The Buncombe County Tourism Development Authority (BCTDA) and Explore Asheville adopted strategic imperatives that are informing and
guiding the direction of Explore Asheville's program of work and community investments going forward.

Running A Heallhy

Acheville’s Crealive Spardd | & Effective Organizalion

Balancing resident and visitor Engaging residents and visitors | Extending a genuine invitationto  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 achievinga human resources vital in delivering LGBTQ visitors — connecting visual and performing arts, organization’s legislative
healthy, collective economy. quality guest experiences. them with local neighborhoods, experiences and more. requirements.

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

to our community — balancing 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 initiatives that support them.

A EXPLOREASHEVILLE.COM
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. Promeling & Supporling Asheville’s Crealive Spirdd

EARNED MEDIA COVERAGE

/ TRAVEL+
/ | LEISURE
| ADVENTURE TRAVELERS (J
ASHEVILLE, |

5 | NORTH CAROLINA § gh— -
< Al > BRI

Q3 Earned coverage Top Trending U.S. Destinations

for Spring Break 2026

4.67B .
Potential media reach SOllthEI'll meg

The South's Best 2026

$41.8M Wine Spectator

N\ Publicity value
" The Most Underrated U.S. Cities
3 6 for Food and Wine

| Site viits “POINTS GUYD
/ Where to go in 2026: The 17 best
{ places to travel
2 Check out This List of the Best Places to
[ravel to in 2026
/ - Travel Noire

EXPLOREASHEVILLE.COM



FPromeling & Supporling Asheville's Crealive Spirdd

NYC MEDIA MISSION

Jamuary2026

/ Objectives
L « Strengthen relationships with top-tier national media
) » Share 2026 destination priorities

» Drive future editorial coverage

« Gain insight into emerging media trends to better

understand what editors are actively seeking

Key outlets pitched
= « Architectural Digest « QGalerie
~ « Elle Decor - TIME
- » Dossier * New York Post
- e YOLO Journal « Southern Living

« Better Homes & Gardens ¢ Travel + Leisure

* Real Simple « CBS News

 Food & Wine  FoxNews
) « Financial Times
/ Emerging trends and opportunities Results
( « Strong demand for tastemaker-led and personality-driven storytelling * Dossier E-Newsletter: East Fork
« Continued interest in wellness, outdoors, and road trip narratives « TODAY Show: Summer Road Trips (April 2026)
« Shift toward immersive and experiential culinary coverage
« Need for timely hooks and strong visuals

EXPLOREASHEVILLE.COM




Fromoling & Supperling Asheville’s Crealive Spuril

AFAR EMPLOYEE RETREAT

“50 strong from London to Los Angeles and dozens of locales between, gathered in Asheville"

AFAR chose Asheuville for its only global all-hands of the year, providing its team with a
week of immersive regional experiences.

What the week looked like
« Biltmore Estate, Downtown Asheville, River Arts District, Black Mountain
« Hiking, mountain biking, archery, workshops, Michelin—-recognized restaurants
» YMI Cultural Center activation celebrating Asheville's Black cultural legacy
» Closing night at Fitz and the Wolf featuring local all-star musicians
Immediate results
« 15 editors and writers experienced Asheville area firsthand
« Each a potential byline

« Multiple upcoming episodes of "Unpacked” podcast, being called an Asheville
guide, are releasing soon

« Asheville recap posts on Afar's social media and within its newsletter

« Early screening of "A Life Reimagined: The George Masa Story"” by Paul
Bonesteel

A EXPLOREASHEVILLE.COM




o Fromoting & Suppsrling Asheville’s Crealive Spircl

IMM MEDIA MISSION AND VISIT NC 365 FAM

Engaging reporters in Asheville and beyond

« TravMedia's International Media Marketplace (IMM) is the largest gathering of

travel media in North America. Explore Asheville attended and met with over 2
dozen top travel journalists to pitch Asheville as a top 2026 travel destination
« Writers, editors and freelancers from Travel + Leisure, NatGeo, Fodor's, Food
& Wine, AAA, and Cigar Aficionado, among others.
- « Helped shape Rachael Levitt's Fodor's piece, The Family Trip That's More Fun NS /4'\
(and Way Cheaper) Than a Theme Park ’ TravMedia
« Visit NC held its annual 365 conference in Asheville in March. Explore ‘t-/
~ Asheville took the opportunity to host a dozen national and regional media to e
’ showcase the unique culinary, arts and wellness experiences the Asheville
area has to offer.
« Media from The Local Palate, Southern Living, Eater Carolinas, Garden & Gun,
WRAL-TV (Raleigh), and PBS NC, among others.
» Governor Stein spoke about the importance of travel to Western NC, spurring =T \
local and regional coverage.
NC GOV. JOSH STEIN
ON TOURISM IN WNC
__ N ol
,/ Image Credits (top to bottom): TravMedia; WLOS-TV

