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Board & Support Team
A Message From the Chair

As Chair of the Transylvania County Tourism Development Authority, | am honored to share the
accomplishments we've made over the past year, our recovery from the impacts of Helene and to look
ahead with optimism for Transylvania County.

Tourism remains a cornerstone of our local economy. It sustains hundreds of businesses, supports
thousands of residents, and is vital to economic development. Strong leadership ensures our success in
this mission. The TDA Board and staff take their roles seriously, and | am proud of their commitment and
service to our county and its citizens. | am pleased with where we are, the ambitious projects underway,
the direction we are headed and our contribution to a healthy local economy.

This past year also brought challenges. Like all destinations in Western North Carolina, we were greatly
affected by the ravages of Hurricane Helene. In its immediate aftermath, visitation halted as we assessed
the damage of a thousand-year flood. We have great appreciation for our public land managers,
emergency personnel, county leadership, local non-profits, and countless volunteers who worked long
hours with commitment and compassion surrounding rescue operations, public safety, and rebuilding.
Thanks to their dedication, our community responded with resilience—reopening quickly, coordinating
closely with partners, and communicating clearly with travelers.

Overall, county occupancy tax revenues were affected by approximately 11 percent. Our post-Helene
message has been simple and ongoing: we are open, and the experiences in our outdoor spaces and
public lands are everything you expect them to be.

In this past year, we also launched a new and robust website for Explore Brevard, vividly telling our story
and showcasing this magical part of North Carolina that we have the good fortune to call our home. And
with great pride, share with visitors. As you will see on the following pages, the TDA continues to work hard
promoting Transylvania County, supporting our tourism partners, and managing our remarkable
destination assets with care.

Thank you for your steadfast support and for the difference you make in our community. And thank you for
allowing me to serve.

Dee Dee Perkins
Chair, Transylvania County Tourism Development Authority
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Short-Term Rental Data

Transylvania County Submarket Breakdown

FY24/25 vs. Prior Year Brevard Western TC Eastern TC

Available Units Up 4% (see note below) Available Units 585 (41%) 568 (40%) 257 (18%)
Occupancy Down 4% Occupancy 48% 44% 50%
Down 4% ADR $230 $221

Down 3% Length of Stay 36 : 35

Transylvania Buncombe Haywood Macon Jackson Henderson
County County County County County County
Available Units 1,335 5,603 1,993 1538 1,416 1,414
Occupancy 47% 51% 46% 46% 47% 50%
ADR $255 $241 $242 $302 $280 $228
Length of Stay 3.5 3.4 3.6 3.8 3.4 2.6

Available units is based on the highest number of units reported as available within the year at any time. In FY24/25, this occurred in July (of 2024). So, while this number is technically 4% over the prior year peak (as reported above), total units

dropped throughout the year, likely as a Helene-related remnant. This is reflected in the fact that year-end was down 5% versus prior year.

Data was calculated based on reports from AirDNA who obtains their information via data scraping. They noted that this scraping is based on advance reservations, not actual visits, so it does not reflect the many last-minute cancellations

that occurred before and after Hurricane Helene.

Certain assumptions had to be made when compiling this report to reflect accurate, informative, and comparative information.

TC = Transylvania County; Western TC = Lake Toxaway / Rosman / Sapphire (TC portion); Eastern TC = Pisgah Forest / Penrose / Cedar Mountain; ADR = average daily rate



Occupancy & Visitor Insights
Zartico Visitor Report

This report is produced by Zartico, who utilizes data from mobile devices based on defined points of interest and credit card receipts.

Report Information

Month Device Sample Size

2025-06-30 80,717

Cardholder Sample Size
14,557

What was the resident and visitor share of devices observed in your destination last month?

Source: Zartico Geolocation Data

Definitions:

Resident: Device common evening location or spend cardholder location is in your county

In-State, Out-of-County: Device common evening location or spend cardholder location is in North Carolina, but outside of your county
Out-of-State: Device common evening location or spend cardholder location is outside the state of North Carclina

M Resident
| M In-State, Qut-of-County
N Qut-of-State

0% 10%

20% 3% AD% 50% 60% 70% 80% 20% 100%

What counties were in-state visitors from? How did it change from the previous year?

Source: Zartico Geolocation Data, Zartico Spend Data
This shows the origins of devices whose common evening location is in North Carolina, but outside of your county.

Top Five Origin Counties - Geolocation Data Top Five Origin Counties - Spend Data
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How does your visitation change by month and the year?

Source: Zartico Geolocation Data. This chart helps you identify seasonal trends among your top or igin markets to understand when to flight campaigns and how to identity the
right market mix to expand your visitor demand Into the shoulder season,
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Occupancy & Visitor Insights
Zartico Visitor Report

This report is produced by Zartico, who utilizes data from mobile devices based

Where are your out-of-state visitors from?

