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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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Acheville’s Crealive Spardd | & Effective Organizalion

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, TihgT AkglhT T O1| Tgh
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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\,_ Promoting & Supperting Asheville’s Creative Spirit

EARNED MEDIA COVERAGE

/ TRAVEL+
- ) ADVENTURE TRAVELERS

ASHEVILLE, |

S »

Q3 Earned coverage LEISURE

Top Trending U.S. Destinations
for Spring Break 2026

# | NORTHCAROLINA gl -

g ~

4.6/B .
Potential media reach Southem Llﬂﬂg
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$41.5M Wine Spectator

N\ Publicity value

\_ The Most Underrated U.S. Cities
3 6 for Food and Wine

| Site visits "POINTS GUY®

/ 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
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FPromeling & Supporling Asheville's Crealive Spirdd

NYC MEDIA MISSION
January 2026

Objectives

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

T> T T> I

Key outlets pitched

Architectural Digest

Elle Decor

Dossier

YOLO Journal

Better Homes & Gardens
Real Simple

Food & Wine

Financial Times

Galerie

TIME

New York Post
Southern Living
Travel + Leisure
CBS News

Fox News

o J>o T To Do o I Do
oo Too Joo To To o I

Emerging trends and opportunities Results

A Strong demand for tastemaker -led and personality-driven storytelling A Dossier E-Newsletter: East Fork

A Continued interest in wellness, outdoors, and road trip narratives A TODAY Show: Summer Road Trips (April 2026)
A Shift toward immersive and experiential culinary coverage

A Need for timely hooks and strong visuals

EXPLOREASHEVILLE.COM




Fromoling & Supperling Asheville’s Crealive Spuril

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

A Biltmore Estate, Downtown Asheville, River Arts District, Black Mountain

A Hiking, mountain biking, archery, workshops, Michelin (recognized restaurants
A YMI Cultural Center activation celebrating Asheville's Black cultural legacy

A Closing night at Fitz and the Wolf featuring local all -star musicians

Immediate results

A 15 editors and writers  experienced Asheville area firsthand

A Each a potential byline

A Multiple upcoming episodes T H Oel ] §gT gG6 | 1 Ggg: W#
guide, are releasing soon

A Asheville recap posts on a H § s$o€al media and within its newsletter

AegilTk 1giggianlh TH Ga PhHg Eghi ghnhnl §G" Et | K
Bonesteel
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- Fromeling & Suppsrting Asheville’s Crealive Spuril

IMM MEDIA MISSION AND VISIT NC 365 FAM

Engaging reporters in Asheville and beyond

A 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
A Writers, editors and freelancers from Travel + Leisure, NatGeo# C7T GT i O1
& Wine, AAA, and Cigar Aficionado, among others.
ACgl | §gG 1H3) g EggHGgl B hdndGul kCTEGThI| OIE K% Py
(and Way Cheaper) Than a Theme Park ’ TravMedia
A 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 —
’ showcase the unique culinary, arts and wellness experiences the Asheville
area has to offer.
A Media from The Local Palate, Southern Living, Eater Carolinas, Garden & Gun,
WRAL-TV (Raleigh), and PBS NC, among others.
| A Governor Stein spoke about the importance of travel to Western NC, spurring NTERSET \
local and regional coverage.
NC GOV. JOSH STEIN
ON TOURISM IN WNC
N oudd
,/ Image Credits (top to bottnavMediaWLOSV
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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

dgglulhT ht ETGgkOr Jhgg JigirnGgl Wl g1 G ghgH g1 T W3gT 10 Ghi ggulTi# EkITgi CgJ

FAM trip as the sole journalist among 13 planners.
gs B

Who Tyler met

[
AeG entJgi giI G ¢eKJTTig arHgIRTT GO gl hi g GmeeilTn
A Lew Bleiweis, Asheville Regional Airport PEOPLE + PLACES TOD QY
A Tim Hill, The Biltmore Company

A Leaders of 10+ properties

A Multiple planners

Immediate results

A 3-page print spread in Meetings Today's May 2026 issue, plus digital version
A Appearance in Newswire newsletter going to 50,000+ planners

A Meeting planner testimonials featured in the piece

A 14 hotels featured with room counts and meeting space specs

A 3rd Asheville story in Meetings Today since September

EXPLOREASHEVILLE.COM
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ng Asheville’s Creative Spirit

