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July 2023 – July 2024



CREATIVE



APPROACH



• Prioritized North Carolina markets but continued to increase spend in 
adjacent states.
• Tested support in Atlanta with both digital tactics and streaming TV.
• Continued streaming TV in NC, SC and VA.
• Added minimal Linear Cable in SC and continued in NC.

APPROACH
FISCAL YEAR

2024



RESULTS



FY24 CAMPAIGN HIGHLIGHTS |  LEISURE
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SPECTRUM DATA EPSILON DATA

Rich data partnerships 
in the travel space (OTA Data).

Trusted source of 
projecting to total universe.

Credit card insights provide geographic location, 
behaviors, lifestyles, purchase histories, 

purchase habits, and more.
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LEISURE - FY24 RESULTS - SPECTRUM

• Website traffic is vital to the overall effort; however, 
we strive to connect in-market spending to advertising 
investment whenever possible.
• Spectrum is one of the media partners we have been 
working with for a couple of years and they are able to provide 
economic impact directly related to their advertising 
campaign.
• The Spectrum Cable and Streaming TV spend drove more 
than $27 million in measured visitor spending as of August 
2024 (30-day lag window from when campaign ended in June).
• The majority of the spend was with Streaming TV but 15% 
of the spend was Linear Cable – 71% of hotel revenue came 
from households exposed to both Linear TV and Streaming TV 
campaign.



• Adara’s benchmark range for ROAS is 5-6 times 
with 8-10 ROAS on the very high end.
• The Visit Raleigh campaign reached the right 
people in the right places.

64x
RETURN 
ON AD 
SPEND



Spectrum Reach 
exposures 
accounted for 
nearly half of ALL 
hotel revenue Adara 
observed in the 
Raleigh market.

50%
of ALL 
hotel 
revenue



Source: Analysis of Adara Attribution Report of SR Campaign Visit Raleigh

TOP MARKETS

Visitors from 
Charlotte, NC, 
accounted for 
19% of hotel 
bookings.

58% of all bookings 
originated from DMAs 
within North Carolina.

ORIGIN BY DMA

Greenville-New Bern-Washington

Raleigh-Durham

Greensboro

Charlotte

Wilmington



TOP MARKETS
Norfolk, VA

Wilmington, NC

Greenville, SC

Richmond, VA

Charleston, SC

Atlanta moved to #3 
from #9 last year.
Washington, DC, 
moved to #5 from 
#7.

Washington, DC

Greenville, NC

Charlotte, NC

Atlanta, GA



The majority of guests were couples, and 
they booked around 7 days outfrom their 
trip.

Guest stayed for two nights, and the average 
daily rate was $167.  

70%of these guests stayed in Raleigh, 13% in 
Cary and 8.5% in Morrisville.

City % of 
Bookings

Avg. Length 
of Stay

Avg. Advance 
Purchase Avg. Daily Rate

Raleigh 70.2% 2.06 7.89 $179.73

Cary 13.85% 1.86 6.79 $141.98

Morrisville 8.51% 1.82 6.43 $125.72

Garner 2.38% 2.00 4.63 $123.85

Apex 2.20% 2.21 7.13 $141.57

Wake Forest 1.95% 2.14 6.90 $141.51

Fuquay-Varina 0.70% 1.97 4.73 $113.01

Holly Springs 0.06% 2.09 7.84 $171.05

Knightdale 0.06% 1.84 8.21 $129.21

Source: Analysis of Adara Attribution Report of SR Campaign Visit Raleigh 09-01-2022 to 05-28-2023 + 30 day attribution 
window

GUEST DETAILS
TOP HOTEL VARIABLES BY 

CITY BOOKED
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LEISURE - FY24 RESULTS - EPSILON

•Epsilon is another partner that provides economic 
impact data in the form of credit card transactions.
•The Epsilon spend drove more than $23 million in 
measured visitor spend as of August 2024. 



EPSILON – LIST OF CATEGORIES

LODGING
Hotels, Motels, Inns, Vacation Rentals

RESTAURANT 
& BAR
Restaurants, Bars, Food Halls

GROCERY
Grocery Stores & Specialty Markets

RETAIL
Big Box, Local Retail, Specialty Stores

GAS & 
CONVENIENCE
Gas Stations & Convenience Stores

RECREATION & 
ENTERTAINMENT
Attractions, Museums, Vehicle Rentals, Cruise 
& Tours, Golf, Fishing, Sports Events etc.



