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COVID-19 Impact on NC Tourism
Weekly travel spending for 
North Carolina has dropped 
58 percent.  

These spending losses 
contribute to cumulative tax 
revenue losses of $235 
million in state taxes and 
$142 million in local taxes 
since the week of March 21 
as compared to the same 
time period last year.

So far the total loss is nearly 
$7 billion.

U.S. Nationwide North Carolina
Spending loss ($ Billion) -$319.3 -$6.8

% change -63.9% -57.9%



Overall Travel Impact Estimated Losses

North Carolina commercial hotel revenues are down 44.7% for first six months of 
2020 as compared to first six months of 2019

North Carolina Entire home rental revenues through Airbnb/HomeAway are up 
16.8% over the same time period

Business code 306 (restaurants, cafeterias, grills, snack bars, etc.) taxable sales are 
down 16% from the same time period in 2019



July Commercial Lodging in NC

N.C. 2019 N.C. 2020 U.S. 2020

Occupancy 71.1% 48.8% 47.0%

Room Rates $111.30 $95.58 $101.76

RevPAR $79.09 $46.67 $47.84



Presenter
Presentation Notes
with MMGY Global Intel, Visit NC will perform a 4-part resident study to benchmark and track changes in resident sentiment as the pandemic evolves; data collection will represent a demographically representative sample of 1,200 NC residents in three geographical regions (coast, piedmont, mountains).



Activity Engagement as a Result of COVID-19

• NC residents will take less 
crowded transportation and will 
consistently wear face masks.  

• Younger residents most likely to 
engage in health and safety 
precautions

• Use of face masks most essential 
safety protocol for traveling

• Social distancing very important

Presenter
Presentation Notes
Not surprising that as a result of COVID-19, North Carolinians are likely to avoid large cities and crowds.

When taking into account all safety precautions, younger residents are more likely to follow them.

The use of face masks is by far the most essential safety activity for residents to feel comfortable traveling after COVID-19.  Social distancing is also very important, but it is clear from the data that requiring face masks will go a long way in encouraging North Carolinians to travel.

These results were similar for each of the geographic regions.



Tourism Viewed as Important to NC’s post-COVID Recovery

Presenter
Presentation Notes
Despite current concerns, 2 in 5 North Carolinians view tourism as extremely important to the recovery of the state’s economy after COVID-19 and more than 2/3 view it as somewhat or extremely important.

Older residents, aged 55+ and those who have lived in the state the longest are more likely to feel this way than younger residents or newcomers.



Traveling By Car to North Carolina Outdoor Destinations Most 
Likely in the Next 3 Months

• Travel by car – 69%
• Visit a North Carolina restaurant – 51%
• Visit the NC coast – 49%
• Visit the NC mountains – 43%
• Visit a NC State Park – 41%
• Take more daytrips within NC – 40%
• Participate in outdoor activities in NC - 37%
• Stay in a NC hotel or resort - 36%

Presenter
Presentation Notes
During the next 3 months,  nearly 70% of NC residents are likely to take a trip by car.  And they will most likely go to destinations offering open-air experiences such as the NC coast or mountains.

While older residents were the group that showed the most increased interest in in-state travel destinations, respondents ages 35-54 were the most likely to say they actually plan to take in-state travel in the next 3 months.

When looking at the data geographically, Piedmont residents plan to travel by car within NC during the next 3 months and are most likely to travel to the Coast.

Coastal residents plan to travel by car within the state and take more daytrips within the state and close to home.

Mountain residents are also likely to drive to destinations close to home and take more daytrips within the state and visit outdoor destinations.








Importance of Outdoor Recreation

Presenter
Presentation Notes
Being outdoors is important to NC residents as 3 in 5 residents feel that access to outdoor recreation is NC is important, particularly in the mountains and on the coast.

While this is true for all age groups living in the state, it is most important to those who have lived here the longest.




North Carolinians Feel Strongly That Outdoor Spaces are Important 
and Should be Maintained for Everyone

Presenter
Presentation Notes
Regardless of frequency of daily outdoor activity, NC residents feel strongly about the outdoors.  In fact, those who have become residents in only the past five years say that access to outdoor activities that interest them is why they live in NC, particularly for Mountain and Coastal residents.






Effects of Protecting Nature on Destination Choice

Presenter
Presentation Notes
The destinations that NC residents – more than half of them -  choose to visit are influenced by the destination’s sustainability efforts, particularly among the youngest residents.  

Compared to other states, more than 1/3 of residents think NC’s sustainability efforts are better than other states they have experienced.  50% think our efforts are about the same as other states.





Impact of Tourism

Presenter
Presentation Notes
Residents feel that tourism has the most impact on the economic growth of NC and its communities. They also feel that it has an impact on infrastructure, ambience, and the local ecology and environment.

