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The Buncombe County Tourism pevelopment Authority (BCTDA) and Explore AsheV|IIe adopted strategic imperatives that are informing and _
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Balancing resident and visitor Engaging residents and visitors  Extending a genuine invitation to =~ Sharing stories of creators and Investing in people, policies, and
needs, recognizing the necessary  with shared values to care for and BIPOC travelers and other makers who help differentiate our | practices to serve our community
role that sustainable, long -term respect natural, cultural and diverse audiences including destination through food and drink, with integrity within the
growth of travel has in achieving a human resources vital in delivering = LGBTQ visitors Uconnecting visual and performing arts, Tihgli AkgaT T O1| T gh
healthy, collective economy. guality guest experiences. them with local neighborhoods, experiences and more. requirements.

~

businesses, and entrepreneurs U
Focusing on the quality of each visit = Collaborating with community creating more opportunities for =~ Supporting product development,

to our community Ubalancing organizations, local businesses all to win. place making and community
growth across the seasons, and environmentally focused connections, enabling new
business and leisure travel, and partners to support the Supporting product experiences and business
throughout Asheville and sustainability and growth of our | development, place making and opportunities throughout our
Buncombe County. outdoor economy. community connections, community.

enabling new experiences and
business opportunities
throughout our community.

Explore Asheville staff generates quarterly reports on progress made toward these strategic imperatives and relevant initiati  ves that support them.
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ASHEVILLE EVERYWHERE
Back-to-back PR launches keep community momentum front and center
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HIGHLIGHTS: Press conferences, FAMS, site visits
A Eight PR launches w. news releases distributed to 6,216 media contacts.
\ A The November press conference and releases aboutthe E¢ 3 EéeEO1I OC
\ CHGT | hT I 1 AHh | ganerBd¥iohrediagrintions across the U.S. that were

delivered to hundreds of millions of people.

/A 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.

/ A Site visit highlight: ¢ Ceé Egj 1 O &gl Gk ¢hl T glUlg Jhi h IJm mﬂmf“‘:
in 765 mentions airing on CBS stations in nearly every state to hundreds of s
millions of viewers.
A Site visit highlightt: € CEE hl ¢HgI T T 1IIg |17 Gijgg GhodE g
special on the heels of the milestone coverage. It featured more than 10 partners
)/ the PR team pitched.
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EARNED & ENDORSED

Impact, Accolades, and Significant Stories

Asheville Is Back

A / /

, With All Its Artistic Flair

-George Stone, Conde Nast Traveler

Asheville brightens 2026 with art, immersive

experiences
llluminated landscapes, heritage-inspired dining and restorative
journeys invite visitors to experience the Blue Ridge Mountains in a
new light

For the first time, guests at Biltmore can experience the grounds and gardens after dark through Luminere,
a stunning, light and sound-filled evening experience, opening in March 2026 (Photo Courtesy: Biltmore)

ASHEVILLE, NC (Dec. 4, 2025) — Each year brings a new way of seeing, and in 2026
travelers are choosing experiences that feel intentional — however indulgent or simple

they want them to be. Asheville meets that shift with a season of openings and
encounters that invite guests to slow down and awaken the spirit.

EHGIWOI Egj BT ;9,2 EI[gi11
1,609 media contacts
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Frommers®

TRAVEL+
LEISURE

Fodorsiravel
Conde Nast
Traveler
Earned Coverage
4.85B

Potential Media Reach

$95.3M
Publicity Value

Best Places to Go in 2026

50 Places to Travel in 2026

Go ListZ Top Places to Go
In the USA In 2026

The Gold List 2026

42
Site Visits

968

Fr Team Placements




BLUE RIDGE PARKWAY GREEN LIGHT DESPITE SHUTDOWN
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/ , o= This Scenic Stretch of the Blue Ridge Parkway Is :
I E IASVL’E A_ E Finally Reopen After Hurricane Helene—Just in Audience & Value
Time for Leal Peepin
bine 495.9M

Some visitor centers, restrooms reopening along Blue Ridge  Jalol i NV CRRGE )
Parkway during government shutdown

SPECTRUM
NEWS
$6.2M

Blue Ridge Parkway, Smoky Mountains national park gI{o[{SWAYZIIT
The N@WS&ObserVer open despite federal shutdown

