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A~ Whatis an EDPNC?

Economic Development

Product Tourism Business
Export Develobment Growth &
Assistance P Retention

Business
Recruitment

The Economic Development Partnership of North Carolina improves the economic well-being and quality of
life for all North Carolinians. We do this by collaborating with state, regional, local, and private-sector
partners in new business recruitment, existing employer support, international trade and export assistance,

small business start-up counseling, and tourism promotion.

Whether you're a visitor to our state, or if you’re looking for information about starting,
growing, or relocating your business to North Carolina—we’re here to help. We’re proud to
serve as the statewide economic development organization and are here to show you
around, connect you to the right resources, and help you feel right at home in North
Carolina.

The Economic Development Partnership of North Carolina advances the
economic interests of North Carolina’s 100 counties and more than 10
million residents, through its collaboration with state, regional, local,
and private-sector partners in new business recruitment, existing
employer support, international trade and export assistance, small
business start-up counseling, and tourism promotion.



The mission of
Visit North Carolina is:

To unify and lead the state in
positioning North Carolina as a
preferred destination for
travelers and film production
and in maximizing economic
vitality statewide.

Our mission is to unify and lead the state’s tourism efforts.



$4.6 Billion in Commercial
Lodging Revenues
e 23% increase from 2021

Vacation Rental Record
Revenues
e 27% increase from 2021

Commercial Lodging Demand
Rebounds from Pandemic
* 9% increase from 2021

The North Carolina tourism industry generated $28.9 billion in 2021, just 1 percent
below the record set in 2019.

Visitor spending increased 45 percent from 2020.

After losing more than 26 percent in employment in 2020, the tourism-supported
workforce increased 10.5 percent to 197,500 jobs. While this is good news, the figure
remains more than 18 percent below the 2019 record of 242,600.

Tourism payroll increased 19 percent to $7.7 billion.
State and local governments saw rebounds in tax revenues to $2.3 billion.

For the second year in a row, North Carolina ranks fifth among states for domestic
U.S. visitation.

On average, each North Carolina household saved $580 in state and local taxes as a
direct result of visitor spending in the state.




LATEST TOURISM RESEARCH

State of the State




2022 Year End Lodging Data

NC Airbnb/HomeAway Vacation Rentals
Commercial entire home rentals (KeyData)
Lodging (AirDNA)

Sources: STR, AirDNA, KeyData 2023

e

Lodging Analysis — Year end 2022
Commercial lodging continued to improve in 2022, while rentals, both shared and
traditional, .continue to be affected by increased supply or room nights available.
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Lodging Recovery —vs. 2019

Whenreviewing lodging data as compared to pre-pandemic, commercial lodging demand
growth is still slower than other lodging. Statewide in 2022, 7 months, particularly towards
the end of the year, had demand numbers higher than seen in 2019, but three-year growth
for commercial lodging still lags behind that of home rentals.




Guest Nights Booked as of 2/10/23
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In terms of vacation rentals, we are able to look at current bookings through KeyData. As
of early February, guest nights booked at vacation rentals are down about 12% from the
same time last year. Of course, there is still plenty of time to market and get these
bookings, but one thing to note is that the average booking window is currently the same
as last year —about 211 days. As well, the length of stay booked is about the same as last
year — 6.8 nights this year as compared to 6.9 nights last year.




LATEST TOURISM RESEARCH

Visitor Mindset
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FIRSTS THAT LAST COUNT ON ME NC DRIVE-THRU OUTDOOR NC GET BACK TO A
VACATIONS Make It Your BETTER PLACE
Nature

Shifts in Messaging & Audience Targeting

As a state, we typically would only change our messaging strategy every two or three
years based on consumer sentiment. However, the pandemic forced us to go through
several specific campaigns ranging from public safety to getting people back into a
traveling mindset.

We are currently back to our Firsts That Last campaign, but we will launch a new one in
2023 based on the latest research into consumer sentiment and behavior.




CONCERNS ABOUT PERSONAL SAFETY DURING TRAVEL WITHIN U.S.