EXPLOREASHEVILLE.COM



https://www.fodors.com/world/north-america/usa/north-carolina/experiences/news/western-north-carolina-family-vacation-a-cheaper-more-fun-alternative-to-theme-parks
https://www.fodors.com/world/north-america/usa/north-carolina/experiences/news/western-north-carolina-family-vacation-a-cheaper-more-fun-alternative-to-theme-parks

MEETINGS TODAY VISITS ASHEVILLE

Asheville 48-Hour Meeting Planner Experience

v Meetings Today's vice president and chief content director, Tyler Davidson, joined the most recent
7 FAM trip as the sole journalist among 13 planners.

Who Tyler met

L
« Ed Silver and Explore Asheville's entire business development team meeil n s
« Lew Bleiweis, Asheville Regional Airport PEOPLE + PLACES TOD n Y

« Tim Hill, The Biltmore Company

* Leaders of 10+ properties

« Multiple planners
- Immediate results
« 3-page print spread in Meetings Today's May 2026 issue, plus digital version
J « Appearance in Newswire newsletter going to 50,000+ planners
« Meeting planner testimonials featured in the piece
* 14 hotels featured with room counts and meeting space specs
« 3rd Asheville story in Meetings Today since September

EXPLOREASHEVILLE.COM
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N~ orsli ng Aeheville's Crealive Spiril

FUTURE OF TRAVEL DISCOVERY

.~ Building a smarter content system to stay visible as search shifts to Aland new planningtools
/ Goal
/ Help Asheville’'s content stay visible and useful as trip planning
shifts to Al and new search tools
What we did _
« (Conducted a full-site content audit (1,000+ articles) to a—— - :
prioritize updates
\ » Built a consistent framework for content updates
\ * Launched a new pipeline of itinerary content designed for
P today's search behavior i —
[ « (Created 20 new itineraries out of 43 identified topics to P — e AR =
| | support trip planning Y i Y Wl
Why it matters '
/ * Improves visibility in Al search, voice search, and answer- . ‘ o0 S el q
[ basedresults FERWIPRE " "o | s

* Helps more of our content work harder to inspire and convert
travel intent

» (Creates arepeatable process for keeping content current and
competitive

Luxurious Asheville
Itinerary: A High-End
Mountain Getaway

Five Days in Black
Mountain: A Base Camp for A Four-Day History Lover's 5 Days of Outdoor
Itinerary in Asheville Adventure in Asheville

the Blue Ridge

EXPLOREASHEVILLE.COM



For Residents Weddings Meetings Travel Pros Sports Media Partners | Q

ASHEVILLE =

o~

HOTEL WEEKS

A returning winter promo designed to drive overnight stays during need period

Goal

Drive overnight stays during a slower winter period while
supporting local lodging partners

What we did EA T |\l =¥ N !
» Executed Hotel Weeks for a second year as a coordinated =3 " — é 4 -
winter promotion -- E : L HOTEL ' 5
* Brought together local lodging partners to offer 25%+ off WEEKé g
overnight stays in February 2
« Supported with landing page, PR, paid media, social, and email ol
Impact
« Hotel Weeks content generated 35,000+ page views and 25%+ off requdnr rades in Febraary
more than 6, clicks into individual offers ; ; .
6,600 clicks Save Big During Asheville Hotel Weeks
« Thatrepresents significant year-over-year growth from
’] 6 OOO+ page VieWS and 4 800 Offer C”CKS |aSt year Take advantage of the biggest savings of the year during Asheville Hotel Weeks! For the entire month, enjoy
' ' . , A 25%+ off stays at some of the city’s most welcoming accommodations—from boutique hotels in downtown
* u u [ | ul | W Asheuville to cozy inns with mountain views. Whether you're seeking a quiet retreat, a food adventure, or a
Results s est the promotion is building awareness and
mom eﬂtum iﬂ th em al’ket cultural escape, Asheville Hotel Weeks offers big savings that make February the best time to visit Asheville.




