


Dare County Tourism

◦$2.1 billion in direct tourism spending (-2%)

◦Ranked #4 among NC” 100 counties

◦12,260 travel and tourism related jobs (roughly 45%)

◦$147 million in State and local tax revenue generated

◦A tax offset $3,860 per Dare resident

The Economic Impact of Travel on North Carolina Counties

This study was prepared for Visit North Carolina by Tourism Economics











Marketing Objectives

1. Support year-round tourism economy

2. Cultivate conscientious visitation and 

destination stewardship

3. Utilize tourism to build a stronger community



Marketing Overview

◦ Infrastructure

◦Outer Edge Season 1

◦Public Relations

◦Outer Edge Season 2 Premier

◦Outer Edge Season 2 and Beyond





• Hoping to launch in Dec

• Added Community section

• Continue with Ripe booking 

and MindTrip AI

• Talk to Andy w DTN!



OUTER BANKS LONG-RANGE 
TOURISM MANAGEMENT PLAN + 
COMMUNITY ENGAGEMENT UPDATE
OBX TOURISM SUMMIT –  NOVEMBER 2025



OUTER BANKS LONG-RANGE TOURISM MANAGEMENT PLAN 
+ COMMUNITY ENGAGEMENT UPDATE

▪ A Look Back - 2025
▪ Volunteer OBX
▪ Looking Ahead - 2026



A LOOK BACK - 2025



DCTB SPECIAL COMMITTEE 
▪ Evaluate the strategic goals of the plan
▪ Make recommendations to the DCTB
▪ Work to further implement the plan

21 Committee Members
6 Meetings in 2025
3 Guest Speakers (Environment, Recreation, Healthcare)

- Expanding Outer Banks Promise marketing and engagement
- Continuing to identify partnerships with local/regional 
organizations whose work overlaps with the LRTMP and 
invite collaboration and support of those efforts
- Exploring ways to grow our Voluntourism initiative

OuterBanks.org/LRTMP



THE OUTER BANKS PROMISE

2025 ENGAGEMENT
▪ Black Pelican
▪ Brindley Beach Vacations & Sales
▪ Carolina Designs Realty
▪ Coastal Studies Institute
▪ Dare County Schools
▪ Friends of the Mountains-to-Sea Trail
▪ NC Aquarium on Roanoke Island
▪ Outer Banks Community Foundation
▪ Outer Banks Yoga
▪ Ramada Plaza Oceanfront
▪ Secotan Alliance
▪ Town of Kitty Hawk Ocean Rescue
▪ VisitOBX.com Properties



THE OUTER BANKS PROMISE



THE OUTER BANKS PROMISE



PARTNERSHIPS + COLLABORATION



PARTNERSHIPS + COLLABORATION



PARTNERSHIPS + COLLABORATION



PARTNERSHIPS + COLLABORATION



DESTINATION STEWARDSHIP

A group of people at a table

AI-generated content may be incorrect.

A map of the united states with a location pin

AI-generated content may be incorrect.

The most 
comprehensive 
industry report on the 
future of destination 
stewardship in the U.S.

https://iits.business.gwu.edu/destination-forward
https://iits.business.gwu.edu/destination-forward


DESTINATION STEWARDSHIP



COMMUNITY ENGAGEMENT + OUTREACH + ADVOCACY



SUPPORTING NONPROFITS – VOLUNTOURISM



SUPPORTING NONPROFITS – OBX VOLUNTEER WEEK

▪ Support local nonprofit partners 
▪ Promote off-season visitation to Dare County
▪ Highlight the ongoing work that goes into caring for and sustaining the Outer Banks



VOLUNTEER OBX



VOLUNTEER OBX PORTAL – VOLUNTEEROBX.COM



VOLUNTEER OBX PORTAL – VOLUNTEEROBX.COM

FOR VOLUNTEERS: Makes it easy to quickly 
search, find and sign up for volunteer opportunities 
that match your interests and schedule.



VOLUNTEER OBX PORTAL – VOLUNTEEROBX.COM



VOLUNTEER OBX PORTAL – VOLUNTEEROBX.COM

FOR ORGANIZATIONS:
Provides local Dare County nonprofits and governmental entities with FREE tools to 
recruit, engage, retain and manage volunteers — helping connect willing hands with the 
projects that need them most.