Question: Typically, when you travel in the United States how concerned are you about your personal safety?
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DETERRENTS TO TRAVELING IN THE PAST 6 MONTHS

Question: In the PAST SIX (6)
MONTHS, which (if any) of the
fellowing have kept you from
traveling more than you would
have otherwise preferred? (Select
all that apply)

(Base: All respondents, 4,025 completed surveys.

Data collected Janvary 16-21, 2023.)

Destination ¢ Analysts

Travel is too expensive right now

Gasoline was too expensive

Personal financial reasons

Airfare was too expensive

Safety concerns - risk of contracting the COVID virus
I'm too busy at work

The pandemic is not 100% over

Not enough PTO//vacation time

Crowds - too many people traveling

Health/lliness

Weather

The possibility of flight cancellations

Safety concerns (other non-COVID related)
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Sold out/Mo reservations available
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INFLATION & TRIP CANCELLATION

How much de you agree with the following statement?

Statement: Recent inflation in consumer prices has led me to cancel an upcoming trip.
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WHAT FUELS AMERICANS’ DESIRE TO TRAVEL

% Top 2 Box

Question: Please think deeply about what Quality time with friends and /or family [ N 71.2%
motivates you to travel. Create memories [N 7 C.6%:
Experience new place: | 6.4

What really fuels your desire to travel Escape the pressures of daily life [ N 6.7 %5
now? (Be honest! Use the scale to tell us Recharge and rejuvenate [ NNRNRNEEEE 3. 17
how much each fuels your motivation) Connect with nature and the outdecrs [ NG 5.7

Visit places where historical or interesting things happened _ 49.6%
Food /culsines — 49.0%
Opportunity 1o learn and expand my perspective [ NG 4 9.0%
Living in the moment. Carpe Diem. [ N RN RN <5.5%
Specific hobby, activity or personal interest _ 43.2%
Chance to have romantic, sexual or amorous experiences _ 40.8%
Concerts and /or music festivals _ 31.9%
The arts (museums, art exhibitions, theater, dance, ete.) _ 31.4%
shepping [N 25.5%
Sporting events (professional, college, youth etc.) - 24.5%
FOMO - Fear of missing out on travel experiences others enjoy - 20.2%
Partying, nightclubs and bars - 17.7%
Bragging rights (e.g., "Instagram-worthy” experiences) - 17.2%
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(Base: All respondents, 4,025 complefed surveys. Data
collected January 16-21, 2023.)

Destination 4§ Analysts




Travel Sentiment Indices:
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Destination ¢Ana lysts

CURRENT TRAVEL SENTIMENT INDEX
Current financial situation

Now as a good time to spend on travel
Travel prices restricting travel now
Overnight and day trips taken in past month

FUTURE TRAVEL SENTIMENT INDEX
Personal financial outlook (next 12 months)
Travel spending as a future budget priority
Excitement to travel (next 12 months)
Expected leisure trips (next 12 months)

Current travel sentiment
grew sharply early in
2022, but retracted as
inflationary pressures grew.
This month the index again

grew sharply.

Future travel sentiment had
remained relatively stable
throughout 2022, but has
moved forward in the past
two months.
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MOVING FORWARD

Marketing Campaign
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The Piedmont

Mountains Coastal Plains

Partnerships: Key to being able to compete more effectively; making the most of every
dollar invested.

We work continually with all 100 counties from mountains to the sea.

We have 200 plus industry partner contacts across the state, at least one in every county,
have access to Visit North Carolina’s Extranet to help ensure data is current and accurate
for their own communities. Partners include other state departments including State Park
and Agriculture for agritourism. These partners include regional economic development
organizations as well as host groups.

Currently 15,522 property listings and 9,747 events within and benefiting from being a
part of Visit NC’s extranet database which share their information (for free) on our website
and in our Travel Guide.

We have as many as 50 partners join us for media missions in places such as New York; for

trade events in Toronto and at the American Bus Association annual meeting as well as at
TEAMS, the largest meeting of sports events planners.

