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A7~ Whatis an EDPNC?

Economic Development

Product Business
Export

Assistance

Tourism
Development

Business
Recruitment

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.
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To unify and lead the state in positioning ,“
North Carolina as a preferred destination ‘ Y 1A
for travelers, sports events and film 1A

production and in maximizing economic

vitality statewide. ‘J
\




WHO WE ARE AND WHAT
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Tourism
Marketing & PR

Become the #1 Leisure
Destination in the
East

SportsNC

Position NC as top
destination for events
(b2b)

FilmNC

Position NC as top filmmaking
destination (b2b)

Outdoor NC

Education (b2c)
Destination Stewardship (b2b)

RetireNC

Position NC as top
destination for
retirement
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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:

ox W N e

Raise awareness.
Inform.

Stay relevant.

Extend an inclusive welcome.

Inspire.
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NUMBER ONE_PREFERRED
LEISURE_DESTINATION IN
THE EAST
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PARTNERSHIPS ARE KEY TO OUR SUCCESS
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2024 TIER DESIGNATIONS

. Tier 1 Tier 2 Tier 3




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

Other, 16.2%
|

Maryland, 2.2%
Ohio, 2.6%

Tennessee, 2.7%

New York, 3.3%

Pennsylvania, 3.5%

Florida, 4.7%/
|

Georgia, 5.3%

South Carolina, 8.9%

Virginia, | 1.6%

North Carolina, 39.0%
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PARTNER CO-OP PROGRAMS VISIT NC PARTNER PROGRAMS

2025/26

* 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
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 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 Visit North Carolina ﬂc




NEARLY ALL COUNTIES JOIN OUR CO-OP PROGRAMS

) Richmond
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2024 Partner Participation:
Total Partners: 164
Counties Represented: 70

Tier 1 and 2 Partners: 106
Partner Funds Invested: $2,137,629




C0O-OPS EXPAND YOUR MESSAGE

the 60 best vacation spots in america pae s
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HAVE A BALL THIS
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SNORTH CAROLINA
VIEWS OF A LIFETIME

Greensboro offers the perfect comhination of small town
‘cham and big city appeal. See what's new in Greenshoro!
You will be surprised by all it has t offer.

greensboro
ors Bureau

= family

~ MEALSg

More money
in the bank

Smuart wnangs stratogaes, oo ///
old ENERGY back! ===
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FIRSTS TRAT LAST ‘ NOKTH CARDIINA

SEE THEIR STORY AT VISITKC CON

Bidtellect

Native Intelligence®
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tripadvisor

quantcast.







VISIT NORTH CAROLINA PROGRAMS

Visit NC

* Advertising * Tourism Development
* Public Relations * Retire NC Program

* Group Travel  Research

« Sports Event Marketing * Community Outreach
* Industry Leadership * Social Media Outreach
* International Marketing * Film

e VisitNC.com  Publications

Commerce Visitor Services
e Welcome Centers e (Call Center
 Fulfillment e Warehouse
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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 ELSEWHERE, A COUPLE SOMEWHERE ELSE, ELSEWHERE, A FAMILY
impressions IS GELEBRATING THEIR PEOPLE ARE ONLY IS ENJOYING A GENTLE
» Ofthe 1.1MM total click-thrus to site: ANNIVERSARY BY WATGHING A LIVE OGEAN BREEZE FROM
» Paid social accounted for 49% of clicks PUTTING IT OFF TO STREAM. THEIR AIR FRESHENER.
* Paid search accounted for 31% of clicks NEXT YEAR. m— WC m— W C
Audience insights: For/Kes it /V c

* Interms 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

TRAVEIZOO

21

The Sunset Motel, Brevard

N orth Carolina as we know it today has played host to
many people over its remarkably rich past—from the
Indigenous tribes of the Appalachian Mountains who
preceded English settlers by millennia to the pirates who

swashbuckled along the coast in the 17th and 18th centuries.

To this day, history is never far below the surface. You just
have to know where to look.

Mo matter where you go in the state's three regions—the
Mountains, Piedmaont and Coast—you'll have the chance to
immerse yourself in another time. Whether you're exploring
historic attractions and famous firsts or retro activities that
you might not have experienced since your youth, you'll find
one thing time and again: North Carolina holds on to its
authentic self.

