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Happy New Year!

20 Tidbits 

for 2020



1984
Grove Park Inn stays open 

year-round for the first time. 

Previously closed 

Thanksgiving to Easter.



1989

Hotel occupancy rate in 

Buncombe County in 

December is 38%.



1991

Visitor spending is $269 

million annually.



1991

During peak leaf season, visitors are 

sent to Hot Springs, Cherokee, and 

Black Mountain because there are no 

available rooms in Asheville.



1992

Grove Park Inn closes for the 

month of January.

250 employees affected.



1992
BCTDA launches $1.8 million 

campaign with new slogan, 

“Asheville: The Sky’s the Limit”.

Replaces “Asheville: It will Lift Your 

Spirit.”



1995

Biltmore reports 225,000 visits 

during the Christmas season, 

from mid-November until the 

end of December.



1997

Asheville area attracts 5 

million visits a year, 

generating $995 million in 

total visitors spending.



1998
Consultants report that visitation to 

Asheville is declining.

Recommend adding product to draw 

more people and get them to stay longer.

Civic Center is noted as a weakness.



The vision formulated by consultants for what 

Asheville could become in 5 years: 

A leading regional center of high-quality 

culture, crafts, entertainment, health and 

nature. Its sophisticated marketing approach 

and integrated private and public institutional 

base produces a growing, loyal, highly 

valued, year-round visitor market drawn from 

throughout the Southeast.



2002

Asheville has 4 

breweries.



2006

Biltmore visitation surpasses 

the one-millionth mark for the 

first time.
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HOTEL ROOMS SOLD
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TOTAL LODGING SALES
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GROUP SALES 
& SERVICE



DIANNA PIERCE, VP OF SALES



CARLI ADAMS,
GROUP COMMUNICATIONS 

& SERVICES MANAGER



Dianna Pierce
VP of Sales

Beth McKinney
Sales Manager

Kathryn Dewey
Sales Manager

Carli Adams
Group Communications 

& Services Manager

Daniel Bradley
Group Sales & 

Services Specialist

Glenn Ramey
Group Sales & 

Services Specialist

Tina Porter
Senior Sales Manager

Connie Holliday
Senior Sales Manager

Shawn Boone
National Sales Manager

MEET 

THE 

SALES 

TEAM



Leisure Groups

Motorcoach

 International

M.I.C.E.

Meetings

 Incentives

Conferences

Events - Sports

THE MEETINGS INDUSTRY



SALES TEAM MARKETS



CLIENT CONNECTIVITY



CLIENT CONNECTIVITY

Sales Calls FAMs

Client Events Site Visits



CLIENT CONNECTIVITY

20
Regional, National & 

Internationally focused 

trade events and missions

7
Client Events: Atlanta, 

Chicago, IMEX, Charlotte 

(2x), Raleigh, ABA

71
AAA Staff participated in 

Webinars YTD 

XXX
188 On Demand Webinar

Views YTD





6
Familiarization Events

48-Hour (3)

Mini FAMS (2)

Motorcoach (1)

34
Independent 

Site Visits thru 

12/31 





ECONOMIC IMPACT

25.31
in direct EIC 

spending for 

actualized groups

37.11
in total EIC 

spending for 

actualized groups

$1
spent by 

the CVB on 

a FAM

$
$



SALES CONTACTS

FY 14-15 P2P

o 8,820 Total 

FY 19-20 P2P 

o 6,503 YTD



TRAVEL SCHEDULE
EVENTS SLS. MGR. LOCATION DATE

July 2019

Nashville Sales Calls BM Nashville, TN July 10-12, 2019

Atlanta Braves Client Event SB Atlanta, GA July 20-23

Spotlight on the Southeast BM Gallatin, TN July 8-10, 2019

48 Hour FAM ALL Asheville, NC July 23-26, 2019

FSAE CH Jacksonville, FL July 9-12

August 2019

ASAE Booth Trade Show SB &TP Columbus, OH August 9-14, 2019

Connect Corporate TP Louisville, KY August 25-29, 2019

MPI Sunshine Ed Summit CH Orlando, FL August 20-23, 2019

Chicago Ravinia Festival & Sales Calls SB Chicago, IL August 21-25, 2019

September 2019

IMEX Trade Show SB & CH Las Vegas, NV September 8-13, 2019

Raleigh Sales Calls BTR Raleigh NC September 16-20, 2019

Virginia-North Carolina Motorcoach Assn. BM Winston Salem, NC September 18-22, 2019