18
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Local tourism offices have access through our ‘extranet’ to make sure their information is

up-to-date and accurate on our website (VisitNC.com). Industry partner contacts across the
state, at least one in every county, have access and are tasked with ensuring data is current
and accurate for their own communities. This makes VisitNC.com the most comprehensive

site for visitor information in the state. We also partner with departments of state
government including State Parks and Agriculture for agritourism. Additional partners
include regional economic development organizations as well as regional ‘host’ groups.
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Average Trip Spending
Out-of-state visitors to North Carolina spend seventy-one percent more on average per trip
than resident visitors, particularly in the categories of lodging, gasoline/transportation and

food/beverage.

Therefore, the out-of-state visitor also has the highest economic impact to the state.




Other, 16.9%

Maryland, 2.0%
Texas, 2.6%
Tennessee, 2.8% __
Ohio, 2.8%

North Carolina, 34.8%

New York, 3.5% B

Pennsylvania, 3.6%

Georgia, 5.4%

Florida, 6.0%/

South Carolina, 9.6%

While in-state visitors are the largest percentage, out-of-state visitors make up nearly two-
thirds of all overnight travel to North Carolina.

Most local tourism offices across the state (our partners), focus on bringing more in-state
visitors to their area. It is the largest slice of the pie and the easiest to target. But that
strategy leaves out the majority of visitors to the state.
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Paid Media Partners

Our core paid media budget is invested in digital and print advertising. We have a heavy
focus on digital while still offering print co-ops which are very popular with local tourism
offices. We emphasize cost-effective reach and frequency strengthens awareness and
preference for North Carolina.

Print
We maintain top performers and co-op packages frequently focusing on priority markets of
Atlanta, D.C., and others.

Digital Media Partners
Mix of networks, sites and tactics to balance branding and awareness with driving traffic to
VisitNC.com and converting that traffic to downstream referrals to our partners’ websites.

Branding & Awareness

We employ high-impact tactics to increase exposure of the overall VisitNC identity and to
our current campaign (e.g., rich media, pre-roll video)
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Site-Traffic Drivers
We tap vehicles that drive cost-efficient traffic to VisitNC.com in order to enhance overall

visitation (e.g., CPC-based media)

Conversion Drivers
And we incorporate strategies that generate qualified traffic to VisitNC.com and convert
users based on desired actions such as downstream referrals to our partners’ websites.
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All our efforts are collaborative. This also relates to our decision-making process.

Official North Carolina Travel Guide

Destinations, attractions (840) and accommodations (3,945) listed for free. 174-page guide,
500K copies distributed annually. NC travel industry advertisers investing more than
$700,000. As a result, the Guide is published at no expense to the state.

Instate Media Partnerships

Partnerships with in-state media associations and organizations allow us to promote North
Carolina and VisitNC.com to residents without competing with local tourism office
advertising efforts.

We're continuing to market in-state via our partnerships with the North Carolina Press
Foundation, North Carolina Broadcasters Association, PBSNC’s NC Weekend and the NC
Outdoor Advertising Association.

They are essentially PSA campaigns, or non commercial sponsor agreement with Visit NC

investing approximately $300,000 annually and receiving in return an estimated $3-4
million dollars in exposure annually.
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ERPERIENCE FIRSTS THAT LAST IN NORTH CAROLINA v n
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Print Co-Op Example

Here’s an example of a directory spread for Garden & Gun which featured a number of our
mountain partners.




A CTI VE TRA VE L E R EXPLOREMONTANAY

VISIT GUTSIDEINFO.COM

OD

W o stante, b

Feurset = ks et
[ -
AT s T

Adventuradife com
[y
AVRLLR CE0tE T L "

Advertising Co-ops | Non-Branded Print

Sample spread from Outside magazine demonstrating the ease at which a small advertiser
and their investment can get lost among various size ads from different destinations and
attractions from other states or countries.