Source: Zartico Geolocation Data, Zartico Spend Data

This shows the origins of devices whose common evening location is from ocutside of North Carolina as well as visitor cardholders with a billing zip code outside North Carolina.
Note: Charlotte, Greenville-Spartanburg-Asheville-Anderson Raleigh-Durham, and Greensboro-High Point-Winston Salemn have counties outside of North Carolina as part of the
defined Visitor Market Area,

on defined points of interest and credit card receipts.

How do visitors impact your destination?

Source: Zartico Geolocation Data, Zartico Spend Data
Top level % Visitor Devices and % Spend from Visitor s combine Out-of-State and In-State, Out of County metrics to show their percent of total, The charts below the top line show
the share of visitors/visitor spend that make up your main categories of businesses to show the impact of visitors onyourlacal economy by category
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75%

Top Five Origin States - Geolocation Data Top Five Origin States - Spend Data
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Occupancy & Visitor Insights
Zartico Visitor Report

This report is produced by Zartico, who utilizes data from mobile devices based on defined points of interest and credit card receipts.

Visitors as Percentage of Total Patrons Visitor Spend as Percentage of Total Spend

B % InSate Visitors i % Out of Stxe Visitors

R BT I— I

Accommodations “ 0% Arts & Entertanment “ 76%
Nightte “ 0% Retad “ as%
Food “ 9% Health m 25%
0% 20% A% &0% 80% 100% % 20% 4% &0% 80% 100%

How do visitors spend in your destination?

Source: Zartico Spend Data

Differences between In-State, Out of County and Out-of-State share of spend shows how your different visitor types spend. This data does not include online transactions.
Therefore the Accommodations category does not include short-term rentals where the card is not swiped in-market or pre-paid online bookings. Other Category Descriptions:
Food - includes both restaurants and grocery stores, Nightlife - includes bars, wineries, etc,, Transportation- Rental Cars.

Share of Spend by Category - In-State, Out of County vs. Out-of-State Visitors

W % In-Staze, Outof County % Outof State

80%
62%
0% 56%
40%
2% 2
20% o
13%
¥,
=2 7% i
™ 1% - 2%
o — N — 5 o 0% 2 . — 2 S
Accommodatons Ars & Enteriainment Atractiorns Food & BQ\Q'QQ Gas & Service Stations Heaith Retad

Where are visitors going in your destination?

Source: Zartico Geolocation Data
Differences between In-State, Out of County and Out-of-State share of visitation shows how your different visitor types move through your destination. Category Descriptions:
Attractions include museumns, theme parks, etc, , Nightlife includes indudes bars, wineries, etc, Bvents include fairgrounds, concert halls/venues, et
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2024 Visitor Impact

Transylvania County North Carolina

Al = an

$36,730.34 MILLION $1,362.62 MILLION $1,298.26 MILLION

in state tax revenue in local tax revenue

$187.02 MILLION $5.58 MILLION $7.41 MILLION

in tourism revenue in state tax revenue in local tax revenue in tourism revenue

® L O ® £ ™

230,338 $9513.19 MILLION $242.37 MILLION
in payroll tax savings per
resident

$48.16 MILLION $389.02
in payroll tax savings per jobs
Transylvania County
resident

Visitor Spend in Transylvania County (in millions)

Total ) Food & ) _
Lodging Recreation Retail Transport

Spend Beverage

$187.02 S44.44 $58.38 $26.79 $16.82 $40.58

2023 $195.10 $48.10 $57.81 $28.86 $17.26 $43.08

% Change -4.14% -7.61% 0.99% -7.17% -2.55% -5.8%

*Data sourced from Tourism Economics, who completed a study for all NC counties for Visit NC
**Information is for calendar years




Occupancy Tax Proceeds: 10-year view
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Occupancy & Visitor Insights
Overview

Occupancy tax proceeds doubled in the aftermath of the pandemic, peaking in 2023, before declining about 10% and leveling off by mid-2024 at a new baseline. Based on
this trend, expectations for FY24/25 were for performance to be roughly flat with the prior year. That expectation largely held, with nine months averaging just a 1%
difference year-over-year.

The exception was September through November, when proceeds fell 42% due to the impact of Hurricane Helene. Recreational visitation dropped sharply as many
potential travelers perceived Western North Carolina to be “closed for business.” This misconception lingered into spring, though our marketing efforts—especially in
closer drive markets—helped reverse it. During this same period, utility crews, insurance adjustors, landscapers, and other recovery workers filled some of the gap, relying
heavily on branded hotels where availability and block booking were more consistent. Despite additional challenges such as the March wildfires, the second half of the
year showed monthly occupancy tax revenues in line with the prior year.