The older the residents, the more they think that tourism has an impact on economic growth, infrastructure, mobility and land use decisions.

Those who have lived in NC the longest think that tourism has the greatest impact on the state and local economies as well as infrastructure.

Coastal region residents think that tourism has the most impact on state and local economies as well as on destination infrastructure.

Those living in the mountain region think tourism has the most impact on destination infrastructure.

Piedmont residents think tourism has the most impact on economic growth.





Residents Interested in Destination Advertising

Presenter
Presentation Notes
NC residents would like to be informed about what is going on in the state.  60% of residents are interested in seeing promotional advertising for destinations within NC and the state as a destination.

Those under the age of 55 are most interested in promotional advertising for destinations within NC.





NC Residents Love Their State

Presenter
Presentation Notes
Statewide, residents love NC and want to protect the economic and environmental health. Those who have moved to the state within that last 5 years feel that it is important to support local entrepreneurs, while long-term residents feel it is most important to protects the state’s economic and environmental viability.  The older the resident, the more strongly they feel about NC.

Coastal region residents feel strongest about economic viability of the region while those living in the Mountain region feel that community values and a strong sense of place make NC a great place to live.  Piedmont region residents feel strongest about the long-term economic and environmental viability of the region.
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Tourism Funding
Visit NC Marketing Credit Program
• Credit for DMOs
• Expanded Co-op program
• Not a grant

$10,000,000 as a stimulus investment in 
Visit North Carolina’s marketing budget

Developing COVID-19-specific concepts, 
strategies, and materials to educate 
people on ways to travel in a safe and 
socially distant way and prevent 
community reintroduction of the pandemic.

EDPNC Recovery Grant with NCTIA
• Funding for Tourism Organizations
• Tied to losses from COVID-19
• Similar to Job Retention Grant

$1,500,000 for grants targeted for those 
areas of the State that are most 
dependent on the travel and tourism 
economy to promote North Carolina 
tourism as the State begins to reopen. 
EDPNC shall consult with the North 
Carolina Travel Industry Association, Inc., 
to disburse the grants.





COUNT ON ME NC

• Protecting Employees and Guests

• To help ensure everyone’s safety as we 
welcome you back 

• We ask that we make the following 
promises to each other. 

• By partnering together, we can all 
enjoy great food and keep everyone 
safe.



COUNT ON ME NC – OUR PROMISE TO YOU

We will ensure safe sanitation 
practices are followed.

We will administer health checks 
to all our staff prior to shift start.

We will make sure physical 
distancing guidelines are met.

We will have hand sanitizer or 
hand-washing stations.

We will clean and sanitize 
regularly.



COUNT ON ME NC – YOUR PROMISE TO US

• If you recently have been 
exposed to COVID-19 or have 
symptoms of COVID-19, please 
don’t visit right now.

• If you in a high-risk population, 
take extra precautions.

• That you will be patient and kind 
to our staff and our other guests 
as we all try to adjust to a new 
normal.





Presenter
Presentation Notes
Five training modules.

1-3 cover food safety and are aimed at restaurants or businesses that deal with food services.

4-5 cover general cleaning and best practices for staff and management. These are designed for all businesses.



The trainings have been taken by a wide variety of businesses including restaurants, 
hotels, retail shops, universities and destination marketing organizations.

More than 9,400 consumers and guests have also taken the pledge and received a 
personalized Count On Me NC name badge.

EARLY SUCCESS

Since the training and site launch on May 15th, 13,362 
training completion certificates have been issued to 
employees from businesses across the state and more than 
3,068 unique participating businesses are showcased on the 
site.



Presenter
Presentation Notes
Here are just a few examples from some of our earliest adopters.



CHANNEL SELECTION
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Audio

OTT/CTV

Display

Mobile

SocialOOH

Print

CountOnMeNC.org

Presenter
Presentation Notes
We will use a variety of channels to drive visitors to CountOnMeNC.org where they can learn more about what they can do to stay safe and what extra precautions businesses are doing to keep them safe.
As you'll soon see, the centerpiece of our campaign is a catchy jingle that talks about the 3 W's:  Wearing a face covering, Washing your hands and Waiting 6 feet apart.  We'll run this jingle in digital radio platforms like pandora, soundcloud and amazon.
We've also got an animated video to accompany the jingle. This video will run in OTT/CTV, YouTube and Paid Social
We'll share messages via Digital Display and Mobile banners – targeting potential travelers to the State
We'll also reach residents and visitors as they are out and about through digital boards on Highways and in high-density Pedestrian areas (around shopping and dining venues) as well as some really unique placements in transit and even in  bathrooms.
In addition, we'll be running the Safety message in print publications as part of our fall print co-op program





