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COVID-19 Impact on NC Tourism
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- 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



Occupancy 71.1% 418.8% 47.0%

Room Rates S111.30 S95.58 S101.76

RevPAR $79.09 $46.67 $47.84



JUNE 2020

NORTH CAROLINA
RESIDENT SENTIMENT

Impact of COVID-19
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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

e 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

e 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.
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Tourism Viewed as Important to NC's post-COVID Recovery

Region

m1-Notatalllmportant m2 m3 m4 5 - Extremely Important
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North Carolina Coastal Region Mountain Region Piedmont Region

n=1,210 n=401 n=400 n=409
Difference Score 60% 79% 74% 54%

Q2: Using a scale of 1 (not at all important) to 5 (extremely important), how important do you think
tourism is to the recovery of the North Carolina economy after COVID-197
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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.


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.
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Importance of Outdoor Recreation

B 1 - Not at all Important

30% 29%

38%

26%
22%

m4 5 - Extremely Important

41%

32%

21% 22%

9% 9%
7%
. II II
North Carolina Coastal Region Mountain Region Piedmont Region
n=1,210 n=401 n=400 n=409
Difference Score 42% 50% 47% 40%
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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

North Carolina Difference
Score (%)
n=1,210
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5% ¥ 57
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Q8: Using a scale of 1 (strongly disagree) to 5 (strongly agree), please indicate your level of agreement with each
of the following statements.


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.
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Q10: Using a scale of 1 (not at all influential) to 5 (extremely influential), please indicate how influential state or community
efforts to ensure long term sustainability of the natural environment are on your decision in choosing a destination.
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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.
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Impact of Tourism

North Carolina's economic growth

Economic growth of local communities

Destination infrastructure (parks, roads, hotels, etc.)
Community ambiance/vibe

The local ecology and environment

Traffic, parking, and mobility

State land use decisions

Local land use decisions

North Carolina
n=1,210
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Q14: Using a scale of 1 (no impact at all) to 5 (extreme impact), please indicate how much impact you think

tourism has on each of the following.
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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.
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Residents Interested in Destination Advertising

North Carolina
n=1,210

For other destinations within North Carolina

32%

For North Carolina as a state destination

31%

For the North Carolina community where you live

B 1-Notatalllnterested m2 m3 m4 5 - Extremely Interested

Q15: Using a scale of 1 (not at all interested) to 5 (extremely interested), how interested are you to see
promotional advertising for North Carolina as a destination or other destinations within North Carolina?
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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.
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NC Residents Love Their State

North Carolina
n=1,210

It is important that we protect the long-term economicand | %
environmental viability of the region &
S

46%

It is important that we develop strategies that support our g
local independent entrepreneurs

43%

Our community values, unique identity and strong sense of
place make North Carolina a great place to live and visit

41%
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Q13: Using a scale of 1 (strongly disagree) to 5 (strongly agree), please indicate your level of agreement with
each of the following statements.
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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
e 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.
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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.

COUNTONMEMC.ORC




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

e 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.

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

normal.



* COUNT ON ME NC

As Morth Carolina's restaurants, hotels, attractions and shops recpen,

we all have a role to play to keep one another safe and healthy.

! 324 MC DEPARTMENT OF

NC STATE EXTENSION 51 i HEALTH AND NCRLA | S s TENUTNY | VISITNC.CON

=/ HUMAN SERVICES



* TRAINING MODULES *

At the completion of training, you'll receive a printable Count On Me NC certificate and be featured on our list of participating businesses. You'll also
get access to a Count On Me NC toolkit that includes social media assets and other materials to help you show guests and staff that you've gone

above and beyond to protect their well-being.

n Restaurant: Owners & Operators
.wl Learn how to help ensure the well-being of everyone who enters your restaurant.

Restaurant: Front of House Staff
‘_ ‘ Implement best practices for staff who regularly interact with guests and customers.

Restaurant: Back of House Staff
Follow procedures designed to increase health and safety behind the scenes.

. All Businesses: Cleaning and Disinfecting Surfaces for COVID-19 Management
O Learn protocols for cleaning and disinfecting to help keep everyone in your establishment safe.

-' General Best Practices for COVID-19 Management

Understand the steps you can take to support the well-being of others.



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.


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.