We continue to assess the demographics and habits of visitors and potential visitors as we make strategic plans and adapt them throughout the year. No single source
tells the full story, so we utilize multiple data points and other information, including web traffic, mobile tracking, credit card receipts, visitor surveys, and ad effectiveness
to create the most complete picture we can. Detailed data on most of these items was shared earlier, with key highlights below.

Key Visitor Insights

«  Daytrippers remain a large share, including both visitors and residents in neighboring counties.

« Visitor origins are concentrated in the Southeast, with 25% in-state and 57% from our top four out-of-state markets: South Carolina, Florida, Georgia, and Tennessee.

« Short-term rentals continue to capture a substantial share of occupancy tax collections (50% in FY24/25, down from 55% in FY24 due to post-Helene shifts).

«  Qutdoor recreation is the top driver of travel to our area.

«  Key differentiators versus competitors include waterfalls, opportunities for healthfulness and rejuvenation, and our reputation as an authentic, welcoming mountain
community.

«  Stewardship efforts to preserve public lands and promote responsible visitation align with the values of our core audience.

«  Social media is a leading source of travel inspiration, with influencer-driven content playing an increasingly important role in shaping visitor choices.

« Video content is one of the most powerful decision drivers, offering immersive, engaging content that motivates travelers to act.

Looking to FY24/25, our outlook is cautious given forecasts of a slowing economy, reduced international travel, and overall softening demand. Over the longer term,
however, we remain bullish on our destination. Outdoor recreation, authentic experiences, and rural communities are increasingly valued by travelers, and we are well
positioned to meet that demand.
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Marketing Highlights
Marketing Overview

As FY 24/25 began, post-pandemic visitation had slowed slightly and Explore Brevard reigned back spending to match, maximizing effectiveness and
efficiency in advertising and communications. Holding to the goal of promoting Brevard and Transylvania County as a premier destination for nature,
adventure, and authentic small-town charm, campaigns were designed to align with seasons, highlighting the unique offerings across the county, from
outdoor adventures to cultural experiences and seasonal celebrations. Focused on building shoulder seasons, mid-week and extended stay opportunities,
Explore Brevard targeted a host of drive and new direct-flight markets in the Eastern US and beyond. With television and strong digital campaigns
running in numerous markets, and with exciting PR and holiday initiatives on the horizon, Hurricane Helene happened.

Working together, the TCTDA Marketing Committee, staff, and marketing partner agency, Market Connections, worked closely together to craft and
implement week-by-week responsive communications that provided almost daily updates on community status through integrated media initiatives,
including special website pages, regular Eblasts, social and digital media, and press releases. Traditional media advertising was paused, and monies were
shifted to marketing initiatives in upcoming months when Brevard and Transylvania could most effectively commmunicate the area’s positive status and
welcome visitors to “Come Back.”

By the holidays and beyond, marketing tactics resumed and were especially focused on rebuilding visitation for accommmodations, attractions, and
businesses—retail, restaurant, etc—that benefitted from day-trippers. We continued to share that Brevard and Transylvania were “Open,” while
highlighting the area’s sense of community, seasonal adventures, romance, sustainability, and authentic small-town experience—reflecting the county’s
broader appeal.

Holiday and winter campaigns promoted local shopping, festivals, dining, and winter recreation, with an emphasis on increasing visitation during the
guieter months. Winter messaging focused on extended stays, wellness opportunities, and local experiences in all corners of Transylvania County. A winter
sweepstakes triggered winter and spring travel, while digital efforts reached into new and existing markets with strong messaging designed to encourage
more visitation.

By Spring 25, marketing messaging highlighted family-friendly activities, niche adventures like hiking and biking, our natural environment, and cultural
experiences across the county. We refreshed our "Leave it Better" and "Be Waterfall Wise" campaigns to support sustainability and responsible tourism.
As the fiscal year concluded, marketing efforts had increased visibility for Transylvania County across a variety of markets and triggered interest in visitor
returns. With the launch of a new Explore Brevard website, we strengthened our digital presence and worked closely with local partners to promote the
unigue beauty and charm of the county year-round. Our work, including the development of the 2025 Adventure Guide and Point of Interest Map, the
installation of a community Live Cam, refreshes of our five community kiosks, and enhanced public relations resulting in dozens of interviews and articles
about the area, all laid the foundation for restoring, growing and ensuring continued success in positioning Transylvania County as a top destination for
adventure, culture, and relaxation.



