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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

October 2025 Ż December 2025
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MARKETING, 
CONTENT & PR

Q2 INITIATIVES 

Dodie Stephens
Vice President of Marketing
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Å Eight PR launches w. news releases distributed to 6,216 media contacts.  

Å The November press conference and releases about the Ĕċą ĘēęĖŎı ŐĆħĪĲīĭİģ 
ćĦğīĮħĭĬıĦħĮ ąıĦģĴħĪĪģő garnered 450 media mentions across the U.S. that were 
delivered to hundreds of millions of people.

Å Hosted or supported three FAMs with journalists who write for outlets such as Nat 
Geo, AAA, Bon Appetit, Epicurious, Food & Wine, Eater, The Manual, Lonely Planet, 
Travel Noire, NerdWallet and Afar.  

Å Site visit highlight: ćĆė ĒģĵıŎ ěģĬĢķ ċħĪĪģĲĲģ ĴħıħĲģĢ ħĬ ĈģġģīĠģİ# ĵĦħġĦ İģıĳĪĲģĢ 
in 765 mentions airing on CBS stations in nearly every state  to hundreds of 
millions of viewers.

Å Site visit highlight: ěĆĘĚ ħĬ ćĦğİĪĭĲĲģ ĮİĭĢĳġģĢ ŐĖģĢħıġĭĴģİ ąıĦģĴħĪĪģ#ő ğ ;-hour 
special on the heels of the milestone coverage. It featured more than 10 partners  
the PR team pitched. 

ASHEVILLE EVERYWHERE
Back-to-back PR launches keep community momentum front and center

ƪ5@9LưK @9HH=FAF? FGOź L@9LưK L@= J=9D KLGJQūƬ ƪ'L AKFưL BMKL J=:MAD<AF?ŧ
ALưK J=AFN=FLAF?ŧ 9F< AFNALAF? QGM LG := H9JL G> ALK F=PL ;@9HL=JūƬ 9F<
ƪ K@=NADD= AKFưL BMKL :9;Cŧ ALưK :=LL=JŨƬ -WBTV Charlotte

HIGHLIGHTS:  Press conferences, FAMs, site visits

Delivering Balanced & Sustainable 
Growth



EARNED & ENDORSED
Impact, Accolades, and Significant Stories
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4.85B 

Potential Media Reach

$95.3M 
Publicity Value 

42
Site Visits

968  

PR Team Placements

Earned Coverage

ěĦğĲŎı Ēģĵ ħĬ ;9;? Ĕİģıı ĖģĪģğıģ ĢħıĲİħĠĳĲģĢ Ĳĭ 
1,609 media contacts

Best Places to Go in 2026

50 Places to Travel in 2026

Go List Ż Top Places to Go 
in the USA in 2026

The Gold List 2026 

-George Stone, Conde Nast Traveler

tǊƻƳƻǘƛƴƎ ϧ {ǳǇǇƻǊǘƛƴƎ !ǎƘŜǾƛƭƭŜΩǎ /ǊŜŀǘƛǾŜ 
Spirit
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BLUE RIDGE PARKWAY GREEN LIGHT DESPITE SHUTDOWN
,>LL:@BG@ LNIIHKML ƯHI>GƱ LM:MNL =NKBG@ MA> @HO>KGF>GM LANM=HPG

495.9M  

Potential Media Reach

$6.2M 
Publicity Value 

Audience & Value

Encouraging Safe & Responsible 
Travel



BLUE RIDGE PARKWAY VISITATIO N
Rebounds and surpasses visitation in the peak month of October
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TRAVEL + LEISURE ADVISORY BOARD
A Full Circle Opportunity

Opportunity: Four members of the Travel + Leisure Advisory Board traveled to 
the Asheville area this quarter.

Meeting of Luxury Travel Agents: The week following their visit, Vic traveled 
to the TAB Conference in Pasadena to meet with the full board. 

Coverage & Amplification: Soon after an article was written, interviewing the 
īģīĠģİı ĵĦĭ ġğīģ Ĳĭ ąıĦģĴħĪĪģ! ą ığĴĴķ ĲİğĴģĪģİŎı ĥĳħĢģ Ĳĭ ĲĦģ ġħĲķ! 