VOLUNTEER OBX PORTAL – VOLUNTEEROBX.COM

FOR ORGANIZATIONS:
Provides local Dare County nonprofits and governmental entities with FREE tools to 
recruit, engage, retain and manage volunteers — helping connect willing hands with the 
projects that need them most.



VOLUNTEER OBX PORTAL – VOLUNTEEROBX.COM



LOOKING AHEAD



LOOKING AHEAD TO 2026

▪ Launch of Volunteer OBX Portal, including local marketing 
campaign to drive education/awareness/participation 

▪ Continued growth of the Outer Banks Promise

▪ Expanding community engagement opportunities, including 
with our younger population of students and workforce

▪ Revisiting resident and visitor sentiment surveys

▪ Learning about, supporting and promoting environmental 
stewardship efforts and accessibility needs/opportunities

▪ 2nd Annual Outer Banks Volunteer Week (Fall 2026)



Jeff Schwartzenberg

Community Engagement Manager

community@outerbanks.org



The Outer Banks
Tourism Summit

2025
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Season One Recap

The Outer Edge
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The Outer Edge
Season One Success

• From all marketing and promotional efforts 
during The Outer Edge, the YouTube channel saw 
143% growth in subscribers.

• Social support referred 11K sessions to the Outer 
Edge landing page (25% of all referred traffic).

• Meta: 2.5MM Impressions, 42.5K Link Clicks, 800 
Post Shares, 445 Post Saves, and 209 Comments

• YouTube: 590K Impressions
• TikTok: 184K Impressions, 1.9K Link Clicks
• Promotional social efforts were extremely 

successful at driving excitement within the OBX 
local and visitor community. 

*Note: Data is from the initial launch period of January-March 2025.
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The Outer Edge Creative
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The Outer Edge
Season One Success



2025 Marketing Summit

Outer Banks Visitors Bureau | November 2025



meet the Hoffman York team!

Angie Buchanan
Director of Client Services

Sarah Walsh
Media Planner

Meghan Heredia
Assistant Account 

Executive



Outer Edge

season 1 promotion.



overview.
HY seasonal campaigns have supported Outer Edge Season 1 from Feb 
2025-present

Outer Edge evolved into the primary brand creative across video, high-
impact, and native placements

Messaging focused on showcasing Outer Banks culture and local 
experiences through the lens of the series

Media placements drove strong awareness, positioning Outer Edge as a 
central storytelling vehicle for OBVB



Outer Edge 
season 1 
promotion.

Native VideoStreaming TV

High Impact

Banner Display

Native Display

OBVB Email

Print



Outer Edge 
season 1 
promotion.

Full Series Sizzle 
Reel

Sea to Table
Episode Teaser

Crafted at Sea
Episode Teaser

Local Notes
Episode Teaser

Full Series Sizzle 
Reel

Wild Lens
Episode Teaser

Mother Nature
Episode Teaser

To Build a Boat
Episode Teaser



Outer Edge 
season 1 
promotion.



Outer Edge 
season 1 
promotion.

Users spent an average 11% more time watching the Outer Edge 
videos on Outside than YouTube!



175K+ 
HOURS

spent viewing Outer Edge digital 
ads across

:15 & :30 lengths

137K+ 
SESSIONS

driven to the Outer Edge
landing page

39MM 
IMPRESSIONS

served Outer Edge creative through 
the seasonal and continuity 

campaigns

Spring-Summer FY24-25, Continuity + Fall FY25-26 through Sept. Hours viewed are estimated.



2025 YEAR IN REVIEW
PUBLIC RELATIONS

OUTER BANKS VISITORS BUREAU



• EXPANDED OUTER EDGE REACH BEYOND 

YOUTUBE.

• SECURED FIRST-EVER WEEKLONG TV FEATURE 

WITH WAVY 10.

• STRENGTHENED RELATIONSHIP WITH KEY 

DRIVE-MARKET MEDIA.

KEY ACHIEVEMENT:



• AIRED EACH OUTER EDGE EPISODE ON THE 

HAMPTON ROADS SHOW.

• FEATURED OBVB TEAM AND LOCAL VOICES ON 

LIVE TV ALL WEEK, 22 ORGANIZATIONS IN 

TOTAL.