MAKING ASHEVILLE'S ACCOLADES MORE VISIBLE

New web content and design components help surface accolades where travelers are planning their visit

Goal

Make the area's national recognition easier for potential high-
value visitors to see and use as they plan a trip

What we did
 Created a new leisure-facing article that brings accolades ssnevilie Norka Carolna: &
: N , Nationally Recognized,
together in one visitor-friendly place Award-Winning Destination
« Built a new website component to highlight accolades more
naturally across key pages L
* Added flexible design options, including multi-accolade Y TS
layouts and accolade-plus-quote callouts ;Ei:’gfi%%&?@ﬁﬁ'LZZ??JZZZZ‘.’.LZiilﬁfi'ni"ifiwuiﬁ52‘12;‘2‘232
H Neational recoguition
Why |t matters Experience What Makes The 50 Best Places

Asheville Different to Travel in 2026 The South's Best Cities Best Music City

We've always believed Asheville was something special. Some of

» Helps travelers quickly see trusted third-party recognition
* Reinforces the Asheville area’s reputation as a destination A
worth choosing
« Responds to travel advisor feedback that accolades help
signal destination quality and stature for high-value visitors USA 10 Best Beer Cities in the US
TO D AY ‘ ‘ Asheville, North Carolina, offers an impressive number of
breweries, friendly beer bars, and bottle shops that provide

enthusiasts with easy access to more than 100 local beers.

1 0 B EST - USA Today 10 Best



https://www.exploreasheville.com/article/asheville-north-carolina-nationally-recognized-award-winning-destination
https://www.exploreasheville.com/article/asheville-north-carolina-nationally-recognized-award-winning-destination
https://www.exploreasheville.com/article/asheville-north-carolina-nationally-recognized-award-winning-destination

Competitive benchmarking

Using our analytics platform, we track performance
against 20 curated competitors per platform,

including other DMOs and high-performing content
channels. - ' LAST CHANCE

tosee the trolls! W

| NCArboretum

? Asheville, NC

Restaurants Recognized in the
YMICHELIN Guide ¥
& (Partl)

- =g

Q3 engagement highlights

 Facebook: Total engagements: 49,356 vs.
competitor average 9,392 (+81%)
Average per post: 676 vs. competitor average

1 1 3 (+498O/O) “:;:Tn:.:::\:eb171Las{(han(emvrsnthziml!s!."Scemore sISv&aur::slorecogmzed(memoslmNonhcarolll. more W
* Instagram: Total engagements:; 56,881 vs. FACEBOOK INSTAGRAM i L
competitor average 29527 (+93%) Last Chance Trolls MICHELIN Round-up (Part 1) Spring Inspiration Reel
Ave zge - tg836 ' it 11,657 Engagements 9,078 Engagements 12,036 engagements
ver er post:; VS, competitor average
520 (+61%)
ﬂ Facebook Public Engagements Tota
Top posts Your Average N 49,356.00 676.11
Competitor Average ] 9,392.00 116.53
» Each platform saw different winners, with Trolls - : - -
. . React t
leading on Facebook, Foodtopia content . = =
resonating on Instagram, and Spring inspiration N
taking TikTok Your Average s 56,881.00 836.49
Competitor Average ] 29,527.45 520.31
Engagements = Likes, Comments, Saves, Shares

® Likes @ Comments
A EXPLOREASHEVILLE.COM 13


https://www.instagram.com/reels/DVJ3vjFCvvR/
https://www.instagram.com/reels/DVJ3vjFCvvR/
https://www.instagram.com/reels/DVJ3vjFCvvR/
https://www.facebook.com/reel/1219062693538430
https://www.tiktok.com/@visitasheville/video/7616504644365274399?utm_campaign=tt4d_open_api&utm_source=7036369194396418050

FY26 PAID MEDIA OVERVIEW: FLOWCHART

JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN

Storytelling: Brand Campaign
Traneel + Lovsuns, AFAR, Nowson, Town & Counbry, Wondorust, Paid Sociol, Roifing Stone, Poitie Gonla, Esquing, iqHoors, Sinlus XM ofc

@ Linear: Wedather + NFL ﬁ 02 Linear: Wedather + NFL + Hnlldug,- Q3: Super Bowl, Awards, Olympics + Tennis AO ' :

H

Spring Messaging .