Mentions by State

Powered by Critical Mention

Here's what we know about the

radio @ ‘ Wth@ Blue Ridge Parkway and

Shenandoah National Park during -
the government shutdown 3

NH

MA

Blue Ridge Parkway remains
open during government
shutdown

Planning a fall trip to the NC
mountains? Here’s what the
shutdown could mean for

RI

CT

NJ

you
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BLUE RIDGE PARKWAWISITATION

Rebounds and surpasses visitation in the peak month of October

OCT. 2025

2,561,101

OCT. 2023

2,241,309

OCT. 2024

739,523
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/ TRAVEL + LEISURE ADVISORY BOARD

AN

A Full Circle Opportunity

j;' 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
Tgr1 Ggli1 JHT ggi1g Wi Q|HthIIg' a

Results for Sponsored Editorial, Ads & Social:

N A 928K impressions.

A Campaign engagement and click -throughs rate was 0.35% or 3.5x higher

T than industry average.

- A Supporting ad units were_+50% higher than T+L benchmarks.

[ A Amplified social was #136% higher than T+L benchmarks.
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Fresh from
Asheville

JOURNEY THROUGH "THE LAND OF THE SKY" WITH
TRAVEL + LEISURE'S TRAVEL ADVISORY BOARD

"Asheville is for makers, and the makers here are
survivors. This is a place where you ¢an connect w1th

k 1J | g)edplg tHe1rgoiles@nll thelrlﬁaﬂjhvh)rlG g

SANDY SCHADLER, TRAVELINK

1T

"Hospitality here feels genuine. Beyond the warm
locals, the service community operates with a
sincerity that's increasingly rare.”

PAUL TUMPOWSKY. FORA TRAVEL

"Asheville made me feel grounded and in touch with
the Earth. It opened my eyes to poetry placed in the
right place.”

STEVE ORENS, FROSCH BY CHASE TRAVEL

RIBE

EXPLORE

FOODTOPIA

WAY OF LIFE

MEET THE ADVISORS

N

Linda Paul
Scroggins Tumpowsky

Steve
Orens

Sandy
Schadler
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INFLUENTIAL CREATORS

Ease of Access to Asheville

Goal: Amplify paid efforts and markets of focus via | _ _. Y—__he;v-ls—l;we

. . . : fone visiting 2 ' O,
micro -influencer partnership campaigns. Ashew]fle NC ,
) 4 . &

CY gij1 g 6aselofaccss 6 1 g1 1 §hg
flight routes.
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@ kevinsfoodtour Nonstop!? I've been wanting to visit Asheville
since we moved!

3 likes Reply

Team worked with 10 influencers this quarter,
delivering a total of 180 posts and videos.

jew replies (2)

+ 814K g P ¢

@ phoodietings Great itinerary! Surprised about the Filipino o
food! el

-~ " %% Sam Strosity & 4w 2likes Reply

Total Engagements: 34,210+

thIS islyour” ' :
‘ g : So cool! You're making m
. : sug to plan a trlp to wl ) : ingwithjonni ’ vay!
[otal Estimated Media Value: $253,535+ e ‘ these things.Love you an () 00 s e ety o o sraors.
. irst comment [ -3

Reply t. 4 1like Reply
chefccoleman 10w

@ Asheville is amazing. Hope you enjoy my
home state!
Reply L 4 You need to check out

Patrick Hicks Music Stories - Friends
Thank you!

Total Impressions: 8 Million+

chicangeorge om place.avl @ it i‘:‘ )é wh||e

’ Aww man, | travel there sometimes for work YORUTE m town. Phenomenal restaurants
hate | missed you. Reply

The ﬂight from DC Reply §e 9?2

View 1 more reply
@ Apple User885329

PARTNERSHIP HIGHLIGHTS: DC UFall getaway @ YourDCBestie @ Locking forwar visiting next vear A5 mssdgeriey 01 |
DC UDambo CTA @EmilyGoesPlaces Tampa/St. Pete UCulinary @FoodbyTiana Reply & v: e e e e

DC UcCulinary @AlwaysBeMyFoodie Orlando UBudget -friendly @BeerCutieandFoodie e A o oot sudvouie e
DC UFamily getaway @AustinKGraff New York City URomantic getaway @kimchixjollof b S0 JeRy e LS IS Reply
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GARDEN & GUN WEDDINGS

Partnering with taste curators in new weddings brand

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).

