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What is an EDPNC?

Economic  Development

Business 
Start-up

Business 
Recruitment

Product 
Export 

Assistance
Tourism 

Development
Business 

Growth & 
Retention

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.



Our Mission:
To unify and lead the state in positioning 
North Carolina as a preferred destination 
for travelers, sports events and film 
production and in maximizing economic 
vitality statewide.



WHO WE ARE AND WHAT WE DO
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FilmNC
Position NC as top filmmaking 

destination (b2b)

Outdoor NC
Education (b2c)

Destination Stewardship (b2b)

RetireNC
Position NC as top 

destination for 
retirement

SportsNC
Position NC as top 

destination for events 
(b2b)

Tourism 
Marketing & PR

Become the #1 Leisure 
Destination in the

East Inspire
Travel



WHAT WE’RE STRIVING FOR
Business Objectives:

1. Drive out-of-state and international travel to NC.

2. Inspire travelers and residents alike to discover new 
places and spend more dollars in state.

3. Become the premier & preferred destination on the 
East Coast for leisure travel.

4. Protect the natural beauty of our state to ensure it 
remains a top destination for outdoor travelers.

5. Elevate and amplify local DMO and partner messaging.

6. Become top choice retirement destination.

Communications Objectives:

1. Raise awareness.

2. Inform.

3. Stay relevant.

4. Extend an inclusive welcome.

5. Inspire.



NUMBER ONE PREFERRED 
LEISURE DESTINATION IN 
THE EAST
*Excluding Florida





PARTNERSHIPS ARE KEY TO OUR SUCCESS



BUDGETS AND STAFF FOR SOUTHEAST COMPETITOR STATES
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STATE OF ORIGIN OF NC OVERNIGHT VISITORS

North Carolina, 39.0%

Virginia, 11.6%South Carolina, 8.9%

Georgia, 5.3%

Florida, 4.7%

Pennsylvania, 3.5%

New York, 3.3%

Tennessee, 2.7%

Ohio, 2.6%

Maryland, 2.2%

Other, 16.2%



PARTNER CO-OP PROGRAMS

• 42 opportunities

• Up to 76% savings for individual programs

• Opportunities across all disciplines

• Additional discounts on select programs for

• Outdoor NC Alliance Partners

• Retire NC Certified Retirement Communities

• Partner interest since Visit NC 365

• 38 partner contracts out for signatures

• Includes 27 Tier 1 and Tier 2 partners

• Represent $656,490 in commitments

• All regions represented



NEARLY ALL COUNTIES JOIN OUR CO-OP PROGRAMS

2024 Partner Participation:
Total Partners:    164
Counties Represented:  70
Tier 1 and 2 Partners:  106
Partner Funds Invested: $2,137,629
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CO-OPS EXPAND YOUR MESSAGE



OTHER WAYS WE WORK



VISIT NORTH CAROLINA PROGRAMS

Visit NC
• Advertising
• Public Relations
• Group Travel
• Sports Event Marketing
• Industry Leadership
• International Marketing
• VisitNC.com

• Tourism Development
• Retire NC Program
• Research
• Community Outreach
• Social Media Outreach
• Film
• Publications

Commerce Visitor Services
• Welcome Centers
• Fulfillment

• Call Center
• Warehouse



ADVERTISING
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OUR STRATEGY
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'FOR REAL' BRAND CAMPAIGN APRIL-JUNE 2025 PERFORMANCE 
Web metrics:
• +201 million paid media impressions
• Integrated Media accounted for over 49% of these 

impressions
• Of the 1.1MM total click-thrus to site:

• Paid social accounted for 49% of clicks​
• Paid search accounted for 31% of clicks

Audience insights:
• In terms of ad engagement, Discoverers drove 

stronger ad engagement (CTR) and ultimately 
generated more site traffic​

• Once on-site, Enrichers demonstrated deeper 
interest, with higher engagement rates and longer time 
spent exploring content​

• Audience scale and reach fluctuated by channel, 
emphasizing the importance of a robust media mix to 
meet each group where they’re most active and engaged
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SPONSORED CONTENT: TRAVELZOO
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INTERNATIONAL
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INTERNATIONAL



CO-OP AND MEDIA



MISSIONS & TRADESHOWS 



PUBLIC RELATIONS
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PUBLIC RELATIONS
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UPCOMING MEETINGS AND EVENTS

• Atlanta Media Mission (Oct 27-29)

• NYC Media Mission (Nov 3 - 5)

• Michelin Announcement, SC (Nov 3)

• Michelin Masterclass FAM (Nov 5-9)
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THREE PILLARS OF OUTDOOR NC

Outdoor NC Principles & 
The Outdoor NC Alliance

Accessible 
Outdoors Program Trail Town Program

• Educates visitors on seven 
customized Outdoor NC 
Leave No Trace Principles.