Results for Sponsored Editorial, Ads & Social: 
Å 928K impressions.  
Å Campaign engagement and click -throughs rate was 0.35% or 3.5x higher 

than industry average.  
Å Supporting ad units were +50% higher than T+L benchmarks.
Å Amplified social was +136% higher than T+L benchmarks.

tǊƻƳƻǘƛƴƎ ϧ {ǳǇǇƻǊǘƛƴƎ !ǎƘŜǾƛƭƭŜΩǎ /ǊŜŀǘƛǾŜ 
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INFLUENTIAL CREATORS

Goal: Amplify paid efforts and markets of focus via 

micro -influencer partnership campaigns.

ĊĭġĳıģĢ ĭĬ Őease of access ő īģıığĥģ ğĬĢ ĢħİģġĲ 

flight routes.

Team worked with 10 influencers this quarter, 

delivering a total of 180 posts and videos. 

Total Engagements: 34,210+

Total Estimated Media Value: $253,535+

Total Impressions: 8 Million+

Ease of Access to Asheville

Engaging & Inviting More Diverse Audiences 

PARTNERSHIP HIGHLIGHTS:

DC Û Dambo CTA @EmilyGoesPlaces

DC Û Culinary @AlwaysBeMyFoodie

DC Û Family getaway @AustinKGraff

DC Û Fall getaway @YourDCBestie

Tampa/St. Pete Û Culinary @FoodbyTiana

Orlando Û Budget -friendly @BeerCutieandFoodie

New York City Û Romantic getaway @kimchixjollof

E X P L O R E A S H E V I L L E . C O M
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Strategy: To show how a wedding in the Asheville area is built by the 

hands of our creative community, with a connection to the land and to 

the creatives who call Asheville home. Deeply personal weddings, 

luxury without pretense. Position Explore Asheville as expert guides.

Impressions: 1.75 Million+ across custom digital, social, e-news, 

homepage takeovers and run of site ad units.

HIGHLIGHTS: Still gathering campaign data and encouraged to see 

supporting social delivering 554K impressions and an exceptional 

15.7% engagement rate (17% on Facebook).

GARDEN & GUN WEDDINGS

Delivering Balanced & Sustainable 
Growth

Engaged markets: 
The highest engagement was 
among readers 35+ in key 
DMAs, including Atlanta, 
Charlotte, Birmingham, 
Nashville, Raleigh-Durham, 
Tampa, and New York.
 

Partnering with taste curators in new weddings brand
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Marketing supported Asheville Sessions through a targeted national paid media strategy 
and owned content production, designed to elevate awareness of the 100 -year milestone 
ğĬĢ ıĲİģĬĥĲĦģĬ ąıĦģĴħĪĪģŎı ĮĭıħĲħĭĬħĬĥ ğı ğ ĪģğĢħĬĥ īĳıħġ ĢģıĲħĬğĲħĭĬ!

Paid Media & Partnership Highlights:

Å Asheville Sessions was supported by a multi -channel paid media mix across The 
Guardian, Rolling Stone, Garden & Gun, and 6AM City , plus a paid creator partnership 
with Patrick Hicks Music Stories . This approach blended national editorial credibility 
with culture -forward and creator -led storytelling.

Total Paid Impressions: 3,099,369

Å Rolling Stone:  2,337,091

Å Garden & Gun:  200,000

Å The Guardian:  175,000

Å 6AM City:  

Å Influencer Patrick Hicks Music Stories:  141,951

ASHEVILLE SESSIONS
$QM>G=BG@ G:MBHG:E OBLB;BEBMR ?HK  LA>OBEE>ƱL FNLB< E>@:<R
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Delivering Balanced & Sustainable 
Growth

EXPLOREASHEVILLE.COM 

Owned content efforts included a custom landing 

page , a short -form history video , and full weekend 

coverage  to capture evergreen b -roll Ü creating a 

long-term content bank to support future storytelling 

ğİĭĳĬĢ ąıĦģĴħĪĪģŎı īĳıħġ Īģĥğġķ! The Asheville 

Sessions landing page had 79k page views , and the 

explainer video received 75k views.

ashevillesessions.com
ashevillesessions.com
https://www.youtube.com/watch?v=JXjh6IohQTM
https://www.youtube.com/watch?v=JXjh6IohQTM
https://www.youtube.com/watch?v=JXjh6IohQTM
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Goal:

đğİĩģĲħĬĥ ġĭĬĲħĬĳģĢ Ĳĭ ıĲİģĬĥĲĦģĬ ąıĦģĴħĪĪģŎı ĪģğĢģİıĦħĮ ħĬ ĤğĪĪ ĲİğĴģĪ 
storytelling through a mix of owned content, real -time reporting, and national 
PR collaboration.