Paid Media |Video
Media 

Channel Vendor(s) Launch Ad Units Language Geo Impressions Completes VCR

YouTube YouTube 7/30/20 :06 / :15 / :30 English NC 908,137 617,516 68.00%

YouTube YouTube 7/30/20 :06 / :15 / :30 English Contiguous 230,296 169,771 73.72%

OTT / CTV Cox Connected Video, 
Dstillery 7/27/20 :15 / :30 English NC / 

Contiguous 140,136 85,942 61.33%

OTT / CTV Cox Connected Video 7/27/20 :15 / :30 Spanish NC 21,419 21,122 98.61%

Pre-Roll Cluep 7/27/20 :06 / :15 / :30 English Contiguous 185,814 149,376 80.39%

TOTAL 1,485,802 1,043,727 70.25%

Cox Connected Video :15 English YouTube :15 EnglishCox Connected Video :30 Spanish 

Presenter
Presentation Notes
Research, creative, deployment, and measure – We’re just getting started on measuring impressions, engagement, CTR, etc., in addition to having questions in our next two waves of resident sentiment, in which we’ll gauge awareness, effectiveness and perception of the campaign. What you see here is the total paid media impressions from the shorter video clips that placed at the end of July. 
1.4 million with 70% Video completion rate

https://www.youtube.com/watch?v=aQ0NR0xHAN0&feature=youtu.be


Paid Media|Out Of Home
Media Channel Vendor(s) Launch Ad Units Language Geo Est. Campaign 

Impressions

OOH Project X 7/13/20 (36) Digital Highway Boards
(1) Pedestrian Board English / Spanish NC 107,687,759+

OOH Project X 7/20/20 (2) Epicenter Digital Boards English NC 1,138,280

TOTAL 108,826,039+

Digital Highway Board Digital Pedestrian Board

Presenter
Presentation Notes
Here are a few grabs from OUT OF HOME with nearly 109 MILLION IMPRESSIONS.



Paid Media|Print
Media Channel Vendor(s) Issue Mail Date Ad Units Language Geo Paid Subscribers

Print Our State 7/14/20 (2), FP ,4C Consecutive 
Right-Hand-Read English NC 170,000

TOTAL 170,000

First RHP Second RHP

Presenter
Presentation Notes
A favorite for many is the 2 page RIGHT-HAND read placements in OUR STATE this month illustrating that two of the biggest sports rivals are now on the same team when it comes to embracing the 3Ws. Coach K and Coach Roy Williams. Circulation 170,000.



Campaign Timeline

AUDIO

SOUNDCLOUD CONTEST

OTT / CTV

YOUTUBE + PRE-ROLL

DISPLAY + MOBILE

DIGITAL OOH

TRANSIT

BATHROOMS

PRINT

MEDIA CHANNEL JUN JUL AUG SEP OCT NOV DEC

7/7 – 12/31

7/27 – 12/31

7/27 – 12/31

7/15 – 12/31

9/1 – 9/30

AUG. OUR STATE SEPT. CO-OPS

7/13 – 12/31

9/28-11/8

~ 8/17– 12/31



Partner Toolkit
Count On Me NC Logos & Style 
Guide

Videos: :60, :30, :15, :06

Audio: :60

Sample Social Post Copy

Giphy Sticker Instructions

Sunny Imagery

Presenter
Presentation Notes
Our partner toolkit where you can find many of the creative assets that you repurpose in your media mix..



Outdoor NC

Presenter
Presentation Notes
Visit North Carolina created Outdoor NC, a new stewardship campaign that will play a central role in the tourism strategy for economic recovery from the pandemic. Given the relative safety of outdoor spaces and a hunger to escape confinements imposed by COVID-19, North Carolina must be ready to welcome travelers and engage them in protecting the spaces they crave.
Visit North Carolina has partnered with the Leave No Trace Center For Outdoor Ethics to develop the Outdoor NC program. The partnership seeks to maintain outdoor experiences and manage natural assets for future generations. North Carolina becomes the first coastal state to partner with Leave No Trace, a nonprofit dedicated to protecting the outdoors and inspiring people to use it responsibility.
The Outdoor NC program will impact millions of visitors with a message of caring for North Carolina’s diverse outdoor landscapes. This partnership, ultimately benefiting visitors and locals alike, aides in the health and safety of our population as people look to the outdoors as a COVID-19 safe environment, and ensures the health and integrity of North Carolina’s natural lands for the long term.




LANDING PAGE: VISITNC.COM/COOKITFORWARDNC



Ashleigh Shanti 
Benne on Eagle, Asheville

Kevin Ruiz 
Lady Luck, Raleigh

Jake Wood 
Lawrence Barbecue, Raleigh

Ashley Christensen
Poole's Diner, Raleigh



Wit Tuttell
wit@VisitNC.com

THANKS!
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