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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

April 2026 Ż June 2026
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MARKETING, 
CONTENT & PR

Q4 INITIATIVES 

Dodie Stephens
Vice President of Marketing



EARNED MEDIA COVERAGE

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

PR Team on the Road
The Essential Guide to Black 
Mountain, North Carolina

This Tiny Mountain Town Feels 
Like A Mini Asheville

Asheville, North Carolina, Shines 
on Meeting Planner Fam Tour

3 Perfect Destinations To Enjoy 
Farm-To-Table Culinary 
Experiences in the US

Delivering Balanced & Sustainable Growth

Encouraging Safe & Responsible Travel

tǊƻƳƻǘƛƴƎ ϧ {ǳǇǇƻǊǘƛƴƎ !ǎƘŜǾƛƭƭŜΩǎ /ǊŜŀǘƛǾŜ {ǇƛǊƛǘ

Engaging & Inviting More Diverse Audiences 

Q4 Earned coverage

1.71B

$14.7M

Potential media reach

Publicity value

31
Site visits

Impact, Accolades & Significant Stories



ON TREND: EARNED STORYLINES
Proactive Pitching of Summer 2026 Travel Trends
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ÅWellness Travel 

Å Eating Well Û Our 2026 Best Wellness Town Is A Blue Ridge Mountain Gem

Å Southern Living | This North Carolina Gem Was Just Named The No. 1 

ōěģĪĪĬģıı ĘĭĵĬŎ čĬ ąīģİħġğ 

Å Iconic American Road Trips & Family Travel

Å Food & Wine | The Ultimate Guide To Eating Along The 469 Miles Of The Blue 

Ridge Parkway

Å The Points Guy | The 12 Best Road Trips To Take With Your Family This Summer

Å Road Trips For Families | Kid-ćģĬĲİħġ Ęĭĳİı" Čĭĵ ąıĦģĴħĪĪģŎı ĔĳİĮĪģ Ćĳı ĖģĴģğĪı 

A New Family Travel Trend 

ÅąīģİħġğŎı ;>9th Birthday 

ÅĘĦģ ĔĭħĬĲı ċĳķ Ó ćģĪģĠİğĲģ ąīģİħġğŎı ;>9th Birthday: Book These Hotels For 

Less Than $250 This Summer

Å Forbes | 52 All-American Summer Getaways

PR Team on the Road

The PR Team pitched Asheville storylines to 

top travel publications at 2 media missions this 

quarter in Chicago, IL and Albuquerque, NM.

What a mission produces: Food & Wine's 

Blue Ridge Parkway guide, June 20, traced to a 

desk-side at our February NYC mission.

tǊƻƳƻǘƛƴƎ ϧ {ǳǇǇƻǊǘƛƴƎ !ǎƘŜǾƛƭƭŜΩǎ /ǊŜŀǘƛǾŜ {ǇƛǊƛǘ



PAID MEDIA:  INVESTING IN INFLUENTIAL VOICES
Activating trusted platforms and cultural tastemakers who drive engagement
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21.25M+ Estimated Reach*

Across editorial partnerships

Partnerships Outperformed 

Benchmarks        

Å T+L engagement 225% 

above benchmark. 

Å Southern Living was 60% 

above benchmark.

Nearly a Minute of Reader 

Attention

T+L native stories averaged 

57Û58 seconds

11K+ Clicks

Southern Living + Town & 

Country content drove further 

exploration

*Reach blends impressions, print circulation 

and magazine readership across partners; 
full program is still delivering

Delivering Balanced & Sustainable Growth
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ĘğİĥģĲģĢ Ć;Ć ğĢĴģİĲħıħĬĥ ĦģĪĮģĢ ģĶĲģĬĢ ąıĦģĴħĪĪģŎı 

visibility with meeting planners while delivering more reach 

and engagement than projected for FY26.

Å48% Above Impression Goal

8.18M impressions delivered against a 5.5M annual goal

Å49% Above Engagement Goal

65K+ engagements while meeting the annual inquiry goal

BUSINESS DEVELOPMENT: GROWING REACH & ENGAGEMENT 
Paid and earned efforts keep our profile high with meeting planners 

Efficient  LinkedIn 
Engagement:
Paid + promoted organic 

posts generated nearly 

9,963 engagements at 

$0.45 per engagement. 