Highlights:

Å Color Hunters Program  Û engaged local photographers and outdoor 
creators across Buncombe County to capture real -time fall color 
conditions, supporting visitor planning and community storytelling. 2025 
Fall social posts (Sep-Nov) generated 1.6M engagements , a 132% 
increase over 677k engagements for the same period in 2023.

Å Weekly Color Reports  Û served as a top-performing seasonal content 
channel across social, newsletter and web, driving high organic traffic, 
repeat visitation, and strong social engagement during peak fall travel. The 
Fall Color Report page on EA.com received 104,340 page views , and fall 
color emails were opened 162,514 times .

Å Fall B-Roll + Video News Releases Û Content partnered with the PR team 
to produce a shared fall b -roll library for video news releases, increasing 
ąıĦģĴħĪĪģŎı ĴħıħĠħĪħĲķ ħĬ İģĥħĭĬğĪ ğĬĢ ĬğĲħĭĬğĪ ĤğĪĪ ġĭĴģİğĥģ! Our combined 
efforts generated 58 additional TV and online/social stories to nearly 1 
million people across North and South Carolina, Tennessee and Virginia.

Å Fall color Sony FAM Û A co-branded FAM with Biltmore and Sony brought 
four high -level influencers to the area at the end of fall color season. Key 
results include 135 Instagram posts , 1.4M earned social engagements 
and impressions to 792K combined followers .

FALL COLOR STORYTELLING & VISITATION STRATEGY
/HLBMBHGBG@  LA>OBEE> :L HG> H? MA> 42ƱL ;>LM ?:EE <HEHK =>LMBG:MBHGL

Engagements = Likes, Comments, Saves, Shares

Delivering Balanced & Sustainable 
Growth

https://www.exploreasheville.com/things-to-do/things-to-do-by-season/fall/fall-forecast-and-weekly-fall-color-report?utm_medium=email&utm_source=Act-On+Software&utm_content=email&utm_term=fall-forecast-and-weekly-fall-color-report&utm_campaign=Fall%5Cu2019s%20Not%20Done%20Yet%3A%20See%20the%20Asheville%20Area%5Cu2019s%20Last%20Bursts%20of%20Color&cm_mmc=Act-On%20Software-_-email-_-Fall%5Cu2019s%20Not%20Done%20Yet%3A%20See%20the%20Asheville%20Area%5Cu2019s%20Last%20Bursts%20of%20Color-_-fall-forecast-and-weekly-fall-color-report
https://www.exploreasheville.com/things-to-do/things-to-do-by-season/fall/fall-forecast-and-weekly-fall-color-report?utm_medium=email&utm_source=Act-On+Software&utm_content=email&utm_term=fall-forecast-and-weekly-fall-color-report&utm_campaign=Fall%5Cu2019s%20Not%20Done%20Yet%3A%20See%20the%20Asheville%20Area%5Cu2019s%20Last%20Bursts%20of%20Color&cm_mmc=Act-On%20Software-_-email-_-Fall%5Cu2019s%20Not%20Done%20Yet%3A%20See%20the%20Asheville%20Area%5Cu2019s%20Last%20Bursts%20of%20Color-_-fall-forecast-and-weekly-fall-color-report
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Goal: 

Marketing supported the Thomas Dambo Trolls installation at 
the Arboretum as a multi -month destination driver, designed to 
extend visitation across lodging, attractions, and winter 
programming.

Highlights:

Å Lodging Packages  Û amplified demand by promoting a suite 
of partner -led troll -themed lodging packages that bundled 
local stays with the Dambo experience, helping convert 
awareness into overnight visits and extended stays. Dambo 
pages have been viewed 197,228 times on EA.com.

Å Event Promotion  Û launched early storytelling across owned 
and paid channels to build anticipation, educate travelers, 
and position Asheville as a prominent troll trail destination. 
Dambo social posts have received 81k engagements and 
1.09M views across platforms.

Å Sneak Peek Visuals + Winter Lights Shoot  Û coordinated 
content capture to supply partners, PR, and social channels 
with high-quality visual assets that could be reused 
throughout the season.

3'., 2 # ,!.Ʊ2 31.++2ū 5(2(3.1 $".-.,8  "3(5 3(.-
Leveraging public art to drive late fall/winter visitation and partner participation
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Delivering Balanced & Sustainable 
Growth