Compared to a unified, branded look showcasing only North Carolina partners.
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Nearly All Counties Join Our Co-op Programs

2022 Partner Participation:
Total Partners: 166
Counties Represented: 70
Tier 1 and 2 Partners: 106
Partner Funds Invested: $2,137,629

More than 150 organizations across the state spend their funds as part of our marketing co-
op programs either in joint advertising, sales and media missions, our state travel guide or

in RetireNC marketing efforts.



- People’s Choice contest
March-April

= Brand campaign

August - November

= Film Series Competition

September

Firsts That Last 2.0 | Campaign Components

The campaign had three major components, all of which centered around a collection of
commissioned documentary films depicting a diverse array of North Carolina "Firsts." The
campaign did ultimately shift due to the timing of receiving Recovery funds from when the
campaign was initially planned for.

* The People’s Choice contest, which wrapped in mid-April and generated initial buzz for
the Film Series across our owned and organic channels.

* The Core, ongoing brand campaign with heavy support in paid media and intended to
inspire travel. This began running in August upon receipt of Recovery funds and will wrap
in November.

* And then finally the Film Series Competition which wrapped in September, where an
overall winner was selected by way of popular vote. The winning film was Jacob's First
Mandolin
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Campaign Performance

1. Increased travel to NC:

+ Campaign returned $217 in visitor
spending per dollar of media
investment

e The ROI in state and local taxes
was $20:1

2. New emails:

- Grew database by 20%
- nearly 20,000 new subscribers
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VisitNC.com | Performance Highlights
Another critical performance measure for our marketing efforts is the traffic we drive to
VisitNC.com, and in turn the referrals we provide to our North Carolina travel industry

partners’ own websites.

* VisitNC.com attracted nearly 5 million visits.




Direct in-state by productions
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NC Film Update

* 2022 ended up falling short of our expectations to hit $300M, and a few projects had
their audits completed earlier than usual and their spending was less than expected (to
which they credited to the efficiencies of our state)

* None-the-less, it is still the 6t highest total since the state first started offering
any sort of incentive to attract the industry

* (see notes on next page for list of key productions that filmed in the state in
2022)

* Already have production underway in 2023
* Electric Love — made for tv/streaming movie for Paramount +
* A Biltmore Christmas — made for tv/streaming movie for Hallmark Channel
(Christmas 2023)

* Tough Love with Hilary Farr

* Blue Ridge — modern-day western/law enforcement show for the INSP Network
* Summer Camp — independent feature about a Summer Camp Reunion (like
recently released “80 for Brady”)

* Continuing to work with/assist the Film Partnership of North Carolina as they expand
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their workforce development program (will start having participants in the Winston-Salem
area, in addition to Wilmington, in 2023)

Expect to be joining a partner for desk visits before the end of Q1 of 2023

Will be in Los Angeles area for AFCI Week (a recruitment and professional development
conference for film commissions worldwide) March 27-30

Will be part of ceremonial groundbreaking for new purpose-build sound stage addition to
Dark Horse Studios in Wilmington (March 2023)

Recent & Upcoming releases:
* Welcome to Flatch--- available on Hulu
* Heaven Sent (filmed as Second Time Around) --- debuted on Pure Flix in January
* Are You There God? It's Me, Margaret -- coming to theaters 4/28/23
* The Summer | Turned Pretty — Season 2 — Amazon Prime Video Summer ‘23
* To-Be-Named Please Don’t Destroy Feature — coming to theaters 8/18/23
* ABiltmore Christmas — Hallmark’s Countdown to Christmas (Nov-Dec ‘23)
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In all, the greater Wilmington area has seen production
spending eclipse $576 million over the past three years.
The Summer | Turned Pretty (Amazon Prime)

Our Kind of People (FOX)

Hightown (Starz)
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‘An act of
mindfulness with
every catch’

2.5M Print Circ.
42M UVPM

-- Ana Shellem-NYT: 2.5 million print, 42 million digital

NY Times feature on N.C. fisherwoman stems from
Visit NC's New York Media Mission

