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Delivering Balanced

& Sustainable Growth

Encouraging Safe 

& Responsible Travel

Engaging & Inviting 

More Diverse Audiences

Promoting & Supporting 

!ǎƘŜǾƛƭƭŜΩǎ /ǊŜŀǘƛǾŜ {ǇƛǊƛǘ

Running A Healthy 

& Effective Organization

Balancing resident and visitor 

needs, recognizing the necessary 

role that sustainable, long -term 

growth of travel has in achieving a 

healthy, collective economy.

Focusing on the quality of each visit 

to our community Û balancing 

growth across the seasons, 

business and leisure travel, and 

throughout Asheville and 

Buncombe County.

Engaging residents and visitors 

with shared values to care for and 

respect natural, cultural and 

human resources vital in delivering 

quality guest experiences.

Collaborating with community 

organizations, local businesses 

and environmentally focused 

partners to support the 

sustainability and growth of our 

outdoor economy.

Extending a genuine invitation to 

BIPOC travelers and other 

diverse audiences including 

LGBTQ visitors Û connecting 

them with local neighborhoods, 

businesses, and entrepreneurs Û 

creating more opportunities for 

all to win.

Supporting product 

development, place making and 

community connections, 

enabling new experiences and 

business opportunities 

throughout our community.

Sharing stories of creators and 

makers who help differentiate our 

destination through food and drink, 

visual and performing arts, 

experiences and more.

Supporting product development, 

place making and community 

connections, enabling new 

experiences and business 

opportunities throughout our 

community.

Investing in people, policies, and 

practices to serve our community 

with integrity within the 

ĭİĥğĬħĸğĲħĭĬŎı ĪģĥħıĪğĲħĴģ 

requirements.

The Buncombe County Tourism Development Authority (BCTDA) and Explore Asheville adopted strategic imperatives that are informing  and 

ĥĳħĢħĬĥ ĲĦģ ĢħİģġĲħĭĬ ĭĤ ĉĶĮĪĭİģ ąıĦģĴħĪĪģŎı Įİĭĥİğī ĭĤ ĵĭİĩ ğĬĢ ġĭīīĳĬħĲķ ħĬĴģıĲīģĬĲı ĥĭħĬĥ ĤĭİĵğİĢ! 

Explore Asheville staff generates quarterly reports on progress made toward these strategic imperatives and relevant initiati ves that support them.



QUARTERLY 
HIGHLIGHTS

July 2025 Ż September 2025
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MARKETING, 
CONTENT & PR

Q1 INITIATIVES 

Dodie Stephens
Vice President of Marketing



E X P L O R E A S H E V I L L E . C O M 5

INSPIRE  Harnessing and inspiring influential voices

ENGAGE  Sparking conversations; amplified by partners/creators

CONVERTStrong calls to visit now

STRATEGIC AREAS OF FOCUS
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EARNED & INFLUENCED COVERAGE
Q1: One-Year Milestone of Hurricane Helene

2.67B
Potential Media Reach

$25.4M
Publicity Value

63
Site Visits

718
PR Team Placements

Delivering balanced & sustainable growth

Encouraging Safe & Responsible Travel
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Goal:

ĖģġĭĥĬħĸģ ğĬĢ ıĦğİģ ĭĳİ ġĭīīĳĬħĲķŎı ıĲĭİķ ĭĤ Įİĭĥİģıı ĵĦħĪģ İģħĬĤĭİġħĬĥ ĴħıħĲĭİ 

confidence and extending an open invitation to return this fall.

Highlights:

Å ŐēĬģ ĝģğİ ąĤĲģİ ČģĪģĬģő ĪğĬĢħĬĥ Įğĥģ Û Shared stories of resilience and 

renewal across Western North Carolina, plus collated commemorative events.

Å Before -and-after visuals Û Showed recovery across key neighborhoods, 

including Downtown, the River Arts District, and Biltmore Village.

Å Video storytelling Û Local voices reflecting on recovery, progress and 

community pride . Video series received over 1 million video views across 

platforms.

Å Social media series Û Cross-channel strategy showcased milestone videos, 

event roundups, and before/after photos. Social series received over 178,000 

likes, comments, shares, saves and post clicks across platforms.  