Read on to discover how North Carolina brings the past to
tha fiitire
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CO-OP AND MEDIA
NCG

MATCHPLAY

WIN A ONCE-IN-A-LIFETIME
TRIP TO THE CAROLINAS, USA

> Play four rounds of matchplay golf
> Qualify for Regional Finals at O Ganton or O Worplesdon
> Win a seven-night trip to the Carolinas, USA

STANDALONE EMAIL

TRAVEZ0O

Why Fall in North Carolina is Like Summer All Over Again

Summar's nesrly over in Cansda. but we found just the plece 1o keep the season going North
Carolina’s sutumn weather is warmer than ours. mesning beach days and adventures around the
Great Smoky Mountains are comfortable snd colourful

From decsdent food feasts to vibrant fall festrvals, resd on for our guide 1o the sesson’s bast sctivities
nd atiractions that offer great vaiue 8nd will ket you reve summer o over agen

View Deal »
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Vit TheUSh. de Aeisezicle Trips

North Carolina

Blihende Rhododendren nohe Burmsville

a
Py

Lt L ]

Charlate Dougles (CLT)
Ralesgh-Durbam (RO . . .
Grenzenlose Méglichkeiten zwischen den Great Smoky

Mountains und den Outer Banks

Ephenama:

Der Teerersen-5toat”
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MISSIONS & TRADESHOWS

us:
COMMERCIAL
SERVICE

United Sestes of Amcrica
Darescat o Commerie







PUBLIC RELATIONS

- MAXIM

THE BEST LUXURY GETAWAYS IN NORTH
CAROLINA’S SMOKY MOUNTAINS

From the off-the-beaten-path splendor of The Swag and the historic lakefront
Greystone Inn to the vintage luxury heritage of High Hampton and beyond.
STINSON CARTER - JUL 1,2025

TuRISAMD 3 Seacemstrs tentandn s ecartrr s mea

CAROLINA DO NORTE
EM CLOSE-UP

Deseubra um Sesting sue brilka seme codjivants sm filmes & siries,
mas tem carisma de protagarista fora das telas
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TRAVEL+
LEISURE

This Small Town in North Carolina's Inner Banks Is the First in
America to Be Named After George Washington—and No, It's
Nolt Our Nation's Capital

The smal town of Washisgion, Karth Carnina, b & James Basd-rominstsd sstismar, charmisg bousaue inss, and lots of hissory

TOP 5 CAN'T MISS

= Washington, not to be confused with the nation's capital, is part of
North Carolina's Inner Banks, was the first U.S. town named after
George Washington.

= The area is rich in history, with nearby Bath (the state's first settlement),
and museums like the Washington Waterfront Underground Railroad
Museum.

= Creek State Park is a great spot to explore the local ecosystems—think
cypress swamps and forest trails.

= Dining options range from upscale (The Hackney) to casual like Bill's
Hot Dogs and The Mulberry House, offering comfort fare and seafood,
respectively.

- Boutique accommodations such as The West Main and The Ell Hotel
provide unique lodging experiences with personalized touches and
Southern charm.



UPCOMING MEETINGS AND EVENTS

« Atlanta Media Mission (Oct 27-29)

* NYC Media Mission (Nov 3 - 5)

e Michelin Announcement, SC (Nov 3)

* Michelin Masterclass FAM (Nov 5-9)

28

Nov 5, 2025 - Nov 9, 2025

Michelin Masterclass

MICHELIN

2025 Visit North Carolina
ol

Lot
AMERICAN DESTINATION
SOUTH PARTNER
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THREE PILLARS OF OUTDOOR NC

Outdoor NC Principles & Accessible Trail Town Program

The Outdoor NC Alliance Outdoors Program

e Educates visitors on seven e Promotes access for people e Celebrates North Carolina
customized Outdoor NC with all abilities. Trail Towns and destination
Leave No Trace Principles. stewardship.

