travel to NC

KPIs

* Increased travel to NC as a result
of our marketing efforts

* New emails with permission
to message




https://vimeo.com/luquire/review/686904300/80e3111ed4



https://vimeo.com/luquire/review/686904300/80e3111ed4

Film Locations & Topics

#DADDYDAUGHTERSHENANIGANS

Roaring:(“gap' Elkin ““‘«‘ "“ Corolla
North Wilkésboro - THE STATE THAT HEALS
THE STATE THAT HEALS :’. Winston-Salem COCOA CINNAMON U,
o Chapel Hill N uter Banks
Great Smoky < Durham . *,
Mountains _,«+* Western NC &
Asheville - * S Pittsboro -'.
RS Em T . eagrove " FIRST PLACE WHERE TIME STOOD STILL
WHAT IS A MEMORY? -
Waynesville Jb, .+ Lillington
Brevard Charlotte SEAGROVE POTTERY
QUEEN OF PISGAH

THE WAPATI OF CATALOOCHEE

Cepnnnnnna, o*

Avon

Cape
Hatteras

JACOBS FIRST MANDOLIN

Emerald Isle

NEXT GENERATION

Wilmington

Wrightsville Beach
Carolina Beach

Kure Beach




Media Strategy

Navigate
ever-changing
media / industry
landscape

O

H

Keep users
in platform -
don’t disrupt their
journey

Endemic emphasis
to ensure regional-
niche support

Boost interaction
and engagement



Channel Roles
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Channel Roles
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PAID SEARCH INFLUENCER

SPONSORED CONTENT PRINT

a Expedla GARDENCGUN
Go gl o MATADOR Cleveland Caroli
I.ZEH etwork TRAVEI'ZOO ()m State al;%ulrﬁlr?
b Bing PO S

NATIONAL \ S
ceocrapiic  Southern Living



Channel Roles

> >
'
' < SOJERN ©
< SOJERN Flip.to

@© RADTHEORENT



People’s Choice

7 VNCUpdate People'sChoiceWeb.mov

@ visitnc.com



https://thinklga.sharepoint.com/:v:/s/VisitNorthCarolina/EYpaWH9ncFJDkT2IKnt93AQBd7dCbYGowshu69KDSzhqVQ?e=TWX5Iu

https://vimeo.com/686854184/e9b2082102



https://nam10.safelinks.protection.outlook.com/?url=https%3A%2F%2Fvimeo.com%2F686854184%2Fe9b2082102&data=04%7C01%7Csgilmore%40luquire.com%7C4d98dea852e642ef299a08da062669ce%7C1e05dadd45c543078db9fe79e125ddf0%7C1%7C0%7C637829059323290392%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=m3fv6%2B9WxCzAZFkBjmCEWcKGJm%2F558C8NFJ%2FrwzUbk4%3D&reserved=0

Print Ads

&

Away We Go

Best performance by a location.

Lose yourself in
moments of
f——

orth carolina




Social Media

Lights '+ Camera “*

: o s miles of adventure await you.
Coast into a lasting adventure.

ST Watch her story. Plan yours.
firsts that las:ﬂ north carolina

SWIPE UP




Film Locations & Topics

#DADDYDAUGHTERSHENANIGANS

Roaring:(“gap' Elkin ““‘«‘ "“ Corolla
North Wilkésboro - THE STATE THAT HEALS
THE STATE THAT HEALS :’. Winston-Salem COCOA CINNAMON U,
o Chapel Hill N uter Banks
Great Smoky < Durham . *,
Mountains _,«+* Western NC &
Asheville - * S Pittsboro -'.
RS Em T . eagrove " FIRST PLACE WHERE TIME STOOD STILL
WHAT IS A MEMORY? -
Waynesville Jb, .+ Lillington
Brevard Charlotte SEAGROVE POTTERY
QUEEN OF PISGAH

THE WAPATI OF CATALOOCHEE

Cepnnnnnna, o*

Avon

Cape
Hatteras

JACOBS FIRST MANDOLIN

Emerald Isle

NEXT GENERATION

Wilmington

Wrightsville Beach
Carolina Beach

Kure Beach
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https://vimeo.com/686862128/5091af3b7a



https://nam10.safelinks.protection.outlook.com/?url=https%3A%2F%2Fvimeo.com%2F686862128%2F5091af3b7a&data=04%7C01%7Csgilmore%40luquire.com%7C4d98dea852e642ef299a08da062669ce%7C1e05dadd45c543078db9fe79e125ddf0%7C1%7C0%7C637829059323290392%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=g6WBxBYesr8U0EcrfLxhh%2FLXkzHRJO%2F2EgfExJEpzsU%3D&reserved=0

OIN US NEXT YEAR
MARCH 6-8, 2023

OMNI GROVE PARK INN
ASHEVILLE

Z A8

CONFERENCE
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