: : : Z winter Messaging : : : :

| : | T S A

m L] L] L] L] L] L] L] L] L] L

S R S S '
Rofeigh. Chinoga, Charotte . . . .

Alwerys-an Media
Paig Socioy, TravelDesk; Eﬂfem. Bidttefloct, Cousol oo

Business Devalopmmant
Linkookn, TrmmiDesk, Smartiectings, MFL Meatings Tooay, CVENT

Diverse-Owned Media
Sobin, Roptive ofc.

Please note that the media chart above reflects current FY 26 approvals and will be
updated as planning progresses.

A
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Paid ial () isitasheie GET TICKETS FOR
SPCNSORED

ald socCila “LUMINERE" AND

50 THINGS TO DO Elevate your spirit

- IN ASHEVILLE in the heart of the SEE BILTMORE
« Impressions: 45.5M DON'T MISS THE T e Blue Ridge y by e )
{ , BLUE RIDGE IN BLOC ~ .
Engggements. 2,965,755 YOUR ROAD TRIP -
* Inquiries: 5,000 STARTS NOW., :

: s
. - y -
P
v
,

Paid digital

* Impressions: 62.6M
« Engagements: 14,103,855
* Inquiries: 9,349

FASHEVILLE &

o>

2) LEARN MORE
50 Things to Do in Asheville
This Spring

From flying through trees attached to a
Zip line 10 tasting the mountains as you

¥,
explore Foodtopia — these are the S0 A "EV‘LLE
things you should do in Asheville on a

spring getaway
PLAN YOURTRIP

. 2’ BOOKNOW § Visit A'.",hcwllc

From handpicking fresh blooms to
chocolate factory tours — the perfect
famiy-friendly spring getaway s right here

Visit Asheville

Plan your trip with the 50
best things to do in Asheville
this spring

Asheville is rooted in traditﬁ)ﬁ‘ TN "{/‘A' HEVILLE
and alive with innovation ;

Sponsored EXPLOREASHEVILLE.COM e
Ptan the Perfect Family | Learm More
Spring Break . ,

EXPLOREASHEVILLE.COM




O XZSH Asheville e X

Thomas Dambo's towering trolls want to study
human nature. Take a trip to The North Carolina
Arboretum to let them observe you.

exploreasheville.com

Small marvel on a big Learn more
scale
00& K« 42 comments 4 shares

Discover

Google

Explore Asheville
Sponsored

G g%
See Thomas Dambo's Trolls In Asheville.

Inviting Guests of All Ages to Wander,
Wonder, and Rediscover the Natural...

O o

Paid social

* Impressions:
6,008,265

* Link Clicks: 178,617

* CTR:2.97%

Paid search

* Clicks: 40,743

Partner Referrals: 2,643
Newsletter Signups: 34
Visitor Guide Requests: 72

EXPLOREASHEVILLE.COM

Photo couttesy of artist. Thomas Dambo

Trolls:
A Field Study
by Thomas Dambo

Paid digital

Impressions: 634,736

Clicks: 1,657

CTR: 0.26% (well above Kargo
Benchmark of 0.07% - 0.14%)
Viewability: 44.4% (well above
Kargo Benchmark of 40%)
Avg. In-View Time: 11.08
seconds

Engagements: 13,190
Engagement Rate: 2.1%

theholdemessfamily and
é’ Paid partnership
" Original audio

- @ theholdernessfamily &

¥4 ) best time partnering with|
fun weekend adventure.
® Y #ad

Edite w
o visitasheville Asheville is

1w 97likes Reply

—  View replies (5)

—  View replies (1)

w shugarysweets & Awww
Thanks for visiting!

oQv

© Liked by visitasheville and 20)
February 2

h \
° © Addacomment..

Influencers

* Number of Influencers: 7
* Impressions: 1,421,200
+ Engagements: 38,900

« TMV:$72,000

& Discover Thomas Dambo’s Trolls in
Asheville
Presented by Explore Asheville

Asheville has new, whimsical residents: 12 of Thomas Dambo’s
Trolls are now on display at The North Carolina Arboretum.