CAMPAIGN METRICS
Measurement Window: August 2023 – August 2024

$23.2M
total messaged 
visitor spend
Spend in destination zips from 
visitors who received an ad

$95.5K
investment
Campaign spend

$242:1
ROAS
Return on ad spend.  Every dollar of investment 
resulted in X dollars of visitor spend

838K
unique individuals
reached
Number of individual people messaged 
with a campaign ad

91.7K
total visitors
Number of people messaged with 
a campaign ad who went to the 
destination zips

10.9%
messaged traveler rate
Total visitors/unique individuals reached

421.8K
total transactions
Number of captured non-cash 
transactions in destination zips from 
visitors who received an ad

4.6
average purchases
per visitor
Total transactions/total visitors

$253
average messaged
yield per visitor
Total messaged visitor spend/total visitors

Note: NEI measures on average about 60% of non-cash transactions



TOP MARKETS
Norfolk, VA

Wilmington, NC

Greenville, SC

Richmond, VA

Charleston, SC

31%of measured visitor spendgenerated 
in Wake County camefrom the 
Charlotte DMA—thatmeasured spend 
was driven by 39%of visitors.

The Top 5 feeder markets drove 77%of 
visitors and 69% of visitors spend.

Atlantamoved into the top 10. 

Washington, DC

Greenville, NC

Charlotte, NC

Atlanta, GA



VISITATION AND SPEND BY AREA

Area Visitor Spend Visitors % Total Visitor Spend Yield Per Visitor

North Hills $2,361,131 6,447 10.20% $366 

Crabtree Valley Area $1,355,851 4,897 5.80% $277 

Cary $1,339,599 4,759 5.80% $281 

Wake Forest $1,288,523 3,072 5.50% $419 

Downtown Raleigh, South Raleigh $1,191,013 4,888 5.10% $244 

Capital Blvd. Corridor $1,188,691 4,392 5.10% $271 

RDU Airport & Hotels, Morrisville $1,081,895 5,429 4.70% $199 

Apex $989,028 2,696 4.30% $367 

N.C. State, Lenovo Center $951,882 4,750 4.10% $200 

Fayetteville Street, Convention Campus $886,875 2,952 3.80% $300 



WHAT’S NEXT



• While North Carolina markets continue to lead, markets beyond North 
Carolina are seeing growth.
• Investing in both streaming TV in NC, SC and VA and Linear Cable in 
NC markets drove revenue.
• Revenue data continues to help prioritize key markets outside of NC.

• Prioritize North Carolina markets but continue to increase spend in 
adjacent states. (NC received 37% of spend.)
• Increase investment in tactics that highlight the brand experience 
like streaming TV and video.
• Measure. Optimize and Learn. 82% of the spend is measurable by 
economic metrics (update from 53% in FY24).

LEARNINGS

IMPLICATIONS

FISCAL YEAR

2024

FISCAL YEAR

2025
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Source: Expedia Group, 2023
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Raleigh
• Hyatt House Raleigh Seaboard Station

Morrisville
• TownePlace Suites Raleigh Durham 

Airport

Holly Springs
• Holiday Inn Express Holly Springs –

Raleigh Area
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Opening Late 2024/2025:

• SpringHill Suites by Marriott Raleigh Garner

• Homewood Suites by Hilton 
Raleigh/Downtown

• Tempo by Hilton Raleigh Downtown

• The Oberlin Raleigh 
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Thank you to partners advertising in the 2025 
Official Visitors Guide to Raleigh, Cary and 
Wake County.

80,000 copies of the guide will be distributed 
throughout the year, with 20,000+ being 
shipped out in Feb. 2025.

Access to the digital version will be available in 
Feb. 2025 at www.raleighvisitorsguide.com.

http://www.raleighvisitorsguide.com/
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GRCVB Partner Marketing Survey

Help us better plan our marketing initiatives 
for 2025-2026.

Geared towards accommodations, events, 
attractions, restaurants, chambers/alliance 
membership groups.

Look for it in your inbox later this month.
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Winter Tourism Talk Live
Feb. 2025 •  High Rail at Hyatt House Raleigh Seaboard Station

Spring Tourism Talk Live
May 2025 •  Location TBA

If you are interested in hosting a future 
Tourism Talk Live, email abaker@visitRaleigh.com
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