NCBTA (Cancelled) KD Asheville, NC September 19-20, 2019

Orlando Sales Calls CH Orlando, FL September 30-Oct 2, 2019

Blue Ridge Parkway Association Industry Meeting BM Virginia/ TBD September TBD

NC Planers to Chow Chow FAM KD Asheville, NC September 11-13, 2019

IMEX Reception SB & CH Las Vegas, NV September 10, 2019

ESPA Conference (Cancelled) RR Denver, CO TBD

Sponsorship

Client Event

FAM

Networking Event

Sales Calls

Industry Meeting

Learning/Training 

Tradeshow

AAA

Color Legend:



TRAVEL SCHEDULE

EVENTS SLS. MGR. LOCATION DATE

October 2019

Destination SE Trade Show CH Orlando, FL October 2-5, 2019

Washington DC Sales Calls SB Washington, DC October 28-31, 2019

AAA Webinar (Fall and Winter in Asheville) DB Asheville, NC October 15 2019

Columbia SC Sales Calls CH Columbia, SC October 24-25

November 2019

FICP Annual Meeting SB Austin, TX November 10-13, 2019

TEAMS Conference & Expo TP Anaheim, CA November 11-14, 2019

TNSAE CH Nashville, TN November 21-22, 2019

Local Wedding Industry Client Event BM Asheville, NC November 6, 2019

48 Hour FAM ALL Asheville, NC November 12-15, 2019

December 2019

Travel South International DJP St. Louis, MO December 1-5, 2019

AENC Trade Show/ Client Event KD Raleigh, NC December 11-12, 2019

Holiday Showcase Trade Show SB Chicago, IL December 16-19

Holiday Showcase Headshot Lounge TP Chicago, IL December 16-18

Color Legend:

Sponsorship

Client Event

FAM

Networking Event

Sales Calls

Industry Meeting

Learning/Training 

Tradeshow

AAA



TRAVEL SCHEDULE

Color Legend:

Sponsorship

Client Event

FAM

Networking Event

Sales Calls

Industry Meeting

Learning/Training 

Tradeshow

AAA

EVENTS SLS. MGR. LOCATION DATE

January 2020

MPI Georgia Sponsorship SB Atlanta, GA January 21, 2020

Independent Planner Education Conference (Cancel) TBD St. Pete Beach, FL January 26-29, 2020

PCMA CH, TP San Francisco, CA January 4-8, 2020

SCSAE CH Columbia, SC January 19-21, 2020

Atlanta & MPI GA Education Conference SB Atlanta, GA January TBD, 2020

Columbia Sales Calls CH Columbia, SC January 9-10, 2020

Asheville Winter Spa Visit FAM/Client Event KD Asheville, NC January TBD

American Bus Association Marketplace/ Client Event DP Omaha, NE January 10-15

Wedding Festival TBD Asheville, NC January 18, 2020

NC Sports Association Meeting TP Durham, NC January 27-28, 2020

Cooking Class Client Event KD Charlotte, NC January 16, 2020

Charlotte Sales Calls KD Charlotte, NC January 15-17, 2020

February 2020

Destination Showcase Trade Show SB Washington, D.C. February TBD

Global Pharma & Medical Meetings Summit TP Boston, MA February 9-13, 2020

Knoxville Sales Calls CH Knoxville, TN February 11-13, 2020

Winston Salem and Greensboro Sales Calls KD
Winston Salem and Greensboro, 

NC 
February 13-14, 2020 



TRAVEL SCHEDULE

Color Legend:

Sponsorship

Client Event

FAM

Networking Event

Sales Calls

Industry Meeting

Learning/Training 

Tradeshow

AAA

EVENTS SLS. MGR. LOCATION DATE

March 2020

Travel South Showcase BM Baton Rouge, LA March 8-11, 2020

Spartanburg Sales Calls CH Spartanburg, SC TBD

48 Hr. Fam ALL Asheville, NC March 17-19, 2020

Atlanta & MPI GA Event SB Atlanta, GA March TBD

Raleigh Sales Calls/ Lunch & Learn Client Event KD Raleigh, NC March 10-13, 2020

AENC Spring Conference KD Raleigh, NC March 12-13, 2020

AAA Webinar (Spring in Asheville) DB Asheville, NC March 11, 2020

Colorado Sales Calls TP Denver, CO March 9-13, 2020

Birmingham Sales Calls CH Birmingham, AL March, 2020

April 2020

Greenville Sales Calls CH Greenville, SC April 15, 2020

Prevue Visionary Event TP Allen, Texas April 16-17, 2020

Chicago Sales Calls SB Chicago, IL April TBD

Texas Sales Calls TP Texas April 14-15, 2020

Charlotte Knights Client Event & Sales Calls KD Charlotte, NC April TBD

Prevue Visionary  Summit TP Allen, Texas April 16-17, 2020



TRAVEL SCHEDULE

Color Legend:

Sponsorship

Client Event

FAM

Networking Event

Sales Calls

Industry Meeting

Learning/Training 

Tradeshow

AAA

EVENTS SLS. MGR. LOCATION DATE

May 2020

Lexington Sales Calls CH Lexington, KY May 5-8, 2020

Sales Calls & MPI Annual Meeting KD Beaufort, NC May 16-20, 2020

Absolutely Asheville FAM BM Asheville May 11-14, 2020

Simpleview Summit CA Phoenix, AZ May 13-17, 2020

Washington D.C. Sales Calls SB TBD May TBD

June 2020

NC Sports Association Meeting TP Carolina Beach, NC June 3-6, 2020

PCMA Educon KD Montreal, Quebec June 28- July 1, 2020

AAA Webinar (Summer in Asheville) DB Asheville, NC June TBD



BRAND BOOSTERS

Industry

Webinar

Sponsorships

Trade 

Advertising

Public

Relations

National 

Sponsorships



PRINT PLACEMENTS 

& WEBINAR SPONSORSHIPS

• Successful Meetings

• Meetings Today

• Smart Meetings

• Meetings & Conventions

ADVERTISING



PR FOR MEETINGS

• Press Sheet / Pitches

• Interviews and writers’ requests 

MEDIA 



REGIONAL & NATIONAL SPONSORSHIPS



HOLIDAY SHOWCASE - CHICAGO



EMAIL MARKETING & ONLINE RESOURCES

Email

Marketing

AshevilleMeetings.com

Promotions



EMAIL MARKETING



AshevilleMeetings.com



ELEVATE CAMPAIGN



ELEVATE CAMPAIGN

DIRECT MAIL: Die-cut mailer sent to 4,901 



LANDING PAGE: ElevateMyMeeting.com 



ON-DEMAND WEBINAR

NEW TOOL FOR MEETING PLANNERS

• Convenient 15-minute on-demand tour of 
Asheville

• Highlights Asheville’s meeting resources and 
Explore Asheville services for planners

• Requires registration and contact information for 
follow-up and tracking

• Offers opportunity one of four gifts hand-crafted 
in Asheville at conclusion of webinar



ON-DEMAND WEBINAR



INTEGRAGED MARKETING 

❑ Second mailer / postcard

❑ In-person promotion

❑ Email campaign

❑ Facebook & Instagram 
ads



WEBINAR FEEDBACK
“I just watched it and loved the concept. I wish all cities would do this! I'm sending to 
our entire team as well.” 

- Kristy N., Manager, Global Accounts, Lamont Associates

“I just watched your Explore Asheville webinar and I LOVED it! I’m so happy to have 
learned a little more about your destination and 

I hope I have a program that I can send your way soon.”

-Yvonne Escudié, Sr. Sourcing Specialist , EMC Meetings & Events

“Enjoyed the webinar and definitely have Asheville top of mind when it comes to programs I am 
responsible for. Will reach out when the time comes!”