The Danish artist’s towering wooden troll sculptures can be found
all over the world, but until February 2026, Trolls: A Field Study is
just a 90-minute drive away.

Email

* Impressions: 504,427
* Opens: 314,199
* Clicks: 1500




Hotel, buitin 1926 and very Beaux-Arts.

artist whose studio [ visit. Glass caster Alex ChalPani js as much a
visualspectacle as a

Bernstein (Instagram followers: 221,000)
creates powerful, textured glass sculptures
that riff on the natural world: flowing water,
mountain peaks, canyons. “The optical qual-
itics of glass still surprise me? he says.

“It's going to be another world says the
driver taking me up Sunset Mountain, just
above downtown, to Omni Grove Park Inn.
The city’s first resort (as opposed to sanato-
rium), it was built in 1913 in the Arts & Crafts
style by Edwin Grove, who arrived in Asheville
for his health and stayed to become one of its
big developers (carly-20th-century big-pharma
money). Apart from a wall of windows facing

culinary one.

WITH YOUR HEAD IN
THE CLOUDS '

Plant your feet firmly on our mountain ground and your mind will wander
with possibilities. Asheville is where you can get in tune with nature and
be in harmony with our colorful community. Here, every gift tels a story.
every meal is an expression of the mountains and every detour becomes
a scenic route that leads you to exactly where you were meant to be.

Liostyle

Trusted voices in travel with
- The Esquire Guide to Ashevill
Town & Country and ESQUITe | ..o cormannnmoss s

the golf course and the mountains, its archi-
for your own trip, courtesy of a lapsed southemer. s i b.abis v The uniuladios THIS IS FOOD IN
rooflne is Flintstonesque. Roughvhewn gran- APPALACHIA
By Luke Guillory PUBLISHED: APR 14, 2026 12:00 PM EDT ite quarried from the mountain covers the If you're surprised by the diverse
[ lcarn to my surprise, by fagades and terraces and the interior of its and celebrated spots in town, you

ny’s modernist Bauhaus. ~ Great Hall, which is anchored by two gigan- haven’t been paying attention.

-
(01 save armicie Jzis for making “degener-  tic stone fireplaces that have rows of rocking
\

& Chai Pani This theatrical palace of

tists found refuge in, of  chairs before them that are quiedly occupicd, bl i sl
iorth Carolina,and their I notice, at all times of day. The the 2022 national
can be beautiful, mate-  spais pleasantly th, quics,
© 9 MIN READ hire more important than  and just the sound here.and there of cascading
N H ftart is not lesser than fine  water. But more of Asheville awaits, Cirate Bar de Tapas Spanish food ina
Across trusted editorial resented by Explore Asheville ol e ekt SRl P ot || oSy
lachia, they conceptually  of the Art Locb Trail for a guided hike up perhainttoesid

6,200-foot Black Balsam Knob. The sky is nods galore, and
jin the life and death story  blue, the air is pine-scented, and all I hear achef withan
E1Bulpedigree.

ays Deb Herman,a textile  other than my own breathing is the wind in
a r n e rS OW n O u n r + atch me on the right day and T'l tell you I'd give up all the traveling ek Wi fomagd Pedple doe'e wan 15
! C Trovor Payne,center. just look at this place] says Bek Jopling »-> > Neng s

I've done in my life, all the visits to all the globally significant cities, Asheville's
to spend my time down south. 1 love those southern towns where a muticuhural

i [ I i excellence
squlire, we invite | younger, ey and rogreade ogelatin s rue e o e, and
thi
I instead of being at loggerheads, there's a real osmosis between the two, ::sm'f:w:la

chic 18-seat hole n the wall. Book way
ahead—chef Silver locovozzihas nationsl
accolades

hese blue-dot towns turns them into creative hotbeds
efs, artists, and musicians. I used to take all this for

because 1 grew up in Georgia in two of the best: Macon
hard, Otis Redding, and the Allman Brothers), and Athens
and the Drive-By Truckers). But also because, for most of
aking regular visits to Asheville, North Carolina, which T

visibility editors to visit the

destination and produce

long-form editorials in th |

O.g .O editorials in the How to Spend st TR e

print issues of the two 48 Hours ASHEVILLE'S ~ o
ublications. Additionally, a InAshevigy PERSONALITY

Eeries of digital Y D Caronis IN 5 NEIGHBORHOODS

amplification was deployed I o noicontvl ou o o o ey ach

across social channels, and ol ' bty ,

natively across the ARG A e

publications' sites. |

TallJohn's A buzzy tavern in the ey,
historic neighborhood of Montford.

