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Visit North Carolina 
Program Goals

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.



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



Partnerships Key to Promoting Travel



State of Origin of NC Overnight Visitors

North Carolina, 39%

Virginia, 12%South Carolina, 9%

Georgia, 5%

Florida, 5%

Pennsylvania, 4%

New York, 3%

Tennessee, 3%

Ohio, 3%

Maryland, 2%

Other, 16%



Partner Marketing Spend

100% in NC, 13%

75% in NC, 56%

50% in NC, 19%

Less than 25%, 6%

25% in NC, 10%



Average Trip Expenditures

$0

$200

$400

$600

$800

$1,000

$1,200

NC Coastal Region Piedmont Region Mountain Region

$
7
6
0

$
1
,0

3
6

$
7
8
1

$
7
8
8

$
4
8
8
 $
6
3
7
 

$
4
6
5
 $
5
7
6
 

$
9
3
5
 

$
1
,4

5
8
 

$
9
1
2
 

$
9
5
9
 

Total trip

expenditures

NC Resident

expenditures

Non-Resident

expenditures



Partnerships Nearly Triple Our Advertising Budget

Media Spending
Visit NC Media Budget: $3,996,741
Partner investment: $2,137,579
Final Budget: $6,134,320

Media Partnerships
Visit NC: $320,000
Media Partners: $5,583,834

Total Value: $12,038,154
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Nearly All Counties Join Our Co-op Programs

2019 Partner Participation:
Total Partners: 164
Counties Represented: 70
Tier 1 and 2 Partners: 106
Partner Funds Invested: $2,137,629
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2019 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%

2021 Annual Goal

Arrival Lift 50%

Tier 1 and 2 Co-

op Partners
92

External Partner 

Satisfaction 
4.5 out of 5.0



Research

• 2020 County Level Spending

• Current Lodging Data

• Daily Travel Index & YTD KPIs

• Resident Sentiment



Domestic and international visitors to NC in 2020 spent $19.96 billion, a decrease of 32 percent from 2019

86 of the state’s counties experienced decreases in visitor spending, and as expected, metropolitan areas of 

the state had the largest decreases in visitor spending in 2020

However, there were a few positives in the county data. 14 counties had increases in visitor spending

Key Highlights

10 Largest Decreases in 
Spend

Increases in Spend

Decreases in Spend



…and 20 counties had increases in direct tourism employment

Key Highlights

10 Largest Decreases in 
Employment

Increases in 
Employment

Decreases in 
Employment



YEAR-TO-DATE 2021 INDICATORS



Lodging Analysis – Year-to-Date through October 2021

Commercial Shared Economy –
Entire Home 

Rentals

Vacation Rentals

Demand (room 
nights booked)

+32.5% +20.3% +23.6%

Revenues +52.0% +27.2% +34.3%
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Lodging Demand Recovery – Year-to-Date Compared to 2019



Commercial Lodging (Demand) Forecast
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Daily Travel Index Projection of Trips 2020-2021
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2021 YTD Visitation Trends

In State 
Visitors

40%

Out of 
State 

Visitors
60%

In-State vs. Out-of-State 
Visitors

Greenville-Spartanburg, SC-Asheville, NC-Anderson,SC

Greenville-New Bern-Washington, NC

Greensboro-High Point-Winston Salem, NC

Charlotte, NC

Raleigh-Durham (Fayetteville), NC

Top 5 In-State Origin Markets

Washington DC

New York,NY

Nashville, TN

Atlanta, GA

Columbia, SC

Top 5 Out-of-State Origin Markets



Visitation By Origin Market



2021 Year-to-Date Visitor Economy Index

+42.2%

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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NC Resident Sentiment 
Study – Wave 4
October 2021

•Random sample of 1,200 North Carolina residents 

balanced to the population of NC

•Designed to track resident sentiment toward 

tourism in the wake of COVID-19



Activities/Actions as a Result of COVID-19

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Stay at an RV park or campground

Attend events with large crowds

Attend in-person meetings/conferences (W4 only)

Take vacations to large cities

Quarantine myself at my destination when I travel

Prepare meals at home to take to events

Stay in the homes of friends and family

Take vacations to rural areas (W4 only)

Choose accommodations where I can prepare my own meals

Have friends and family stay with me in my home

Wear a mask to outdoor events/activities

Wear a mask whenever I leave the house

Take less crowded transportation

Use my own towels when I wash my hands

Wear a mask to indoor events/activities

Wave 3 Wave 4

As a result of your COVID-19 experience, please indicate how likely you are to do each of the following.