• SHOWCASED 10 ADDITIONAL OUTER BANKS 

LOCATIONS.

• COMBINED AUDIENCE OF MORE THAN A 

MILLION PEOPLE.

KEY ACHIEVEMENT:





• SOUTHERN LIVING NAMES OUTER BANKS 

2025 VACATION OF THE YEAR FOLLOWING 

HOSTING OF EDITOR TARA MCCAY FOR A 

PRESS VISIT IN 2024.

• MULTIPLE ARTICLES FEATURING GUIDES TO 

OUTER BANKS TOWNS AND VILLAGES ENSUE.

• NUMEROUS BUSINESSES FEATURED.

KEY ACHIEVEMENT:





• SUSTAINABILITY LENS WITH BRANDING OBX AS EPIC 

SCENIC HAVEN IN LESS-THAN-PEAK SEASON

• DESKTOP UVM 16 MILLION

• MOBILE UVM 51 MILLION



KEY ACHIEVEMENT:
• SUSTAINABILITY STORY FROM DC WRITER

• 50TH ANNIVERSARY

• 7 MILLION UVM



KEY ACHIEVEMENT:

• SUSTAINABILITY STORY 

• VOLUNTEERISM LINK

• OUTER BANKS PROMISE

• .5 BILLION UVM



• @JENSENSAVANNAH (CHARLOTTE) 338K FOLLOWERS

• @RALEIGH_ON_A_BUDGET (RALEIGH)  77K FOLLOWERS

DRIVE MARKETS
80K 

IMPRESSIONS



OUTERBANKS.ORG/BLOG



COMING 2026

• VOLUNTOURISM SEASON 2 WITH CALEB 

OWOLABI

• EXPANDING TELEVISION APPEARANCES INTO 

NEW DRIVE MARKETS SUCH AS RALEIGH, 

RICHMOND, WASHINGTON DC

• PARTICIPATE IN INFLUENCER COLLABORATIONS

• TRAVEL MAGAZINE PRESS TRIPS



COMING 2026

@ellawberry @chloedomecq @emmanuelw_

Example Go Pro 
Partnership Creators



CONTACT US:

@tuell@outerbanks.org

@chapman@outerbanks.org

AARON TUELL, PUBLIC RELATIONS MANAGER

ANNA LEIGH CHAPMAN, PUBLIC RELATIONS ASSISTANT



  Foundational Media Strategies

  Spring-Summer Campaign Overview

  Refreshed Email Templates

  Media Trends to Leverage

Hoffman York



what’s ahead?



foundational media 
strategies supporting 
OBVB’s objectives.

Full Funnel Marketing Audience 
Segmentation

Geotargeting 
Prioritization

Align Timing with 
Booking Window

Niches

Childless 
Retreaters

Single 
AdultsFamilies

Travel Intenders/ 
Visitors 1st Party 



spring-summer 
campaign launches 
mid-December!

Native Display + Video 

Streaming TV + Video

High Impact

Paid Search

Email

Streaming Audio

Custom Partnership



Outer Edge 
continues to be at 
the forefront.

Utilizing series sizzle reels and supporting content, HY plans to 
support Outer Edge season 2 across:

• Streaming TV & Video

• Native Display & Video

• High Impact

• Custom Partnership

• Email



what’s new?

High Impact

Streaming TV

Custom
Partnership



what’s new?

Travel Guide Promotion



refreshed email 
template.

Cohesive experience with 
new website

Shortened copy

More prominent travel 
specials section

New treatments to 
copy/image overlays



niche emails.

Audience-focused, 
quick read emails

Highly-relevant and 
engaging content

CTA that connects with 
niche topic and visitor



media trends to 
leverage in 2026 
and beyond.