Exquisite seasonal menus anda devoted
localfollowing.

Luminosa ltalian-inspired modern

EXPLOREASHEVILLE.COM
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EVENT HIGHLIGHTS

Strengthening Brand Visibility, Generating Leads, and Advancmg Storytelling Alignment

Attended Key Events:

* American Bus Association Marketplace — Jan. 10-13 Reno,
NV

« SCSAE - South Carolina Society of Association Executives
- January 15, Columbia, SC

«  RCMA Emerge - Religious Conference Management
Association — February 9-13, Lexington, KY

* Northstar Luxury & Wellness Meetings —March 1-3,
Healdsburg, CA

« Rendezvous South — March 2-5%, Myrtle Beach, SC

 NTA Contact- National Tour Association —March 4-7,
Charleston, SC

«  Smart Meetings Wellness Experience — March 22-24, San
Antonio, TX

All events attended in Q3 produced a total of 7,932 contracted rooms, with an economic
impact of $6,828,000. The Market Segments for the events booked include Agriculture,
Construction, Environmental, Financial, Government, Healthcare, Insurance, Legal,
A Medical, Retail, Social, and Sports.




ingles ¥ ASHEVILLE

gy g
AFAR EAMFIUNSH'PS EAMPII]NSIS

N\ | P
&S NORTH CAROLINA
AFAR Magazine Staff Southern Conference Southern Conference Visit NC Tourism MO Summit

Retreat Basketball Wrestling Conference March 16-18, 2026
March 2-5, 2026 Championship Championship March 16-18, 2026 $208,000

$87,000 March 5-9, 2026 March 7-8, 2026 $610,000 223 roomnights
220 roomnights $9M $196.000 770 roomnights Finance/Sustainability

Advertising/Marketing/ 3,000 roomnights 300 roomnights Tourism

Publishing/Media Sports Sports

A EXPLOREASHEVILLE.COM
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v CLUBY "‘V“'L- -uan""-.
ISU Steadfast. JIONEL P ANERICA = 2
g vOuUTH SE0Ccay
4
Independent Homebrew.Con 2026 Lionel Collectors Highland Football Beer City Cup
Insurance Agency & N?otlomf‘l Club of America Club Girls Summer Asheville 2026
Network - ISU 2027 Homebrewing (LCCA) Shootout 2026 September 3-6, 2026
. Competition Final
National Conference Round 2028 Annual August 28-29, 2026 $1.2M
April 8-13, 2026 June 15-21. 2026 Convention $1M | 2,900 roomnlghts
$712,000 $995.000 July 14-23, 2026 2,500 roomnights Spor’c_s/AthIetlcs/ |
829 roomnights ' $1M Sports/Athletics/ Competitions/Recreation

175 roomnights

Financial '
! ! Agriculture/Commodities/ 1,379 roomnights

Food/Beverage Social
A EXPLOREASHEVILLE.COM 21

Competitions/Recreation
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48-HOUR FAMILIARIZATION TOURS

_March2026
Planners from Across North America, Representing Diverse
Industries —and One Media Member
Ernst Goldman New Jersey Corporate/Financial
Tya Bolton North Carolina Corporate/Insurance
Amy Cimber Florida Luxury Events/Incentive
Jessica Gorman Arkansas Environmental/Energy
Jennifer Watson California Third-Party Planner
Brian Glynn Michigan Travel Consulting

We hosted 13 planners from around the country, representing a diverse range of market segments.
We have booked 2 leads for 477 contracted rooms consequently. Both leads are out of the

A EXPLOREASHEVILLE.COM

Environmental/Energy sector.
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Promsting & Supporting Asheville’s Crealive Spirit

48-HOUR FAMILIARIZATION TOURS

A photo album of a March 48-hour FAM Attendee

View of sunset on the rooftop
‘4 of the Flat Iron Hotel
Asheville Art Experience
alcohol ink class : 4
L 1TH L
Site Visit of the guest rooms Site Visit of the Seely Pavilion
at the Radical Hotel at the Grove Park Inn