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

e






DIRECT IN-STATE SPEND BY PRODUCTION (IN MILLIONS)
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JOB OPPORTUNITIES
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CURRENTLY IN PRODUCTION
OR RECENLTY WRAPPED

Top Chef -
Season 23 *

The Bard *

May and the
Woodsman *

The Double *

R] Decker Pilot *

Beast Games -
N Y 0) |

Projects currently in production in WHITE

Pretty Ugly
Bad Counselors *
A Good Fight

Drivers Ed *

Blue Ridge -
Season 2 *

Long Drive to
Yadkin

* denotes Film Grant awardee




2025 RELEASES

Now Available
On Demand

Sex, Lies and Loaded Guns

-

Now Available
Netflix

Now Available
Netflix

[ O LT 0 IR
TATUM DUNHST STANFIELD TEMPLE DINKLAGE

&

EASED ON ACTPAL EVENTE. AND TERAIBLE SECESIONS.

u&
1
4
WKLY IN THEATRES OCTORER 10
e o RECTID Y BERER CLANTRARSE SIEEIRPLET N BERER CLANIBANSE & HIET 0N

October 3
In Theaters

-

W i
Now Available
Prime Video

Likely this year, dates TBA

ER

Season 2
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RETURN ON YOUR INVESTMENT

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

Advertising Impacts 2021 2022 2023 2024
e IU R e $1.358 $1.06B $1.858 $815.4M
Spending

ROI S354 S217 S310 S144
State and Local Taxes

Generated S122.8M S96.0M S167.9M S71.7M

Tax Return on Investment S31 S20 S28 S13
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2024 FINAL TOURISM KPI RESULTS

Annual Annual |

Visitor $25.8 $26.8 104%

Spending Billion Billion ° m Annual Goal
# of

Consumer 724 754 104% A.d.Generated $1.4B
it million million Visitor Spend

Tier | and T'e;; I :nd 2 Co- 92

2 Co-op 104 106 102% Op Fartners

Partners External Partner 45 out of 5.0

Satisfaction
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HISTORICAL VISITOR SPENDING IN NORTH CAROLINA

$40,000
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$25,000
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International

$20,000 B Domestic
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Total
$15,000
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HISTORICAL VISITOR SPENDING IN NEW HANOVER/BRUNSWICK/PENDER COUNTIES
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REVISION IN TRAVEL EXPECTATIONS

43

STR AGAIN CUTS 2025-26 U.S. HOTEL FORECAST

STR and Tourism Economics yet again have downgraded their U.S. hotel forecast for both
full-year 2025 and 2026. They cite lower demand due in part to unrelenting uncertainty and inflation.
2025 U.S. hotel occupancy is now forecast to decline year over year to 62.5 percent from 63 percent
in 2024. In their prior forecast, issued in June, the companies projected 2025 U.S. occupancy of
62.8 percent. 2025 U.S. average daily rate is now projected to increase 0.8 percent year over year,
compared with their prior forecast of 1.3 percent. 2025 U.S. revenue per available room is forecast

to decline 0.1 percent year over year, down from the June forecast of a 1 percent increase.

e STR and Tourism Economics now forecast 2026 occupancy to fall to 62.3 percent (down
from 63 percent in their June forecast), ADR to increase 1 percent year over year (compared
with a previous forecast of 1.3 percent) and RevPAR to increase 0.8 percent (compared with

the previous forecast of 1.5 percent).
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IMPACTS AFFECTING TRAVEL

% Who Are Extremely Impacted By:

Price of gas
Availability of travel deals
Concerns about my personal financial situation/job security

Inflationary pressures on the household budget

0% 5% 10% 15% 20% 25% 30% 35%
2023 m2024 m2025

" i«
Source: MMGY Portrait of American Travelers, 2025



VISITOR ECONOMY INDEX

-10
Sep 2024 Oct 2024 Nov 2024 Dec 2024 Jan 2025 Feb 2025 Mar 2025 Apr 2025 May 2025 Jun 2025 Jul 2025 Aug 2025

Visitor Economy Index is comprised of commercial lodging demand and revenues, AirDNA demand and revenues, available credit card data and visitor device counts ﬂ -