As a result of her participation in Visit NC's media mission to New York City in October,
commercial fisherwoman Ana Shellem is featured in the digital edition today (Wednesday)
in the New York Times’ “She Harvests Shellfish and Helps Protect Them .” Representing
Wilmington and Beaches CVB alongside the CVB's Hannah Almeter, Shellem was one of
several culinary specialists who contributed to a seafood-focused lunch hosted by Visit NC
in Manhattan. The event was attended by consumer and travel media as well as Visit NC's
extended team at J Public Relations, which is based in NYC. Conversations at the event
resulted in J/PR pitching Shellem to freelance writer Shivani Vora as part of the Times'
International Women and Leadership section. The resulting piece highlights North Carolina
oysters and shellfish harvested in Wrightsville Beach as well as several restaurants that
serve Shell'em Seafood: Wilmington's Second Glass and Seabird, and Raleigh's Poole's and
Death & Taxes. The New York Times digital edition reaches 42 million unique visitors per
month; the article is expected to run in the print edition in the coming days, which reaches
another 820,000 paid subscribers.
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‘Magical Island
Getaways’

27M UVPM

Wrightsville Beach among ‘Most Magical Island
Getaways’

In its “The 30 Most Magical Island Getaways in the
United States,” Good Housekeeping included
Wrightsville Beach, the Brunswick Islands and the
Outer Banks. GoodHousekeeping.com sees 27 million
unique monthly visitors.

Of Wrightsville Beach, at #4, the article noted, in part,
"Dolphins are regularly spotted in the channel at
Wrightsville Beach. We repeat: frequent dolphin
sightings. If you're still not sold, remember that bucket
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list dream of learning to surf? Time to check it off."
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Visit North Carolina works to capitalize on growing international travel by focusing its
resources on top performing inbound markets of origin. With several overseas and
Canadian direct flights daily, North Carolina attracts both corporate and leisure travelers.
Visit North Carolina has had in-country international representation since 1990, and
collaborates with local marketing partners in Canada, the UK, German speaking Europe,
France, Italy, Benelux countries, Nordic Countries and China.

International visitors on average stay longer and spend more on their holidays — providing
new tax dollars to every community they visit. The approach in each market is to influence
the potential visitor, both with direct-to-consumer campaigns and via tour operators, travel
agents and media.
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International Tourism Marketing — Canada’s Travel Week

Partnered with leading
Canadian travel trade
publication

Campaign themed “Get
Back to a Better Place”

270 entries in prize
giveaway with the winner
being a member of Merit
Travel Group

13,000 unique visitors to
the contest article

travelies Y
EEIECOC OO ¢
traveleek =

mer-it (mer'it)n Supcn\
worth; A quality deservi
orapproval; virtue: D

GET BACK TO A BETTER PLACE IN NORTH
. 1A CONTES ability or achievement:
I Sttt character or behaviour
approval,
E e stes _

Merit Travel Group advisor wins tnp for two to North
Carolina ——
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Partnered with leading
German tour operator and
Icelandair for fam

Fam visited Raleigh,
Wilmington and Durham.

CANUSA created a full
week on Instagram with
stories and posts about the
fam and also produced a
video that went viral on
YouTube.

QP canusa.unterwegs

Qv R

@B D Getallt maddymadhouse und weiteren Personen
canusa.unterwegs Hallo liebe Reisefreunde,

ab morgen geht es 1ir uns CANUSIS (Demet, Jana, Saskia,
Finn, Maxine aus Hamburg, Katja aus Hannover u

Marianne aus Stuttgart) mit einem Stopover auf istand in
den vielviltigen Bundesstaat North Carolina.

Wir Zeigen euch unsere Highlights in Raleigh, Wilmington
und Durham.

A a B 6 ®
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2,774,381 total impressions with
Travel South ads, Expedia, Google and
Postmedia

Postmedia delivered 1,030,773
impressions with a CTR of .13%

Google Display had 4,044 clicks with
a CTR of .48%

Expedia hotel bookings: 7,336 room
nights, $1,046,090 in revenue

Expedia flights: 2794 flights,
$1,038,725 revenue

Campaign Deliverables

Brand USA’s global sites are available in 16 markets and
7 languages, providing partners with unparalleled reach
to a qualified international audience seeking travel
information about the USA.