FUTURE OF TRAVEL DISCOVERY

Building a smarter content system to stay visible as search shifts to Al and new planning tools

Goal

Cgl ] air#HgIRITgOr gilT Xl 1 3Kk

shifts to Al and new search tools

What we did

A Conducted a full-site content audit (1,000+ articles) to
prioritize updates

A Built a consistent framework for content updates

A Launched a new pipeline of itinerary content designed for
JT GgkO1 1 ggl gH GgHGJIRT |

A Created 20 new itineraries out of 43 identified topics to
support trip planning

Why it matters

A Improves visibility in Al search, voice search, and answer
based results

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

A Creates a repeatable process for keeping content current and
competitive

EXPLOREASHEVILLE.COM
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Girls’ Getaway
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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

the Blue Ridge Adventure in Asheville




For Residents Weddings Meetings Travel Pros Sports Media Partners | Q
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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 @ IR & F

A Executed Hotel Weeks for a second year as a coordinated m ﬂ— L
winter promotion " E : L HOTEL
A Brought together local lodging partners to offer 25%-+ off -‘N- ’
overnight stays in February EEKS
A Supported with landing page, PR, paid media, social, and email

4 AVL Trip Planner

Impact

A Hotel Weeks content generated 35,000+ page views and 254+ off requian rales in Febraary
more than licks into individual offer . ! .
ore than 6,600 clicks into individual offers Save Big During Asheville Hotel Weeks
A That represents significant year-over-year growth from
Take advantage of the biggest savings of the year during Asheville Hotel Weeks! For the entire month, enjoy

16,000+ page views and 4,800 offer clicks last year : ! : _ ,
25%+ off stays at some of the city’'s most welcoming accommodations—from boutique hotels in downtown

- - idi Asheuville to cozy inns with mountain views. Whether you're seeking a quiet retreat, a food adventure, or a
A Results suggest the promotion is building awareness and
mome ntu m | n th em al‘ket cultural escape, Asheville Hotel Weeks offers big savings that make February the best time to visit Asheville.
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New web content and design components help surface accolades where travelers are planning their visit

Goal

dg7ig WDHEYg gl ggor T guRRTT gl 1 g-g7
value visitors to see and use as they plan a trip

)

What we did

Asheville, North Carolina: A

A Created a new leisure-facing article that brings accolades Nationally Recognized
together in one visitor-friendly place Award-Winning Destination

A Built a new website component to highlight accolades more ‘
naturally across key pages G o

A Added flexible design options, including multi-accolade oo
layouts and accolade-plus-quote callouts ,ywhky'"wfiiwi"“

Why it matters gﬁ;ﬁéﬁ:%ﬂ Makes The 50 Best Places

A Helps travelers quickly see trusted third-party recognition Mhmuemmm SRR

AEghTHT I ggr NURG a1 ARgINTT G § e i e
worth choosing
A Responds to travel advisor feedback that accolades help
signal destination quality and stature for high-value visitors USA _ _ int
TODAY ‘ ‘ A (S P b B AT i

enthusiasts with easy access to more than 100 local beers.

1 0 B EST - USA Today 10 Best

10 Best Beer Cities in the US


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.

Q3 engagement highlights

A Facebook: Total engagements: 49,356 vs.
competitor average 9,392 (+81%)
Average per post: 676 vs. competitor average
113 (+498%)

TIKTOK
A Instagram: Total engagements: 56,881 vs. FACEBOOK INSTAGRAM : o
9 tit ggg527 +93% ’ Last Chance Trolls MICHELIN Round-up (Part 1) Spring Inspiration Reel
competitor average 29,527 ( ) 11,657 Engagements 9,078 Engagements 12,036 engagements
Average per post: 836 vs. competitor average
520 (+61%)
© Facebock Pubiic Engagemerts . Public En gagperrfpotst
TOp pOStS Your Average | 49,356.00 676.11
Competitor Average ] 9,392.00 116.53

A Each platform saw different winners, with Trolls :
@ Reactions @ Comments @ Shares

leading on Facebook, Foodtopia content

resonating on Instagram, and Spring inspiration R

taking TikTok Your Average I 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