HOW THE CITY'S CREATIVE SPIRIT
AND BLUE RIDGE SETTING SHAPE

g,
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° Gardon & Oun Vagueire & Vot Aisevie
4 ol P dee o

Engaged markets: ettt vcdding unfolds less like

P svalsl dvian me s h ] 2 Fum Pt %)y Do wves bas Avvevin's
pomra Ity Yadorra edongs mo ooiaboratve works of pt ot

The highest engagement was T
among readers 35+ in key ® e
DMAs, including Atlanta, . :. \
Charlotte, Birmingham, P
Nashville, RaleighDurham,
Tampa, and New York.

w

4

In Asheville, North Caroling,

an event and more like a collective work of art shaped by the
city’'s makers and the enchanting scenery of the Appalachian
Mountains. Flower farmers cut native blooms for pastoral
bouquets, bakers top cakes with berries fresh from the field,
ceramicists mold tableware as singular as the couples
themselves, and bluegrass musicians tune their strings for a
homespun serenade. Even the smallest details reflect the
region’s fiercely local, endlessly imaginative spark. And at four

remarkable Blue Ridge venues, that spark makes for
unforgettable vows.
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ASHEVILLE SESSIONS RollingStone  GARDEN&GUN
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SESSIONS MAKESITTHECOUNTRY  Festival Pay Tribute to the Pivotal

Marketing supported Asheville Sessions through a targeted national paid media strategy MUSIC DESTINATION OF APPALACHIA Asheville Sessions
/ and owned content production, designed to elevate awareness of the 100 -year milestone
gl G 1 13i gl huegl a1 #HGIATT g Ol J T1T hIJhT T hIlT h g
| Paid Media & Partnership Highlights:
A 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
\ A Rolling Stone: 2,337,091 Stjyle:];lueprmt Ol,ll‘ State
i A Garden & Gun: 200,000 Asheville, NC Celebrates 100 Years HIDDEN HISTORY
A The Guardian: 175,000 Uprpdldthanusl(, Count[‘y MUSiC,S
A 6AM City: . .« e
/) A Influencer Patrick Hicks Music Stories: 141,951 ASheVlHe OF lngS
/

EXPLOREASHEVILLE.COM

Owned content efforts included a custom landing

e page, ashort -form history video , and full weekend
By = ‘ coverage to capture evergreen b -roll U creating a
N ?%TEPTNT@mo Y\ _Z\RS 01'-‘ ® long-term content bank to support future storytelling

N ASHEVILLESSOUND B §iTijiT G g1 AgInAT 1 §heAsheviler h g 1

et o hose sounds rs coling you sl - Sessions landing page had 79k page views , and the
explainer video received 75k views.
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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

FALL COLOR STORYTELLING & VISITATION STRATEGY
HLBMBHGB
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Goal:
'
dgiTglAT h giTURTIHGG W7 1+ BT gl hIHRGT a1 A o )
storytelling through a mix of owned content, real -time reporting, and national
PR collaboration.
N Highlights:
ol ¥ Gla:ssz\zdcuntam
A Color Hunters Program Uengaged local photographers and outdoor TP Graiad Fats Conittias i AdhaeTlia
creators across Buncombe County to capture real -time fall color P v s e oy i st
conditions, supporting visitor planning and community storytelling. 2025 e e b
Fall social posts (Sep-Nov) generated 1.6M engagements , a132% i St e i
increase over 677k engagements for the same period in 2023. o e s e
o A Weekly Color Reports _Userved as a top-performing seasonal content ,
\. channel across social, newsletter and web, driving high organic traffic, A oioneAsHEL
repeat visitation, and strong social engagement during peak fall travel. The s s e
- Fall Color Report page on EA.com received 104,340 page views , and fall P
color emails were opened 162,514 times . \ it
A Fall B-Roll + Video News Releases UContent partnered with the PR team
. to produce a shared fall b -roll library for video news releases, increasing. =~
gl AgJhl 1l gO1 Jhi hGhl hlJk hl Ou¢ombined | ¢
efforts generated 58 additional TV and online/social stories ~ to nearly 1
million people across North and South Carolina, Tennessee and Virginia.
A Fall color Sony FAM UA co-branded FAM with Biltmore and Sony brought SANT -
four high -level influencers to the area at the end of fall color season. Key N R
results include 135 Instagram posts , 1.4M earned social engagements T —
__ and impressions to 792K combined followers . e

Engagements = Likes, Comments, Saves, Shares

EXPLOREASHEVILLE.COM



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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Leveraging public art to drive late fall/winter visitation and partner participation

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:

A Lodging Packages Uamplified 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.

A Event Promotion Ulaunched 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.

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