-Stephany March, Travel Account Manager-Operations, Maritz Travel



BRAND REFRESH 2020



BRAND REFRESH
MILES WORK TO DATE

1. Market research and comp set analysis 

2. Audit of existing Explore Asheville Group Sales 

creative, communication assets and media efforts

3. Review of existing industry research 

4. Key Stakeholder Meetings: 

• Director of Sales 

• Destination Management Companies and Local 

Meeting Planners

• General Managers and BCTDA Board Members

• Explore Asheville Staff 

5.  Beginning to draft target audience and key meeting 

planner types



BRAND REFRESH

COMING NEXT

Look and Feel Document Internal Review

• The look and feel document will set the stage for the designs for 

banners, ads, guide cover, emails and other creative elements. 

Meeting Planner Survey Conducted by Miles

• The meeting planner survey will serve as an opportunity for 

formative feedback on the creative elements as well as the 

destination. This will take place after creative elements and 

concepts have been reviewed with the Explore Asheville team. 



2019 FED CUP 2020 GALA 

$4.6M 
TOTAL 

BUSINESS 

SPENDING 

GENERATED

$2.7M
TOTAL 

BUSINESS 

SPENDING 

GENERATED

SIGNATURE SPORTS EVENTS



SPARTAN RACE SOCON CHAMPIONSHIP 

TOURNAMENT

$6.2M
TOTAL 

BUSINESS 

SPENDING 

GENERATED

$5.4M 
TOTAL 

BUSINESS 

SPENDING 

GENERATED

SIGNATURE SPORTS EVENTS



2020 GREAT SMOKY MOUNTAIN GRAPPLE

$735K
TOTAL 

BUSINESS 

SPENDING 

GENERATED

SIGNATURE SPORTS EVENTS





Host Quarterly DOS Meetings

Create an Annual Calendar

 Invite Partner Participation

Provide Management Reports

Available for Conversations 

PARTNER ENGAGEMENT



MARKETING UPDATE



Build awareness and reputation for the destination 

that inspires overnight visitor demand

o Showcase the vibrancy of the Asheville area and its surrounding 

communities

o Provide reasons to visit

o Encourage group business travel and events

OUR OBJECTIVE



 Compete for business that puts dollars in the 
pockets of people who live here 

 Bring in customers for locally-owned businesses 

 Fuel the growth and sustainability of 
entrepreneurs who are dependent on visitors

 Increase resources for the TPDF grants 
program that builds cultural assets, parks, sports 
fields, infrastructure needs and attractions that are 
used by the people who live here year-round. 

 Provide a source of operational funds for 
beloved festival and events that reflect the spirit 
of the community

BENEFITS



TV SPOTS



©2018 360i PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED.

OLD :30 TV SPOT 



©2018 360i PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED.

OLD :30 TV SPOT 



©2018 360i PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED.



NEW TV SPOTS







FREE SPIRITED IMAGERY



©2018 360i PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED. 73

MEDIA PLAN UPDATES: 

SUPPORTING STRONG 

SPRING/SUMMER



MEDIA PLAN UPDATES

GOAL: Inspire Spring/Summer visitation

PLAN UPDATE: Increase media support 
for Spring/Summer planning period by 
shifting up already budgeted funds