Your native advertising content distribution package included the
creation of unique content on the Visit the USA site and a dedicated
native advertising campaign driving 3,500 guaranteed clicks in your
market of choice to further amplify your destination.

TRAVEL
souTH
USA
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ARRIVALIST

Arrivalist

We are big believers in research. And there are seemingly new online tracking tools available
every day.

We were one of the early adopters of Arrivalist.

Arrivalist tracks arrivals in North Carolina coming from exposures to our owned and paid
digital media — be it through the VisitNC.com family of sites (our owned media) or display
advertising and native content as examples of paid media.

From Arrivalist, we glean critical information to help make better decisions and form media
strategy, including identifying high-opportunity origin markets, measuring efficiency of digital
media vendors in generating arrivals, and understanding more about the sequencing and
timing from first exposure to visitation.

Arrivalist is an important complement to our Visitor Profile Data and will continue to drive
strategy around digital media, content and geographic focus.

Since launching the Arrivalist partnership in January 2015, we’ve tracked arrivals from all 50
states and 94 countries, and we were also the first Arrivalist client to log 100,000 verified

arrivals.

Note: Arrivalist sample is representative, but still a very small slice of total arrivals.
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ARRIVALIST

Arrivalist

But the proudest point we’ve seen in Arrivalist: marketing efforts have driven verified arrivals
in every one of our 100 counties.
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People who see Visit NC’s marketing travel here at nearly 1.75 times the rate of those who don’t

Arrivalist Control Group

w

Terers

15.3 visitor arrivals
per 1,000 panelists

Visit NC Target Group

Teeree

23.3 visitor arrivals
per 1,000 panelists

@ Arrivalist

US owned and paid digital media; arrivals tracked calendar year 2022
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Visit NC

e Advertising

*  Public Relations

*  Group Travel

* Sports Event Marketing
* Industry Leadership

* International Marketing
*  VisitNC.com

Commerce Visitor Services
e Welcome Centers
¢ Fulfillment

Tourism Development
Retire NC Program
Research

Community Outreach
Social Media Outreach
Film

Publications

Call Center
Warehouse

Our staff is designed to encourage visitation based on the way people travel.

. Advertising (1)
and social.

. Public Relations (2)

. Group Travel Marketing (.5)

. Sports Event Recruitment (.5)
destinations join us.

. Industry Leadership (1)
industry.

. International Marketing (1)
longer, spend more.

. Publications (1)
for all 100 counties.

. VisitNC.com (.5)
VisitNC.com.

. Social Media outreach (.5)
potential travelers.

Manage advertising agency contract including web

Generates earned media coverage worth millions.
Motorcoach and group travel is a $3 billion impact.
Impact of $2.1 billion in Charlotte alone. 40 partner

Promoting awareness of North Carolina’s tourism
3 offices. 1 million international visitors. Stay

Manages travel guide content, images and listings

Manages 100 county contacts and listings on

Manages industry accounts reaching millions of
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. Tourism Development (.5) Helps rural communities find federal grants.

. Retire NC Program (.5) Manages CRC program and Retire NC marketing.

. Research (1) Manages $200,000 program. Guides all marketing
efforts.

. Community Outreach (1) Assists partners and marketing efforts, coordinates annual
Visit NC 365 tourism conference.

. Film (1) Potential economic impact of $376 million, 20,000
job opportunities.

. Welcome/Call Centers
Fulfillment/Warehouse (4) Done in collaboration with the Department of

Commerce.

Like all agencies, we’re doing more with less. Visit NC has lost 20 positions since the
beginning of 2008-09, including 8 in the tourism development program before it was moved
to Cultural Resources and 4 during the move. Additionally, Visit NC lost an executive
position, a custodian’s position, and a program manager’s position. Five more positions were
lost in the move to the EDPNC.



VISIT NORTH C

Thanks!

Wit Tuttell
Visit NC
wit@VisitNC.cq
919-447-7740
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