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.
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Presentation Notes
Here are just a few examples from some of our earliest adopters.
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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
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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%
orT/cTy & C‘I’D"s:ﬁf:fyd Video, 7127120 115 /:30 English Cor':gu/ous 140,136 85,942 61.33%
OTT/CTV Cox Connected Video 7127120 :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%

Count On Me NC | In This Together
s Unsted

Home Is Where the Art Is &

168,664 views + Jul 20, 2020 o Mo 4 swaRe

ah

i Kathleen y Scott

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


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

Est. Campaign

Media Channel Vendor(s) Launch Ad Units Language Geo ;
Impressions
OOH Project X 7/13/20 (36) Digital Highway Boards o i/ sanich NG 107,687,759+
(1) Pedestrian Board
OOH Project X 7/20/20 (2) Epicenter Digital Boards English NC 1,138,280
TOTAL 108,826,039+

OF SHAME
MRASK

Digital Highway Board Digital Pedestrian Board
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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

(2), FP ,4C Consecutive
Right-Hand-Read

TOTAL 170,000

Print Our State 7/14/20 English NC 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

MEDIA CHANNEL JUN

JUL AUG SEP OCT NOV DEC

AUDIO

SOUNDCLOUD CONTEST

OTT/CTV

YOUTUBE + PRE-ROLL

DISPLAY + MOBILE

DIGITAL OOH

TRANSIT

BATHROOMS

PRINT

e
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Partner Toolkit

Cove NG~
= Count On Me NC Logos & Style TOOLKIT DOWNLOAD ;

. Thank you for doing your part to get the word out about Count On Me NC. Use the assets below to share the
G u1 d e program with local businesses, residents and visitors to help keep North Carolina safe and healthy.

= Videos: :60,:30,:15,:06 M"“ « Gount N|® »

- Audio: :60

Videos Audio Logos Sunny Character Images
English and Spanish Audio-only version of Logos, fonts, name Tlustrations of Sunny in
. versions for use on your the Count On Me NC badges and style guide five different poses.
. S a I I I p 1 e S O C 1 al P O S t C O py website or social media. jingle in English and in English and Spanish. )
Giarriili Sunny Images.zip
English Videos.zip ’ English Logos.zip
Spanish Videos.zip Audio.zip Spanish Logos.zip

= Giphy Sticker Instructions

= Sunny Imagery

Social Stickers Social Posts

Directions on how to Sample social copy for
search and use GIPHY use on Facebook,
stickers featuring Sunny  Instagram and Twitter.

o0 Insfagram: Sories: English Social Copy.zip

Instagram Stickers.zip


Presenter
Presentation Notes
Our partner toolkit where you can find many of the creative assets that you repurpose in your media mix..
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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.
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Ashleigh Shanti
Benne on Eagle, Asheville

P POSTS
< TO

#cookitforwardnc

foodordeath_ + Follow
Faid partnership with visitne

foodordeath_ In support of NC Restaurants I'm going to
#cookitforwardNC by sharing what | wish | was eating right
now. A Fried Flounder Roll from @saltboxseafoodjoint in
Durham, NC.

| nominate @chef_jakewood of @lawrencebarbecue to cock
it forward next.

Click the link in the bio to see how you can help #visitnc 5

Kevin Ruiz
Lady Luck, Raleigh

TOP POSTS
#cookitforwardnc

chefk.ruiz - Follow
Paid partnership with visitnc
W Lady Luck

chefk,.ruiz @chef_jakewood nominated me for the
#cookitforwardne challenge g | here's his badass soft
shell crab sammy over @lawrencebarbecue & | nominate
@chefjeffseizer of @royaleraleigh #visitnc

raleighwood27608 Maryland girl says, Oh My!
foodordeath_ &

Jake Wood
Lawrence Barbecue, Raleigh

TOP POSTS
#cookitforwardnc

chef_jakewood - Follow
Raleigh, Morth Carglina

®QYVv

chef_jakewood My homie @foodordeath_ nominated me to
#cookitforwardne by sharing something | wish | was eating
right now..... PORK BAO FROM @brewerybhavana &#| |
nominate @chefk.ruiz of @ladylucknc to Cook It Forward
next!!! Check out to see how you can help #visitnc

il 5 comment:

n Q B O

Ashley Christensen
Poole's Diner, Raleigh

< TOP POSTS
#cookitforwardnc

Q ashley_christensen & - Follow

ey Paid partnership with visitne

®QYV

ashley_christensen | miss restaurants, especially some of
the incredible NC restaurants that inspire me so much. Let's
spread some love for our favorite restaurant dishes, and
raise some awareness for the NC Restaurant Workers Relief
fund with #cookitforwardnc. Tonight, I'm shouting out the
beef tartare on toast at @kindredrestaurant —honestly,
every plate that Joe Kindred has ever fed me has been
*chefs kiss* perfection, but this dish hits all the notes—rich,
umami, herbal, bitter, acidic.

| nominate @bidamanda to share his favorite NC restaurant

WP FURPNPPTPN TP FPIPIS P Sy S o YRRy S

n Q B O




THANKS!

Wit Tuttell
wit@VisitNC.com
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