Å Partner toolkit Û Equipped businesses with ready -to-share content to extend 

the milestone message and inspire fall travel.

ONE-YEAR HELENE MILESTONE: CONTENT
Celebrating progress and engaging visitors

Delivering Balanced & Sustainable GrowthEncouraging Safe & Responsible Travel

https://www.exploreasheville.com/one-year-helene-milestone
https://www.exploreasheville.com/one-year-helene-milestone
https://www.instagram.com/p/DPG0oiNDTrv/?img_index=1
https://www.instagram.com/p/DPG0oiNDTrv/?img_index=1
https://www.instagram.com/p/DPG0oiNDTrv/?img_index=1
https://www.instagram.com/p/DPG0oiNDTrv/?img_index=1
https://www.instagram.com/p/DPG0oiNDTrv/?img_index=1
https://www.instagram.com/p/DPG0oiNDTrv/?img_index=1
https://youtube.com/playlist?list=PL_SsSf9BccjGy3ekRJJdILcvKEylg77NK&si=dFahbepsR750PZJA
https://youtube.com/playlist?list=PL_SsSf9BccjGy3ekRJJdILcvKEylg77NK&si=dFahbepsR750PZJA
https://www.exploreasheville.com/partners/article/open-and-ready-one-year-helene-milestone-fall-toolkit
https://www.exploreasheville.com/partners/article/open-and-ready-one-year-helene-milestone-fall-toolkit
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Goal:

Showcase the reopening of the Blue Ridge Parkway post -Helene and reignite 

ĲİğĴģĪģİ ģĶġħĲģīģĬĲ Ĥĭİ ąıĦģĴħĪĪģŎı ıħĥĬğĲĳİģ ıġģĬħġ ģĶĮģİħģĬġģı ĢĳİħĬĥ ĲĦģ ĤğĪĪ 

season.

Highlights:

Å Feature article:  ŐČĭĵ Ĳĭ ĉĬĨĭķ ĲĦģ ĆĪĳģ ĖħĢĥģ Ĕğİĩĵğķ Ēģğİ ąıĦģĴħĪĪģ ĔĭıĲ-
ČģĪģĬģő acted as a dedicated guide to reopened sections, with maps, scenic 

stops, and updated travel info.

Å Real-time social posts : Shared updates as new sections opened, pairing 

striking imagery with timely visitor information .

Å Leisure e -newsletter:  Full edition focused on Parkway re -openings was sent 

to our 158,114 email subscribers.

Å Video storytelling : Filmed newly reopened sections for use in PR pitching and 

featured Leesa Brandon from the Blue Ridge Parkway in the Open & Ready 
video series, capturing the excitement of renewed access.

Å Public Relations Amplification:  Developed a targeted pitch with video assets 

for nearly 800 journalists, timed with a key Helene recovery milestone to shift 

the narrative from storm damage to recovery.

BLUE RIDGE PARKWAY RE-OPENS
A cross-channel moment celebrating renewed access and fall adventure