Emarketer, Optinmonster, Search Engine Land

Multi-Channel Approach

• Inspiration and discovery happen across multiple channels at once, so it’s important to 
capture interest across different media platforms

Digital remains king

• Total time spent per day with all media types is almost 13 hours, with a growing shift 
from traditional channels to digital each year

• Among digital media, streaming, social, apps, etc., are capturing more attention with 
increased time spent on these individual platforms

• TV (all formats) remains the channel users spend most time with

Email remains an effective source for marketing

• 59% of consumers say marketing emails influence their purchase decisions

• Make sure to regularly clean contact lists to avoid high bounce rates

Search engine AI overviews may affect paid search click performance

• “Zero-Click” searches have increased because users find what they need in the AI 
overview

• Focus on branded/transactional keywords + compelling ad copy to ensure your ad 
shows up in results and drives users to your page



thank you!
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Season Two & Looking Ahead

The Outer Edge
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The Outer Edge

Season Two Release Plan

December January February March

Two (2) 
Teasers 

Released

All Five (5) Outer Edge 
Episodes 

Released on YouTube

Promotional Teaser Content 
Released on YouTube and 

Instagram

Episode 1 
Promoted

Episode 2 
Promoted

Episode 3 
Promoted

Episode 4 
Promoted

Episode 5 
Promoted

• For Season 2, all 5 episodes will be released at one time on YouTube.
• We will promote each individual episode bi-weekly on social media for series longevity. We will also run 

promotion on Meta from April to June to continue to direct followers to the landing page.
• To drum up subscribership, we are implementing preemptive subscriber campaigns on YouTube and Meta.
• Season 2 YouTube videos and Shorts will run with paid support.
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New for 2025-26

• Intent: Reach the Young Professionals 
audience on a growing social platform.

• Flight: Will drive traffic via three 
different ads (blog and travel guide 
pages) while testing different creative 
formats to reach a more-qualified 
audience. 

• Primary KPIs: Cost-Per-Click, Click-
Through Rate, Conversion Rate, Effective 
Cost-Per-Conversion

• Secondary KPI: Engaged website visits 
compared to other referring sources.

• Intent: Reach the Young Professionals 
audience in an unexpected setting.

• Flight: Will advertise travel guide and 
mini-guide ads while the audience is in a 
professional development or job-
hunting mindset to help the OBX stand 
out amongst majority of content.

• Primary KPIs: Conversions (Conversion 
Rate, Cost-Per-Conversion)

• Secondary KPI: Engaged website visits 
compared to other referring sources.

• Intent: Reach viewers when they are in 
the mindset to consume long-form 
video.

• Flight: Will create long-form videos for 
TV & computer-based in-feed 
placement, so those clicking to watch 
the video are more likely to be “in the 
mindset” and consume more of the 
video.

• Primary KPIs: Effective Cost per video 
completion & completion rate.

• Secondary KPI: Subscriber growth.

Reddit LinkedIn YouTube
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Moving Forward
We want to hear from you!

Use the following hashtags in your 
content to be a part of the 

conversation on social media!

#obx #outerbanks #manteo 
#darecounty #southernshores 

#kittyhawk #hatterasisland 
#killdevilhills #nagshead

Tag us in your content for an opportunity 
for us to share your content on our 

channels!

Facebook: @TheOuterBanks
Instagram: @TheOuterBanksNC

X/Twitter: @TheOuterBanks
TikTok: @TheOuterBanksNC



Thank You!



Marketing Strategies

• Develop 2nd season of The Outer Edge (5 episodes)

• Continue development of OBX YouTube audience

• Partner with Outside (linear and CTV, email, social) leveraging 

brand and audience for special Outer Edge 1hr show; brand lift 

study as added value

• Partner with GoPro Content creators and influencers, leveraging 

GoPro’s brand and massive social reach

• Prepare Buxton FAQ, highlight volunteer opps



Marketing Strategies

• Complete website redesign

• Community section w volunteer scheduling hub

• Look for ways to bring Ripe online booking forward

• Expand MindTrip integration throughout site (and beyond)

• Enhance alignments between tourism and the community

• Outer Edge

• Inspirations from the Outer Edge – Dare Arts

• Outer Banks Promise

• NPO videos, promotion and events



Marketing Strategies

• Enhance alignments between tourism and the community (con’t)

• Hampton Roads Show Takeover Pt 2

• Research enhancements and sharing

• Welcome center activations

• Podcast

• Continue marketing cooperative efforts via Visit NC, Play OBX golf 

and the African American Experience of Northeast NC



1

2 3

Paid Media

Social

Marketing Objectives

1. Support year-round tourism economy

2. Cultivate conscientious visitation & 

destination stewardship

3. Utilize tourism to build a 

stronger local community

PR/HRS

Voluntourism

Research

The Outer Edge

Promise
LRTMP

NPO

Website

GoPro

YouTube

Events
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