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PROGRAM GOALS 

• More people, staying longer, 
spending more money 
 

• Strategic marketing 
investments 
 

• Leveraging resources  
through partnerships 



MEASURING SUCCESS 

Visitor research (demographics, activities, attitudes) 
 

Economic impact 
 

ROI/attitude and awareness 
 

Web analytics 
 

Social engagement 
 

Partner investment 



$20.2 Billion in Visitor Spending 

Nearly 200,000 Jobs 

$1 Billion in State Tax Revenues 

$597 Million in Local Tax Revenues 

Visitors contribute $4.4 Million Per Day 

        in State and Local Tax Revenues 

NC Households save $435 in taxes due to visitor spending 

2013 RECORD YEAR FOR NC TOURISM 



DIRECT VISITOR SPENDING IN NORTH CAROLINA 
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ACTIVITIES OF NC OVERNIGHT VISITORS 

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%

Biking

Theme park

Golf

Special events/Festivals (e.g., Mardi Gras, hot air balloon…

Wine tasting/winery tour

Casino/gaming

Fishing (fresh or saltwater)

Bird watching

Art galleries

Nature travel/ecotouring

Nightclub/dancing

Gardens

Hiking/backpacking

Old homes/mansions

Wildlife viewing

Museums

Urban sightseeing

Historic sites/churches

State/National Park

Fine dining

Rural sightseeing

Beach

Visiting friends

Shopping

Visiting relatives

2.4% 

2.7% 

3.0% 

3.2% 

3.2% 

3.3% 

3.5% 

3.7% 

3.8% 

4.2% 

4.4% 

5.0% 

5.3% 

6.5% 

6.5% 

9.7% 

10.0% 

10.7% 

10.7% 
14.8% 

16.3% 

18.9% 

19.4% 

22.2% 

30.2% 



STATE OF ORIGIN OF NC OVERNIGHT VISITORS 

NC 30% 

SC 8% 
FL 8% 

VA 7% 

GA 7% 

PA 5% 

NY 4% 

TX 3% 
OH 3% 

TN 3% 
NJ 3% MD 2% 

Other, 17% 



AVERAGE TOTAL TRIP SPENDING BY 

OVERNIGHT VISITOR PARTIES 
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PARTNER MARKETING DOLLAR ALLOCATION 

100% in NC, 
33% 

75% in NC, 
29% 

50% in NC, 
20% 

<25% in NC, 
8% 

25% in NC, 
10% 



PROMOTING TRAVEL IN NC: PARTNERSHIPS 



RESEARCH 

• Fast Facts 

• Economic Impact 

• Visitation 

• Lodging 

• International 

• Tax Data 

• County Level Statistics 

 

nccommerce.com/tourism/research 

 

 



WHO WE ARE TALKING TO 

 Mom, Wife, Daughter, Sister, Friend, Co-worker 

 

• Females 35-54 

• HHI $75K+ 

• Wears many hats and  

frames her life in 

context of loved ones  

and friends 

 

 

 



VISITNC.COM 



VISITNC.COM 



BRAND ADVERTISING 



PROJECT 543 



SOCIAL MEDIA 



MEDIA STRATEGY 



LEVERAGING RESOURCES  

THROUGH PARTNERSHIPS 

Media Spending 
Division Media Budget: $3,380,000 
 

Partner investment: $2,100,000 
 

Final Budget: $5,480,000 
 
In Kind Media Partners 
Division: $280,000 
Media Partners: $3,391,000 
 
Total Value: 
$9,126,000 
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PR WINS 

 



Looking for help. 



Where am I? 



Who shouts for you? 



Connect what you see. 
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