A EXPLOREASHEVILLE.COM




 Delivering Bulanced & Sustainable Growlh
Q3 GROUP & EVENT DEVELOPMENT

Benefitted businesses in our community

28 127 LEADS3G§N3ERATED
GROUPS/EVENTS GROUPS/EVENTS
FORPOTENTIAL
0]61610]2{2{=D BOOKED GROUPS/EVENTS:
IN OUR COMMUNITY FOR FUTURE VISITS 98,320 ROOMNIGHTS

s Y Y

$35M direct spending $7M in direct spending 9% increase in roomnights
16,738 contracted rooms 25,980 contracted rooms over Q3 FY25

A EXPLOREASHEVILLE.COM
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TECHNOLOGY, Al, AUTOMATION & FINANCE

Strengthening Internal Efficiencies, Controls, and Advanced DMO Capabilities

Key Accomplishments:

« Al Working Group Formed

« Group Completed v2 of Al Vision Statement

» Collected 50+ Use-Cases for Al (so far)

» Drafting Al Policy Guide based on Vision

« Developed advanced routing of invoices through workflow management systems
« Automated workflow for internal approvals of meeting development funds

« Digitized new vendor setup via workflow management

"We tell human stories about a deeply human place, always grounaed in partnership with our

creative community. Al helps us surface and share more, efficiently and effectively, without
losing what makes the Asheville area irreplaceable.”
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THE YEAR AHEAD

350 community leaders and travel and hospitality partners convened at The Orange Peel
for The Year Ahead 2026: Inspiring Community & Collaboration.

Three panels highlighted major initiatives designed to drive Western North Carolina's
economic recovery, including:

«  PGA TOUR's Biltmore Championship Asheville

« Art & Cultural Experiences: Hellbender by The Orange Peel, Luminere at Biltmore, and
In A New Light at Asheville Art Museum

« Parks & Waterways: Woodfin Greenway & Blueway, Beacon Park in Swannanoa, River
Arts District Recovery, and City of Asheville's Parks recovery.

Four travel & hospitality partners were awarded the 2026 Asheville Superstar
Awards:

» Catherine Mitchell, Riverfront Development Group

« Diane Rogers, Pinecrest Bed & Breakfast

« Mike Rottjakob, Asheville Buncombe Youth Soccer Association
* Vanessa Salamo, Corner Kitchen/Chestnut

TPDF Investments: Highlighted $12.4 million in Tourism Product Development Fund
investments

Board Chair Recognition: Outgoing BCTDA board chair, Matthew Lehman recognized for 5
years of service
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PARTNER EVENTS FEATURING UPCOMING OPPORTUNITIES

Engagement events inform partners on ways to plug into major sporting events coming to Asheville in 2026

Partner Lunch & Learn: Upcoming Sporting Events hosted three panels
covering 2026 major sporting events coming to Asheville and ways for travel
and hospitality partners to get involved:

* NAIA Men's & Women's Track and Field Championships
» Big South Baseball Championship

« Biltmore Championship Asheville

Biltmore Championship Asheville Executive Reception gave industry
colleagues a first-look at:

 PGA TOUR product mix and market opportunities
* Sponsorship, media, and brand-alignment options

» Timelines for when opportunities will come online

A EXPLOREASHEVILLE.COM




FPromoling & Supperling Asheville’s Creadive Spiri

WORKFORCE DEVELOPMENT

o Sl

» Career Fairs: Explore Asheville tabled at Owen High School Career Fair,
alongside Asheville Hotel Group, seeing 200+ students and providing
information on current hospitality internship and scholarship programs.

» Career Technical Education (CTE) Month Teacher Appreciation Event:
Explore Asheville hosted thirty teachers from high schools across the county at
Soprana Rooftop to thank them for their hard work and dedication to our
students.

« Summer Internship Program: Staff interviewed ten applicants for our summer
internship program and selected five students representing Asheville High
School, Asheville School, Enka High School, and Carolina Day School for
Summer 2026.

+ Explore Asheville Hospitality Scholarship Program: Applications opened in
January and closed in March 2026. Scholarship awards to be announced at
Heroes of Hospitality Luncheon.