• Provides a wide variety of 
resources to help partners 
communicate this message.

• Promotes access for people 
with all abilities.

• Celebrates North Carolina 
Trail Towns and destination 
stewardship.





DIRECT IN-STATE SPEND BY PRODUCTION (IN MILLIONS)
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JOB OPPORTUNITIES
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2025 RELEASES

Likely this year, dates TBA

Season 2

Now Available
On Demand

Now Available
Netflix

Now Available 
Prime Video

October 3
In Theaters

Now Available
Netflix



HOW DO WE MEASURE RESULTS?



RETURN ON YOUR INVESTMENT
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Advertising Impacts 2021 2022 2023 2024
Ad-Influenced Visitor 
Spending $1.35B $1.06B $1.85B $815.4M

ROI $354 $217 $310 $144

State and Local Taxes 
Generated $122.8M $96.0M $167.9M $71.7M

Tax Return on Investment $31 $20 $28 $13

Tourism marketing investment generated $13 in tax revenue for state and local government for every $1 
invested.



2024 FINAL TOURISM KPI RESULTS
Annual 

Goal
Annual 
Result % of Goal

Visitor 
Spending

$25.8  
Billion

$26.8 
Billion 104%

# of 
Consumer 
Inquiries

7.24   
million

7.54 
million 104%

Tier 1 and 
2 Co-op 
Partners

104 106 102%

2025 Annual Goal

Ad Generated 
Visitor Spend $1.4B

Tier 1 and 2 Co-
op Partners 92

External Partner 
Satisfaction 4.5 out of 5.0



RESEARCH UPDATE



HISTORICAL VISITOR SPENDING IN NORTH CAROLINA
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HISTORICAL VISITOR SPENDING IN NEW HANOVER/BRUNSWICK/PENDER COUNTIES
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WHERE ARE WE NOW?



REVISION IN TRAVEL EXPECTATIONS
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IMPACTS AFFECTING TRAVEL

0% 5% 10% 15% 20% 25% 30% 35%

Inflationary pressures on the household budget

Concerns about my personal financial situation/job security

Availability of travel deals

Price of gas

% Who Are Extremely Impacted By:

2023 2024 2025
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Source: MMGY Portrait of American Travelers, 2025



VISITOR ECONOMY INDEX

Source: Zartico 2025

Visitor Economy Index is comprised of commercial lodging demand and revenues, AirDNA demand and revenues, available credit card data and visitor device counts
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2025 YTD LODGING DATA (THROUGH AUGUST)

Measurement
Commercial Lodging

(STR)
Airbnb/HomeAway entire 

home rentals (AirDNA)
Vacation Rentals

(KeyData)

Occupancy Down 0.3% Up 0.9% Down 1.1%

Room Rates Up 1.9% Up 13.4% Down 1.2%

RevPAR Up 1.6% Up 14.9% Up 0.5%

Revenues Up 2.6% Up 16.0% Down 1.3%

Demand Up 0.7% Up 1.3% Down 0.5%

Supply Up 1.0% Up 0.6% Up 0.9%

Source: STR, AirDNA, KeyData 2025



2025 YTD LODGING DATA – NEW HANOVER/BRUNSWICK (THROUGH AUGUST)
Measurement

Commercial Lodging
(STR)

Airbnb/HomeAway entire 
home rentals (AirDNA)

Occupancy Down 1.0% Up 1.7%

Room Rates Up 3.9% Up 13.8%

RevPAR Up 2.9% Up 15.6%

Revenues Up 6.6% Up 21.6%

Demand Up 2.6% Up 7.1%

Supply Up 3.6% Up 5.3%

Source: STR, AirDNA, KeyData 2025



OUT-OF-STATE ORIGIN MARKETS YTD
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ORIGIN MARKETS YTD NEW HANOVER/BRUNSWICK REGION
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LOOKING FORWARD
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COMMERCIAL LODGING FORECAST - DEMAND

Source: COSTAR/ STR 2025
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COMMERCIAL LODGING FORECAST – DEMAND – 
NORTH CAROLINA EAST*
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VACATION RENTAL OUTLOOK
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VACATION RENTAL OUTLOOK NEW HANOVER/BRUNSWICK REGION
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U.S. TRAVELER INTEREST IN VISITING NORTH CAROLINA OVER TIME
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Thanks!

Marlise Taylor
Visit NC
Marlise.taylor@VisitNC.com
919-447-7748

VISIT NORTH CAROLINA OVERVIEW

mailto:Marlise.taylor@VisitNC.com
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