BUDGET SHIFTS

▪ Shift Production Budget to Working Media: $100K

▪ Negotiated TV Savings: $134K

▪ Draw on Contingency: $100K

▪ Shift dollars originally allocated to Digital: $100K

▪ Total Budget Shifts $435K



HOW WE’LL USE THE DOLLARS 

ADD MORE 

TV

HEAVY UP 

STREAMING 

VIDEO

1 2

ALIGN 

RADIO  

WITH TV

3



MINIMIZING IMPACT OF POLITICALS

Increase rates to lower risk of preemptions

Shift TV out of markets with heavy projected spend

Heavy up OLV/Streaming in Florida to keep awareness up 

while avoiding political

Consistent monitoring of broadcast buys/makegoods

1

2

3



LAUNCH MASS MEDIA EARLIER

ADD MORE 

TV

HEAVY UP 

STREAMING 

VIDEO

1 2

ALIGN 

RADIO  

WITH TV

3

Launch TV 

earlier in early 

primary 

markets 

Circumvent 

strong political 

spending by 

streaming 

heavy-up

Increase 

reach by 

aligning Radio 

and TV 

flights 



MARKET OVERVIEW

ADD MORE 

TV

HEAVY UP 

STREAMING 

VIDEO

1 2

ALIGN 

RADIO  

WITH TV

3

EARLY PRIMARIES LATE PRIMARIES

Birmingham

Charlotte

Greensboro

Knoxville

Raleigh

Nashville 

Atlanta**

Columbus

Cincinnati

Orlando

Tampa

West Palm Beach 

ALL MARKETS

**Atlanta will be supported with broadcast TV -- 3/9 launch date



UPDATED FLOW CHART

80



FALL FOLIAGE RECAP



Paid Social
oFacebook

oPinterest

Native Ads

Google Discovery Ads

FALL PAID EFFORTS 



FALL FACEBOOK



FALL FACEBOOK



FALL PINTEREST



NATIVE



NATIVE



GOOGLE DISCOVERY ADS



Google Analytics (YOY 10/15-11/5; same time period)
• Users: +61%
• Sessions: +56%
• Page Views: +38%

• Google Ads drove highest click-through rate, 
followed by Facebook.

• Biltmore

• Air Balloon

• Parkway

RESULTS 





TRAIL PAGE IMPROVEMENTS

Before After

The ability to filter trails by difficulty, length, distance and features and the addition of more trail info 

at-a-glance makes finding the right trail a far better user experience.





TRAIL POST IMPROVEMENTS

Trail Post Improvements

1. Improved UX by pulling the 

trail info above the fold. 

2. Adding an interactive trail 

map 

• Featuring directions to the 

trail head

• Google Maps link

Before After



HIKING TRAIL TRAFFIC
 OCTOBER 3 LAUNCH through late November 

Pageviews to Trail Pages

64,000
Up 4%

year over year

Average time on page

2:31
Up 34%

year over year



Fall Color Reports

16,357 opt-in subset

Ave. Open Rate = 38%

Ave. CTR = 14%

September 24 – November 9

• All Fall Content – 379,953 pageviews   

• Fall content accounts for 14% of total site pageviews

• Weekly Fall floor report 130,431 pageviews

• Organic Traffic: Weekly color report best performing organic page –

60,533 | 420,180 impressions



Since July 1, 
Pinterest’s share 

of organic social traffic 
to our website has 

grown 38%.

Since October 17, 
paid pins have 

generated 10.9k clicks 
and 1.5k saves.

Created 50+ new pins 
since March 2018, 

including 11 pins for 
paid social needs.



Organic impressions of 
EA-created pins up 
119% over previous 

four months.

Organic engagements 
with EA-created pins 

up 205%.

Total impressions 
(including paid) of 
EA-created pins =

1.5 million over 
four months (Jul-Oct).

FUN FACT: This pin 
has the best organic 

performance by 
impressions and clicks.



PR PUSH FALL 2019

EARNED MEDIA EFFORTS

 What’s New in Fall Press Release (Aug.)

 Fall Forecast Release (Sept.) 

 Fall Media Tour: Birmingham, Atlanta (Oct.)

 SATW Media Marketplace (Oct.)

 Fall Color Footage B-Roll Blitz (Oct.)



424 
targeted 

fall pitches



 MSN | 34 Fall Weekend Trips You Should Plan Now

 Southern Living | Why You Should Visit Asheville, North Carolina This Fall

 Atlanta Journal-Constitution | 8 Places to go leaf peeping in the mountains

 TravelChannel.com | 7 Last-Minute Fall Foliage Getaways 

 Jetsetter | 8 Romantic Fall Weekend Trips to Take with a Significant Other

 Washington Post | Fantastic fall foliage and where to find it (fall color map)

 Travel Pulse | Asheville’s the Place for Colorful Leaf-Peeping Travel Pulse

 CountryLiving.com | 20 of the Best Fall Getaways for a Weekend Escape 

 Elite Daily | “5 Leaf Peeping Trips to Take With Your SO That’ll Give You Heart Eyes”

 WGHP (High Point) & WNCN (Raleigh) | Check out these Incredible Fall Colors in the North Carolina 
Mountains!



Additional Coverage 

• Fox Carolina

• TheTravel.com

• Business Insider

• KOKH Fox25

• NBC’s TODAY

• Next: 12 Meredith TV 

Stations





HOW DO ASHEVILLE 
STORIES HAPPEN?