+ March Concierge Working Group: Held at Highland Brewing event space and
focused on introducing front line staff to meeting spaces and event venues
around Buncombe County with a mini-fair and introduced them to the Business
Development team and how to partner with staff for leads and group services.

EXPLOREASHEVILLE.COM




FPromeling & Supperling Asheville’s Creative Spiril

COMMUNITY & PARTNER ENGAGEMENT

We meet regularly with local community groups as a core part of our strategic imperatives and
destination stewardship strategy — fostering open dialogue, serving as a human point of contact.
These interactions help support local resident’s & business owners so they remain informed partners in
Asheville's future as a destination.

Business & Community Association Meetings Community Events
* Asheville Chamber: Visitor Center Stakeholders Focus ¢ City, County, & State Town Hall Event

Group * Asheville Chamber of Commerce: Policy on Tap
* Buncombe District Coalition Meetings * Asheville Chamber of Commerce: Civic
* Buncombe County Business Response Working Group Conversations
+ Unified RAD Roundtable Meetings *  Warren Wilson Community Partnerships
*  Woodfin Business Association » Visitor Center Staekeholders Working Group
*  West Asheville Business Association (WABA) *  YMI/The People's Place Community Meeting
* Heart of West Asheville (HoWA) * Asheville Downtown Association Q1 Member
* Businesses of South Slope (BOSS) Alliance Mixer
* Asheville Downtown Association *+ GetThere AVL
* Downtown Business Resiliency Group * Asheuvillle Arts Recovery Plan Focus Groups
» Exit 55 Coalition Meetings * Asheville Chamber Black Business Alliance Kickoff
* QOutdoor Business Alliance * Pedestrian Plan Community Meeting

* Chamber Advocacy & Policy Meetings

Hosted Meetings * Blue Ridge Parkway Association Winter Meetings
* French Broad Riverfront Communications Meetings * AIR General Meetings
» Tourism-Related Capital Project Assessment Focus * AIR Taste of Asheville

Groups & Site Visits *  YMIHonors Event

+ Concierge Working Group Meeting
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FY26 RESIDENT SENTIMENT RESULTS

Knowing taxes paid by visitors makes me feel more positive about the contribution of visitors to our community
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NEW PARTNER WELCOME MIXER

Connecting New Partners with the Explore Asheville Team

In January, Explore Asheville welcomed 30+ newly-onboarded
partners to a New Partner Welcome Mixer networking event at
The Mule at Devil's Foot Beverage.

The event gave new Explore Asheville partners an opportunity
to:

- Expand their network, meeting with fellow travel and
hospitality partners over drinks and light bites from Gypsy
Queen

- Connect with the Explore Asheville team, including staff
members from Partnership & Destination Management,
Marketing, and Business Development departments

- Get personalized support by asking questions about
partnership, accessing available resources, and making
connections across the entire team

A EXPLOREASHEVILLE.COM




Promsting & Supperting Asheville’s Creative Spirit

NEW PARTNERSHIPS

Onboarded 31 local businesses as Explore Asheville partners in Q3

» Explore Asheville onboarded 31 local businesses as
new partnersin Q3

TYPES OF NEW BUSINESSES:

BLUE RIDGE

LIMOUSINE

» Restaurants and Bars * Recreation & Sports
« Coffee Shops « Arts & Culture
« Attractions & Tours » (Galleries & Studios

« Meeting & Wedding Venues ¢ Transportation Services
* Meeting & Wedding Vendors « Retail

* Black Mountain * River Arts District N\’

«  Downtown « South Asheville "E@"
 FEast Asheville  West Asheville -

* North Asheville « Woodfin

g A R E T E

Echoes, of The Forest TEXTILES - LIGHTING - JEWELRY
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Q3 INITIATIVES
Sarah Myers |
Director of People, Culture & Strategy '

ASHEVILLE —

Buncombe County Tourism .
Development Authority \
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NEW TEAM MEMBERS

Hired three positions across three departments

Emily Banner Meredith Adams Rachel Dudasik
Sales Manager Marketing Manager Community & Partner

Engagement Manager
A EXPLOREASHEVILLE.COM




ADVANCEMENT

Promoted three team members in Q3

Payton Byrnes Ed Silver Sarah Myers

Public Relations VP of Business Development Director of People, Culture
Manager (added technology & finance responsibilities) & Strategy
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