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THE NUMBERS
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DARE COUNTY TOURISM SNAPSHOT (2022)
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$1.97 Billion
Visitor Spending

#4 State Rank 
1. Mecklenberg, 2. Wake, 3. Bumcombe

12,030
Tourism-Related Jobs (45.5% of Dare County Jobs)

$66 Million
State Tax Revenue from Tourism

$74.2 Million
Local Tax Revenue from Tourism

$3,696
Tax Savings/County Resident (Highest of any NC county)











SUSTAINABLE LONG-TERM TOURISM GROWTH
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RAW OBX



ENTHUSIAST AUDIENCES
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• They are passionate about their 
hobbies

• They help to share the story of 
how special this place is

• They will advocate and work to 
preserve the OBX

• They travel year-round



RAW OBX
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RAW OBX
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RAW OBX - ADS
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STEWARDSHIP
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DARE COUNTY NON-PROFITS

Director y EventsBlogs
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Voluntour ism
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LRTMP: ASPIRATIONS & THE WHY
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“When residents benefit from a 
strong visitor economy, they 
become empowered to build 
stronger, more sustainable 
communities. 

Tourism creates a bond of identity, 
pride, promise and purpose 
between people of a destination.”

- MMGY NextFactor



LRTMP: CREATING THE PLAN
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Strategic steps were taken to identify key opportunities and challenges for the Outer Banks as a 
destination for visitors … and a quality of place for residents to live, work and play. Following an 
extensive 18-month engagement with community stakeholders, the framework of the LRTMP was created.

4,538 Resident survey responses

179 DestinationNEXT stakeholder surveys

19 Task Force members who met for 4 working sessions

15 In-depth 1-on-1 interviews with community leaders

7 Focus groups 2 Resident town halls (Buxton and Kill Devil Hills)



LRTMP: VALUES & VISION
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Through the work of the Task Force, the core values and key differentiators of the Outer Banks were 
examined, while a shared vision provided an inspirational and aspirational look ahead.

VALUES:
A historically 
significant coastal 
community rooted in 
tradition, shaped by its 
dynamic natural 
environment and 
celebrated for its 
quality experiences for 
locals and visitors.

10 YR. VISION:
In 2033, the Outer Banks 
will be idyllic island 
communities where 
residents and visitors 
coexist and thrive 
thanks to thoughtful 
efforts to balance and 
sustain quality of life 
with quality of place.



LRTMP: KEY STRATEGIC GOALS
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1. Strengthen resident and visitor 
engagement

2. Adopt an integrated approach to 
improving environmental stewardship

3. Support infrastructure development
that benefits the vitality of the community 
for residents and visitors

4. Collaborate to advocate for an increase 
in housing diversity for all residents

OUTERBANKS.ORG/LRTMP



LRTMP: ROLES & RESPONSIBILITIES
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As the Outer Banks Visitors Bureau doesn’t own many of the assets and experiences related to the visitor 
economy, we cannot single-handedly move the LRTMP forward without a lot of community 
collaboration, communication and support.

ADVOCATE:
Advocate for the advancement of 
strategic initiatives that will 
advance the area for the benefit 
of visitors and residents.

CONVENER:
Conveners of groups and those 
in positions to advance 
initiatives.

LEADER:
Take the lead as the organization 
to advance initiatives.

SUPPORTER:
Support or partner with other 
leading organizations on 
advancing important initiatives 
outside their mission and 
scope of work.



TAKING THE NEXT STEP: LRTMP TASK FORCE
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- Evaluate the strategic goals of the plan
- Make recommendations to the DCTB
- Work to further implement the plan

Community Groups Represented:
Attraction · Dare County/Board of 
Commissioners · DCTB · Education · 
Environmental Agency or Group · 
Hatteras Island Business · Healthcare  ·  
Infrastructure (Transportation & 
Housing) · Lodging Business · 
Municipality · National Park Service · 
Non-Profit Organization · 
Outer Banks Chamber of Commerce · 
Residents (4, including 1 HI and 1 NRPO) · 
Restaurant Business

104 Applications for open Task Force seats!
75% residents, 25% NRPO 



LRTMP IN ACTION: VOLUNTOURISM
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Non-profit section/directory created on 
OuterBanks.org in collaboration with Outer 
Banks Community Foundation

• Raises visitor awareness for our local non-
profit groups

• Shines a light on the important work they 
are doing within our community

• Strengthens engagement with visitors and 
connects them with ways to get involved 
(volunteer opportunities, etc.)

The visitor comes away with a deeper 
appreciation for this community and greater 
sense of responsibility, while benefitting our 
local initiatives and efforts

OuterBanks.org/Voluntourism



LRTMP IN ACTION: STRATEGIC PARTNERSHIPS

29

In September 2023, the inaugural Non-
Profit Knowledge Series workshop at 
College of the Albemarle took place, 
bringing together local non-profit leaders 
to explore ways to engage new donors and 
cultivate existing relationships

Collaboration between the Outer Banks 
Community Foundation and Outer Banks 
Visitors Bureau

Future events will include educational and 
social events



LRTMP IN ACTION: RESPONSIBLE TRAVEL
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In an effort to promote a Responsible Travel mindset with our visitors, the Visitors Bureau will 
continue to strategically infuse this way of thinking into various marketing and media outlets (travel 
guide, blog, social, email newsletters, public relations), encouraging thoughtful visitation.



THANK YOU!
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Jeff Schwartzenberg

Community Engagement Manager

Outer Banks Visitors Bureau

schwartzenberg@outerbanks.org

252.473.7155


