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MICHELIN

2025

AMERICAN
SOUTH

The
MICHELIN
Gulide

The MICHELIN Guided widely considered the world's foremost guide to
exceptional diningd has finally landed in Raleigh (and the rest of the
American South). Unveiled on Nov. 3, 2025, the first-ever MICHELIN Guide to

the American South features 14 Raleigh -area restaurants.



Quality

of the ingredients

Mastery

of cooking techniques

Harmony

of flavors

Personality of chef

represented in the cuisine

Consistency

over time and across the entire menu




INCREASED
SPEND

DECISIVE IN
DESTINATION
CHOICE

Source: EY, 2019

(1%

of travelers would increase their
spending iIf a MICHELIN Guide
selection existed, with 2/3 planning
to spend an addi
Oor more per person per meal for a
MICHELIN Guide restaurant
experience .

213

of travelers say they would
choose a MICHELIN destination
over a comparable one.

t



Bib
Gourmand

Bib Gourmand highlights spots

where diners can enjoy remarkable

Sam Jones

meals at a great value. Barbecue BBQ
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MICHELIN N
Recommended

Recommended restaurants
showcase establishments that

Inspectors feel are truly worth a visit.
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MICHELIN

2025

AMERICAN
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\
ampf Good BBQ

) A L N
St. Roch Fine Oysters + Bar

Stanbury =L
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visitRaleigh

QUESTIONS?

jholt@visitRaleigh.com
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Next Steps




“Marketing without
data Is like driving with
your eyes closed. *

Dan Zarella

AAAAAAAAAA




AD SPEND:-

63%

OUTSIDENC

In FY25, we tracke®) %oof leisure
spend back to hotel bookings and in
market spending.

cS

AVENIRBOLD

We shifted more spend outside
of NC to drive longer tmarket

Stays. AD SPEND:

37

INSIDE NC

23
© 2025 Avenir Bold, Inc.



Two research approaches

credl
' rd
Jata

hotel
booklng
data

cS

AVENIRBOLD

Epsilon = NEI

Spectrum = Ad é

Rich data partnerships in the travel space (OTA Data).
Trusted source of projecting to total universe.

Insights on location, behaviors, lifestyles, purchase histories,
purchase habits, and more.

: 24
© 2025 Avenir Bold, Inc.



The big takeaway

The campaign is driving high@&venue visitors.

$3 1 . 5million $56 . 6 million

In hotel booking revenue In credit card spending In market a

AVENIRBOLD

In FY25, the campaign drove Hotel guests stayed an average of 2
~47,000 hotel bookings nights with an ADR of $172

60% Increase over FY24 25% higher than FY25 Wake Coun
ADR

25
© 2025 Avenir Bold, Inc.



| eisure visitors arrived from:

Increased spend=

. Charlotte +300
. RaleighDurham®* bookings from

1

2 Washington DC
3. Greensboro

4. New York
5. Atlanta
6
V4
8
O
1

GS

AVENIRBOLD

: Wl I M | ngton Increased spend=

. WashingtonDC +900

. bookings from
. GreenvilleNC Atlanta

. GreenvilleSC

0. Dallas \‘

* Wake County excluded from marketing spending

2
© 2025 Avenir Bold, Inc. 6



Where they stayed

The majority oguests were
couples, and they booked
aroundZ0 days oufrom their
trip.

Increase In advance purchases
could be tied to people coming
from further distances.

Guest stayed for two nights, and
the average daily rate was 72.

© 2025 Avenir Bold, Inc.