TEAM KUDOS



NEWS RELEASE PROCESS

1. Outreach calendar planning

2. Asheville partner outreach

3. Positioning and news angle development

4. Media list creation

5. Targeted pitch list research

6. News curation and fact checking

7. Key/brand message alignment

8. Writing 

9. Editorial oversight

10.Copy editing

11.Google submission

12.SEO review

13.Cross-departmental review

14.Media gallery photo selection

15.Newswire distribution

16.Mailing list email distribution

17.Thematic/targeted pitching via email

18.Publish to online new room

19.Web content/social integration

20.Real world pitching at marketplaces and 

on media tours



✓ 6 targeted outreach efforts; 

✓ 2 media tours/marketplace events;

✓ 30 media site visits; and

✓ 207 media touchpoints
*efforts August 2019 to current

PROCESSION OF OUTREACH



123 
partner 

mentions



HOW TO PLUG IN
news@exploreasheville.com



New visitor experiences and amenities 

Your local hook. How is your businesses 
connected to Asheville culture? 

 Interesting backstories. Share the 
people/history/craft behind what you do

Creative packages and events

Ties to national trends

TIP: Accolades and anniversaries make great 
talking points—but not great news stories.

WHAT TO SHARE

Do you want to host 

visiting media? 

Consider…

What’s your timely 

news angle? Top visitor 

experience? 



Arts Scene & Maker Culture

Culinary, Appalachian Food

Eclectic Music Scene w/ Deep Roots

Unique Ways to Get Outside

Blue Ridge Mountain Views

Rich Regional History

Seasonal News: Spring 2020 News

STORY PILLARS



STAY IN TOUCH: 

news@exploreasheville.com



HOLIDAY EFFORTS



HOLIDAY MESSAGING 
RUNNING NOVEMBER 6 - DECEMBER 22 

PINTEREST NATIVEFB + IG
PAID 

SEARCH

Budget towards Holiday Message: $235,000

Total Budget during time period: $275,000 ($45,000 promoting evergreen 

message)



HOLIDAY CREATIVE



HOLIDAY CREATIVE
Native Advertising 



HOLIDAY CONTENT



2019 HOLIDAY EDITORIAL

Completed:

• Biltmore Tree Raising

• Christmas at Biltmore Photo 
Tour

• Downton Abbey Photo Tour & 
Video

• 2019 Holiday Performances 
(Music and Theater) Round-Up

• Updates to existing holiday 
content

Still to Come:

• Winter Lights

• National Gingerbread House 
Competition Winners Photos

• Holly Jolly Christmas Trolley

• Winter Wonderland at Grove 
Arcade

• Dickens in the Village

• Black Mountain 
Holidays/Shopping



WINTER, HOLIDAY & 2020



HOLIDAY HITS

Immediate results: 

28 million uvpm

“The Most Festive Towns in Every 

State in America” -MSN

“Top 9 Places to Spend Christmas on 

the East Coast” -Trips to Discover

“The 10 Most Festive Christmas Towns in 

the U.S. for 2019” -Travel Market Report



Google Analytics (YOY 11/1 – 1/1)
• Sessions: +66%
• Page Views: +44%

• Verizon’s predictive audience tactic drove the 
strongest page views for holiday messaging. 

RESULTS 



COZY WINTER CAMPAIGN



WINTER CAMPAIGN

PINTEREST NATIVEFB + IG
PAID 

SEARCH

RADIO
(online + 

terrestrial)

Flighting: January 6 – February 20
Markets: DMAs - Orlando, West Palm, Tampa, Columbus, Cincinnati

Stateswide - Georgia, Alabama, South Carolina, North Carolina (excluding Buncombe county)

Budget towards Winter Message: $395,000



WINTER CREATIVE



WINTER CREATIVE
Pandora Companion BannersFacebook MobileWorks Unit



☑ COZY WINTER CHECKLIST 

Local Artist: Annie Riker



☑ COZY WINTER CHECKLIST 
INTERACTIVE CONTENT



☑ COZY WINTER CHECKLIST 
INTERACTIVE CONTENT



Evaluate impact of political advertising

Monitor economy and other indicators

Track demand trendline

Work with agency on development of 
additional media resources

WHAT’S NEXT



THANK YOU!