Interest in Travel to NC

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

I have become more interested in visiting other
countries since COVID-19

I have become more interested in visiting states other
than NC since COVID-19

I am looking forward to travelers coming to my
community

I am looking forward to travelers coming to NC

I have become more interested in vacationing within NC
since COVID-19

Wave 1 Wave 2 Wave 3 Wave 4

Please indicate your level of agreement with each of the following statements now that the NC COVID-19 restrictions are beginning to ease.



Trust in Planning Travel

6%

1%

15%

11%

9%

9%

16%

10%

12%

10%

12%

14%

16%

13%

31%

27%

21%

27%

32%

35%

31%

26%

31%

26%

29%

28%

25%

32%

27%

22%

27%

22%

17%

16%

17%

Friends and family

Local health department

CDC

State government agency (DHHS, etc.)

Official state travel and tourism office
(Visit NC)

Official local travel and tourism office
(CVB, Chamber of Commerce)

Federal agencies other than the CDC

1 - Not at all Trustworthy 2 3 4 5 - Extremely Trustworthy



Pandemic Travel

Since March 1, 2020, have you taken any of the following types of trips?

34%

47%

41%

27%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

I have not
traveled within
NC since March

1, 2020

An overnight
trip within NC

A trip to a
destination

within NC that I
have visited

before

A trip to a
destination

within NC I have
not visited

before

Yes, 39%

No, 61%

Do you currently have an overnight trip within NC planned between 
now and December 31, 2020?



Perceived Importance of Tourism to Recovery

2% 2% 3% 2%3%
1%

6%

2%

22%
20%

25%
22%

32%

28%
26%

34%

40%

48%

41%
39%

North Carolina
n=1,200

Coastal Region
n=400

Mountain Region
n=400

Piedmont Region
n=400

1 - Not at all Important 2 3 4 5 - Extremely Important

Change from Wave 3 -3% -3%-21%6%

Using a scale of 1 (not at all important) to 5 (extremely important), how important do you think tourism is to the recovery of the North Carolina 
economy after COVID-19?     



Importance of “Leave No Trace” & Protection of Environment

It is important that all visitors/travelers practice "Leave No Trace"

Practicing "Leave No Trace" effectively protects the environment for
future generations to enjoy

Practicing "Leave No Trace" enhances my outdoor experiences

1 - Strongly Disagree 2 3 4 5 - Strongly Agree

Using a scale of 1 (strongly disagree) to 5 (strongly agree), please indicate your level of agreement with each of the following statements. 



Perception of Over-Tourism

23%
15%

25%
20%

16%

11%

16% 23%

32%

31%

33% 28%

17%

27%

15%
18%

11%
16%

10% 12%

North Carolina
n=1,200

Coastal Region
n=400

Piedmont Region
n=400

Mountain Region
n=400

1 - No Problem at All 2 3 4 5 - An Extreme Problem

Using a scale of 1 (no problem at all) to 5 (an extreme problem), please indicate how much of a problem you think over-tourism is to your community. 
Over-tourism is defined as the perceived congestion or overcrowding from an excess of tourists, resulting in conflicts with locals. 



MARKETING – MOVING FORWARD



FIRSTS THAT LAST, OUTDOOR NC, RETIRE NC & MORE



FIRSTS THAT LAST 2.0 | FTL FILM FESTIVAL

12 independent documentary filmmakers

Sharing real NC experiences and memories

12 short films

Firsts That Last Film Festival held virtually

Consumer promotion and participation, sharing 
their own firsts and lasting memories traveling NC
VisitNC.com



HOLIDAY TRAVEL



Holiday Season in NC



Holiday Season in NC



Holiday Season in NC

• Winter Lights – through Jan 16 at Elizabethan 
Gardens (Manteo)

• Enchanted Airlie – through Dec 22 at Airlie 
Gardens (Wilmington)