City B(;)/gkci):]gs L':xgih Avlguéﬂ\ggce Avg. Daily Rate
of Stay

Raleigh 72.36% 1.98 21.07 $183.48
Cary 12.10% 1.61 18.13 $154.39
Morrisville 8.87% 1.47 15.42 $127.02
Wake Forest 2.18% 1.51 15.15 $138.91
Garner 2.17% 1.63 10.80 $144.46
Apex 1.97% 1.59 13.08 $147.85
FuquayVarina 48% 1.67 19.19 $116.33

cS

AVENIRBOLD

27



In-market credit card spending

People who saw a Visit Raleigh ad spentmarket:

cS

AVENIRBOLD

More than doublethe inmarket spend in FY24

Average spend Retail/specialty and dining | Booking ahead decreases reporting o
In market was accounts for 79% af- lodging percentage of imarket
$242 per visitor market spending. spending

1,000,000 transactions connected to the leisure campaign

28
© 2025 Avenir Bold, Inc.



Visitation and spend by area

Raleigh/Brier Creek

$2,139,476

spent by 7,614 visitors

RDU/Morrisville

$2.835,654

spent by 15,534 visitors

North Hills

$5,331,709 °”

spent by 16,588 visitors
up 2.5X

Cary

$3,011,114

spent by 11,949 visitors

Apex

$2190.415

spent by 6,958 visitors

© 2025 Avenir Bold, Inc.

Wake Forest

$3,486,553

spent by 8,270 visitors

NE Raleigh

$2,863,954

spent by 10,918 visitors

Crabtree Valley

$3,158,273

spent by 12,019 visitors

Garner

$2,946,995

spent by 10,309 visitors

Downtown and South Raleigh

$ 3,045,074pent by 12,019 visitors

GS

AVENIRBOLD

29



FY25 Results

Next Steps
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Stroll among larger-than-life sculptures at the nation’s largest museum park at the
North Carofina Museum of Art. In Raleigh, enjoy experiences where open-air adventure
and creativity come together beautifully.

Zip lines, water skdes, floating playgrounds, ciff jumps and more make this
80-acre, man-made lake a surprising haven for thrill seekers. In Rolesville and
Raleigh, N.C., plenty of adventures start with a splash.

oB8-visiRaleigh

saRaleigh i

78 VisitRaleigh

visitRaleigh com/ideas

32
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WERE
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IDEAS.
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Roll up your sleeves and dive into unscripted, hands-on experiences like the
Adventures in Bloom Metal-Stamping Workshop, where your creativity becomes
a keepsake. Get closer to the stories that make Raleigh, N.C., unforgettable.

With vibrant dishes, the aroma of a wood fire and 2 laid-back cutdoor
setting, Ajja brings Mediterranean flavors to life—each bite talling its own
story. As one of Raleigh’s standout places to eat, it perfectly reflects a
city that's always evolving and always full of fresh ideas.

SN T MWL

o sitRaleigh

visitRaleigh.com/ideas

: .:‘iO;J.zkz'tRaleigh

vistRaleigh.com/idess

© 2025 Avenir Bold, Inc. 33
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Offering sweeping views, peaceful trails and a public art plan that will turn heads giobally,
Dorothea Dix Park is truly the nation’s most exciting park project. In Raleigh, N.C., you'll find
all the inspiration you need to stroll new paths of discovery.

Five-Star dishes inspired by visual masterpieces offer a dining experience
as artistic as it is delicous. In Cary and Raleigh N.C., savor experiences
where culinary creativity and fine art come together in perfect harmony.
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NOBODY

OUT-NERDS

RALEIGH.



"NOBODY

OUT-NERDS

RALEIGH.

e
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aigh conimeen

B Raleigh

o falks 1otally get it verfisla gy commeet

fully embrace and calabrata thair inner nards

© 2025 Avenir Bold, Inc.
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OUT-NERDS

RALEIGH.
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; FY25 Results




. ooking ahead

Optimize spending by market for the rest of FY26 tc

continue Increasing economic impact

Expand campaign with new ads in March 2026.

Track 80% of spend to hotel bookings and
In-market credit card spending.

Continue to spend outside of NC to drive longer stays
(65% In FY26).
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Raleigh Convention Center
Expansion Design Reveal

Tourism Talk Live
November 13, 2025

EJCOMPLEX |