Source: Zartico 2025



2025 YTD LODGING DATA (THROUGH AUGUST)

Measurement

Commercial Lodging

Airbnb/HomeAway entire

Vacation Rentals

Occupancy
Room Rates
RevPAR
Revenues

Demand

Supply

Source: STR, AirDNA, KeyData 2025

(STR)
Down 0.3%
Up 1.9%
Up 1.6%
Up 2.6%
Up 0.7%

Up 1.0%

home rentals (AirDNA)

Up 0.9%
Up 13.4%
Up 14.9%
Up 16.0%
Up 1.3%

Up 0.6%

(KeyData)
Down 1.1%
Down 1.2%
Up 0.5%
Down 1.3%
Down 0.5%

Up 0.9%
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2025 YTD LODGING DATA — NEW HANOVER/BRUNSWICK (THROUGH AUGUST)

Commercial Lodging Airbnb/HomeAway entire

Measurement (STR) 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

Atlanta, GA

Greenville-Spartanburg-Asheville-Anderson

Washington DC

Columbia, SC

New York, NY

Florence-Myrtle Beach, SC

Orlando-Daytona Beach-Melbourne, FL

Tampa-St. Petersburg, FL

Norfolk-Portsmouth-Newport News, VA

Charleston, SC

48
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2%

4%

A
1%

- [EIj

I 390
1%

I 390
2%

I 390
2%

I 3 0%

3%
I 390
1%
0% 1% 2% 3% 4%

m % Visitors % Visitor Spend

5%

5%

5%

6%

6%

7%

7%

8%
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ORIGIN MARKETS YTD NEW HANOVER/BRUNSWICK REGION

Raleigh-Durham (Fayetteville)
Charlotte
Greensboro-High Point-Winston Salem

- - R
Greenville-New Bern-Washington, NC 30 4%

Florence-Myrtle Beach SC */O 3%

Greenville-Spartanburg-Asheville-Anderson _2% 3%

Washington DC (Hagerstown MD) I 39

4%
Atlanta GA _0 2%
1%
New York Ny SN 2%
2%
Roanoke-Lynchburg VA I 2% 6%
0% 5%
49 W % Visitors

9%

10%
% Visitor Spend

12%

12%

15%

17%

18%

20%

22%

25%
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COMMERCIAL LODGING FORECAST - DEMAND

Demand Change
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COMMERCIAL LODGING FORECAST — DEMAND —

NORTH CAROLINA EAST*

Demand Change
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VACATION RENTAL OUTLOOK

700,000

600,000

500,000

400,000

300,000

200,000

100,000

Source: AirDNA, 2025
*January- September, 2025

October

Guest Nights Booked as of October of 2024 & 2025

November December

October 2025-March 2026

Average Booking Window

2022 - 8.0 weeks
2023 - 7.8 weeks
2024 - 7.3 weeks
2025* - 7.5 weeks

Average Length of Stay

2022 - 3.6 nights
2023 - 3.7 nights
2024 - 3.7 nights
2025* - 3.8 nights

January

——(Qctober 2024-March 2025

February

March
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VACATION RENTAL QUTLOOK NEW HANOVER/BRUNSWICK REGION

300,000

250,000

200,000

150,000

100,000

50,000

Source: AirDNA, 2025
*January-August, 2025

October

Guest Nights Booked as of October of 2024 & 2025

November December

October 2025-March 2026

Average Booking Window

2022 - 9.9 weeks
2023 - 9.3 weeks
2024 - 8.7 weeks
2025* - 8.7 weeks

Average Length of Stay

2022 - 3.9 nights
2023 - 4.0 nights
2024 - 3.9 nights
2025* - 4.0 nights

January

——(Qctober 2024-March 2025

February

March
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U.S. TRAVELER INTEREST IN VISITING NORTH CAROLINA OVER TIME

35%

30%

25%

0%
Extremely Interested

55
Source: MMGY Portrait of American Travelers, 2025

Interest in Visiting North Carolina Over Time

Somewhat Interested

Neither Interested no
Uninterested

2023 m2024 w2025

Not Too Interested

20%
15%
10%

5%

Not At All Interested

I«



VISIT NORTH CAROLINA OVERVIEW

Thanks!

Marlise Taylor

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