Delivering Balanced & Sustainable GrowthEncouraging Safe & Responsible Travel

https://www.exploreasheville.com/article/how-to-enjoy-blue-ridge-parkway-near-asheville-post-helene
https://www.exploreasheville.com/article/how-to-enjoy-blue-ridge-parkway-near-asheville-post-helene
https://www.instagram.com/p/DOoa8l_ibwr/
https://www.instagram.com/p/DOoa8l_ibwr/
https://www.instagram.com/p/DOoa8l_ibwr/
https://www.instagram.com/p/DOoa8l_ibwr/
https://marketing.exploreasheville.com/acton/rif/43256/s-1054-2509:0/-/l-0208:6/l-0208/showPreparedMessage?utm_medium=email&utm_source=Act-On+Software&utm_content=email&utm_term=View%20in%20your%20browser&utm_campaign=The%20Blue%20Ridge%20Parkway%20is%20Open%20for%20Fall%21%20&cm_mmc=Act-On%20Software-_-email-_-The%20Blue%20Ridge%20Parkway%20is%20Open%20for%20Fall%21%20-_-View%20in%20your%20browser&sid=TV2:6OjSAua16
https://marketing.exploreasheville.com/acton/rif/43256/s-1054-2509:0/-/l-0208:6/l-0208/showPreparedMessage?utm_medium=email&utm_source=Act-On+Software&utm_content=email&utm_term=View%20in%20your%20browser&utm_campaign=The%20Blue%20Ridge%20Parkway%20is%20Open%20for%20Fall%21%20&cm_mmc=Act-On%20Software-_-email-_-The%20Blue%20Ridge%20Parkway%20is%20Open%20for%20Fall%21%20-_-View%20in%20your%20browser&sid=TV2:6OjSAua16
https://marketing.exploreasheville.com/acton/rif/43256/s-1054-2509:0/-/l-0208:6/l-0208/showPreparedMessage?utm_medium=email&utm_source=Act-On+Software&utm_content=email&utm_term=View%20in%20your%20browser&utm_campaign=The%20Blue%20Ridge%20Parkway%20is%20Open%20for%20Fall%21%20&cm_mmc=Act-On%20Software-_-email-_-The%20Blue%20Ridge%20Parkway%20is%20Open%20for%20Fall%21%20-_-View%20in%20your%20browser&sid=TV2:6OjSAua16
https://marketing.exploreasheville.com/acton/rif/43256/s-1054-2509:0/-/l-0208:6/l-0208/showPreparedMessage?utm_medium=email&utm_source=Act-On+Software&utm_content=email&utm_term=View%20in%20your%20browser&utm_campaign=The%20Blue%20Ridge%20Parkway%20is%20Open%20for%20Fall%21%20&cm_mmc=Act-On%20Software-_-email-_-The%20Blue%20Ridge%20Parkway%20is%20Open%20for%20Fall%21%20-_-View%20in%20your%20browser&sid=TV2:6OjSAua16
https://www.youtube.com/watch?v=ANI2AzhfG0k
https://www.youtube.com/watch?v=ANI2AzhfG0k
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Goal:

Drive awareness and extend stays with activations across the 

full Blue Ridge Pride weekend and the opening of the Blue 

Ridge Parkway, a key travel motivator for our audience. 

Highlights: Events, Fundraising & Social Media Content

Save Her Show Attendance: Over 1,200 

Show Fundraising: $28,000+ for The Always Asheville Fund

Social: 3 IG Reels, 5 IG Stories

Engagement: 5.25%

Reach: Over 1M impressions garnered  

Community Support: 

As part of our partnership, Pattie performed at Blue Ridge 

Pride and hosted a meet and greet at the festival. 

Parkway Support:

Pattie hosted a group hike at Black Balsam where we filmed 

content to get the word out that 114 continuous miles were 

now open on the Blue Ridge Parkway.

ĔğĲĲħģŎı ōĔğİĩĵğķ ħı ēĮģĬŎ ħĬ-feed post

Views: 137K  | Engagements: 10K (likes, shares, saves)

Engagement rate:  7.37% engagement rate

Pride weekend and momentum as Blue Ridge Parkway opens
PATTIE GONIA

Engaging & Inviting More Diverse Audiences 
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Overview:

ćģĪģĠİğĲģ ąıĦģĴħĪĪģŎı ħĬĢģĮģĬĢģĬĲ İģĲğħĪ ġĭīīĳĬħĲķ ĵĦħĪģ ĢİħĴħĬĥ ĠĭĲĦ ħĬ-person 

and app-based exploration through creative, partner -driven storytelling.

Highlights:

ÅŐėĦħĤĲ :9ő ĮĪģĢĥģ Û Encouraged audiences to shift 10% of spending to local 

shops; supported by digital assets and partner toolkits.

ÅŐėĦĭĮ Ġķ ĚħĠģő ĥĳħĢģı Û Curated themed itinerary reels highlighting 

ąıĦģĴħĪĪģŎı ıĦĭĮĮħĬĥ ĢħıĲİħġĲı ğĬĢ ĪĭġğĪ īğĩģİı ıĦğİģĢ ğġİĭıı ıĭġħğĪ! Video 

series received over 440k video views across platforms.