This ad drove 770 web
visits. >>>

Press Joins 
48-Hour FAM:
VP and chief content 

director of Meetings 

Today reports from 

meeting planner FAM 

experience. Three 
editorials in Q4. >>>

Experience-first content 
drove qualified engagement:
Northstar and SmartMeetings  

delivered planner engagement 

through email and newsletter 

placements . This experiential 
meetings campaign saw  6x the 
average open rate. >>>



FIRST-PERSON POV: MOTIVATING TRAVELER MINDSETS
Influencer storytelling drove 12M impressions across 14 influencer platforms
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THEMES IN FOCUS: 

Å Family Travel 

Å Tour Guides + Outdoor Adventure

Å Food & Culture 

Å Extended Stay + Remote Work 

Campaign engagements so far at 721K

Total Estimated Media Value Û $443K+ 

Engaging & Inviting More Diverse Audiences 



THROUGH THEIR LENS: ASHEVILLE,  FOUR WAYS
Influencer storytelling themes
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@nashvillehiddengems

Engaging & Inviting More Diverse Audiences 



CULINARY SPOTLIGHT:  TOP CHEF CAROLINAS
Extending the reach of our celebrity chefs
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Goal

Turn Asheville's Top Chef moment into momentum for the whole food scene, not just the featured chefs

What we did

Å Published a chef favorites article where our three Top Chef chefs spotlight their under-the-radar go-tos

Å Cut a 30-second version of our Foodtopia video for social to promote the spotlight (120k+ views, 5,400 

engagements)

Å TopChef ran as a limited-run 30-second video spot during Q4 via CTV on NBC generating nearly 1.8M 

engagements and producing the strongest CTR at 0.08% and excellent view completion of 98% among 

video creative

Å Production support: delivered producers a destination brief covering eight restaurants, three relief 

nonprofits and infrastructure status, seeding the storylines that reached the screen

Å Amplified it: Release to 1,104 media contacts at a 53% open rate, then pitched the culinary story 

throughout. We were able to welcome a Food & Wine writer in June.

Why it matters

Å Extends one national TV moment across owned, social, earned and paid

Å Spreads attention across the whole food community, reinforcing the Foodtopia story

Å Keeps Asheville in the national culinary conversation past the episode air date

James Beard Foundation Awards:
Å Content partnership with nominated chefs for exclusive BTS access to the 

awards dinner, extending the Foodtopia spotlight even further

tǊƻƳƻǘƛƴƎ ϧ {ǳǇǇƻǊǘƛƴƎ !ǎƘŜǾƛƭƭŜΩǎ /ǊŜŀǘƛǾŜ {ǇƛǊƛǘ

https://www.exploreasheville.com/article/top-chef-asheville-food-scene-foodtopia
https://www.instagram.com/p/DYpnketJIsV/
https://www.instagram.com/p/DYpnketJIsV/
https://www.instagram.com/p/DYpnketJIsV/
https://www.instagram.com/p/DYpnketJIsV/
https://www.instagram.com/p/DYpnketJIsV/


SPRING HIKES & BLUE GHOST FIREFLIES
Building excitement and assets for outdoor season
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Goal

Build excitement for Asheville's spring outdoor season and 

strengthen our seasonal asset bank

What we did

Å Spring Hike Social Series: sent local content creators to spring 

hikes to capture the start of outdoor season as a series of reels 

(1.6M views across platforms; 72,270 engagements )

Å Blue Ghost Fireflies: hired local photographer and videographer 

Tim Reaves to capture original content of the blue ghost firefly 

display, filling a long-standing gap in our visual assets

Why it matters

Å Uses trusted local voices and talent to drive seasonal, in-the-

moment travel intent

Å Positions Asheville as a spring and early-summer outdoor 

destination, not just a fall one

Å Builds an owned library of Blue Ghost assets so we can pitch a 

signature experience with visuals to support

Delivering Balanced & Sustainable GrowthEncouraging Safe & Responsible Travel



Competitive benchmarking
 

Using our analytics platform, we track performance 

against 20 curated competitors per platform, 

including other DMOs and high-performing content 

channels.

Q4 engagement highlights
 

Å Facebook: Total engagements: 53,436  vs. 

competitor average 11,280 (+373%)

Average per post: 763 vs. competitor average 

135 (+465%)

Å Instagram: Total engagements: 70,410 vs. 

competitor average 40,160 (+75%)

Average per post: 1,173 vs. competitor average 

649 (+81%)

Top posts

Å Each platform saw different highest performers, 

with Sliding Rock leading on Facebook, spring hike 

series content resonating on Instagram, and 

synchronous fireflies taking TikTok

OUTDOORS LEADS ON SOCIAL

E X P L O R E A S H E V I L L E . C O M 13

INSTAGRAM

Pink Beds Trail Spring Hike

13,171 Engagements

FACEBOOK

Sliding Rock

11,657 Engagements

Engagements = Likes, Comments, Saves, Shares

Delivering Balanced & Sustainable Growth

Encouraging Safe & Responsible Travel

Engaging & Inviting More Diverse Audiences 
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TIKTOK

Synchronous Fireflies

43,986 engagements

https://www.instagram.com/reels/DWzcK5UCT1n/
facebook.com/reel/1524923702396197/
https://www.tiktok.com/@visitasheville/video/7626175457406323982?utm_campaign=tt4d_open_api&utm_source=7036369194396418050