Å App -ĠğıģĢ ŐėĦĭĮ Ø ěħĬ ćĦğĪĪģĬĥģő Û Gamified engagement with check -ins 

at independent retailers for prizes and local recognition.

Å Partner collaboration  Û Coordinated with MODA, Go Local, and Asheville 

Downtown Association to amplify stories and shop participation.

INDIE RETAIL MONTH CAMPAIGN
 <HEE:;HK:MBO> <:FI:B@G <>E>;K:MBG@  LA>OBEE>ƱL BG=B> LAHIIBG@ L<>G> :G= =KBOBG@ EH<:E >G@:@>F>GM

tǊƻƳƻǘƛƴƎ ϧ {ǳǇǇƻǊǘƛƴƎ !ǎƘŜǾƛƭƭŜΩǎ /ǊŜŀǘƛǾŜ {ǇƛǊƛǘ

https://www.exploreasheville.com/shift-10
https://www.exploreasheville.com/shift-10
https://www.exploreasheville.com/shift-10
https://www.exploreasheville.com/indie-retail-challenge
https://www.exploreasheville.com/indie-retail-challenge
https://www.exploreasheville.com/indie-retail-challenge
https://www.exploreasheville.com/indie-retail-challenge
https://www.exploreasheville.com/indie-retail-challenge


TOP PERFORMING SOCIAL POSTS
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INSTAGRAM

Before / After Photos

19,701 Engagements

FACEBOOK

Before / After Photos

22,263 Engagements

TIKTOK

Pattie Gonia Announcement

15,162 Engagements

Engagements = Likes, Comments, Saves, Shares

Delivering Balanced & Sustainable Growth

Encouraging Safe & Responsible Travel

Engaging & Inviting More Diverse Audiences 

tǊƻƳƻǘƛƴƎ ϧ {ǳǇǇƻǊǘƛƴƎ !ǎƘŜǾƛƭƭŜΩǎ /ǊŜŀǘƛǾŜ {ǇƛǊƛǘ

Å Competitive benchmarking: Using our 
analytics platform, we track performance 
against 20 curated competitors per 
platform, including other DMOs and 
high-performing content channels.

Q1 engagement highlights: 
Å Facebook: Total engagements: 88,965  

vs. competitor average 31,000 (+206%)
Average per post: 2,281 vs. competitor 
average 410 (+266%)

Å Instagram: Total engagements: 102,245 
vs. competitor average 47,297 (+116%)
Average per post: 1,203 vs. competitor 
average 794 (+52%)

https://www.instagram.com/p/DPG0oiNDTrv/
https://www.facebook.com/649170737243750/posts/1203486901812128
https://www.tiktok.com/@visitasheville/video/7545938331280952607
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INSPIRE & CONVERT: PAID MEDIA
Anticipated coverage following site visits:

Q1 Paid Social 

Impressions: 41.6M+

Engagement: 2M+

Inquiries: 6,831

CPE: $.09 

Major events as calls to plan a trip:

ÅShifted regional paid social strategy from general 

ŐěģŎİģ ēĮģĬő īģıığĥħĬĥ Ĳĭ ģĴģĬĲ-led creative

ÅLaunched event campaigns across paid search, paid 

social, and paid content

ÅEvent-based display achieved nearly 2x benchmark 

CTR and paid social for ĘĦĭīğı ĈğīĠĭŎı ĘİĭĪĪı Ħğı 

already driven 24K+ clicks to our website.

Q1 Paid Digital

Impressions: 47M+

Engagement: 5M+

Inquiries: 4,543

CPE: $.07 

Strong calls to visit this fall across advertising

Delivering Balanced & Sustainable Growth
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CULTURE & 
BUSINESS AFFAIRS

Q1 INITIATIVES 

Jennifer Kass-Green
Vice President of Culture & Business Affairs



ORGANIZATIONAL UPDATES
New Team Member
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Ed Silver

VP of Business Development

Running a Healthy & Effective Organization
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BUSINESS 
DEVELOPMENT

Q1 INITIATIVES 

Ed Silver
Vice President of Business Development