Marketing Highlights
FY24/25 Marketing Plan Budget

FY 2025

23% @ Digital
3% ® Social
7% ® Billboards
2%  Print
9% ® Broadcast & TV
5% @® Public Relations / PR
1% = Sweepstakes
3% PMO / Partner Co-Op
4% ® Website
8%  Adventure Guide
3% ® POl Map
2%  Special Projects
1% @ Market Research
2% « Memberships Etc.
9% © Production
12%  Monthly Marketing Services
1% « TCTDA Marketing Expendi...
4%  Contingency / Misc

$1,165,000




Marketing Highlights

Digital L BELREETY
«% MAGIC

Our digital advertising strategy played a vital role in promoting Transylvania County as a premier destination,
with campaigns designed to target key demographics, geographic markets, and visitor interests. Digital efforts
were focused on driving traffic to our website, highlighting the county’s unique seasonal offerings, and
supporting local partners through increased visibility.

Campaign Highlights

EXPLOREBREVARD.COM

« Targeting Key Markets: Digital campaigns concentrated on nearby drive markets within a 200-mile radius,
while also expanding reach to national audiences in NC, SC, AL, FL, OH, VA, TN, GA, TX, NY, and more.

« Platform Diversity: Digital ads ran across programmatic display, native, keyword search, pre-roll video, and
Meta, with added placements on YouTube, Blue Ridge Outdoors, Pinkbike, Our State, AccuWeather, and A p : Ky - : T
Visit NC programs. Sponsored content e-newsletters were also acquired, in strategic publications. : N S L & ik

+ Content Strategy: Seasonal messaging highlighted summer adventure, fall leaf peeping, holiday festivities, B 8 o
. | . . i Find vour MIOQOMENT
cozy winter escapes, and lodging specials. New photography refreshed visuals throughout the year. oA Al . N - F
* Retargeting & Prospecting: Ads re-engaged familiar audiences while reaching new ones through data- _ - O CALM
driven targeting, including niche interests like mountain biking and climbing. PUT YOUR:

FEET
Quarterly Highlights

« Quarter 1. Campaigns focused on summer adventure, culture, and lifestyle experiences, before
shifting late in the quarter to fall messaging. Digital placements included YouTube, Blue Ridge
Outdoors, Pinkbike, and a custom Our State article with eblast and website placement.

« Quarter 2: Following a three-week pause due to Hurricane Heleneg, fall campaigns resumed in mid-
October, transitioning into holiday messaging in November. Visit NC promoted Transylvania
County holiday events on their website and social channels. The “12 Days of Holiday Cheer” social
campaign (Nov-Dec) reached 144,470 people and earned 218,234 impressions.

« Quarter 3: Ads shifted from holiday to winter messaging, with placements across AAA Go,
AccuWeather, Blue Ridge Outdoors, Meta, Our State, Visit NC, YouTube, Pinkbike, and Singletrack.
A Visit NC Insider eblast and website placement featured Karsten Delap of Pisgah Climbing School,
spotlighting local expertise. -

« Quarter 4: In June, campaigns transitioned from spring to summer messaging using new " Find Your
photography. Ads ran across programmatic display, native, keyword search, and retargeting, with ESC&,O@
added placements on Blue Ridge Outdoors, Meta, Visit NC programs, and YouTube.




Marketing Highlights

@ Y g
Print . e 4

While digital marketing remained the primary focus in Fiscal Year 24/25, print advertising
continued to play a strategic role in reaching targeted regional and local audiences, supporting
seasonal campaigns and partner marketing initiatives. These placements helped maintain
Transylvania County’s presence in reputable publications while complementing our broader

digital efforts.

' @ULOFTHE ORDINARY
INTO THE WILD

Campaign Highlights

* Quarter 1. In the first quarter, one print placement supplemented the larger digital marketing
campaign and was targeted toward regional and local markets, with a full-page ad in the
September issue of Our State.

* Quarter 2: Three print placements supported the digital marketing campaign, reaching , )
regional and local audiences. These included a ¥%-page ad in the Visit NC Travel Guide, a Y- : INSPFIIaR'IYIO&ﬁ
page ad in Blue Ridge Outdoors, and a December cover photo and article in The Destination
Magazine.

* Quarter 3: Four print placements complemented digital campaigns. A half-page ad ran in the
January “Best of the Blue Ridge” issue of Blue Ridge Outdoors, a full-page ad ran in the

February issue of Our State, and full-page partner co-op ads appeared in the Spring issue of = Bl B v BREVARD
WNC Magazine and the March issue of Blue Ridge Outdoors. = 1°F las iv. W

« Quarter 4: Print placements continued to support digital efforts, including a %-page ad in ' ’ — | T'” PR
Southern Living’s South Atlantic Travel Directory, two full-page ads in the Brevard Music Center } ,., Get LﬂSt

Overture program, and a full-page co-op ad in the Spring issue of The Laurel of Asheville. PROTECTING OUR LAND, Ay in the Moment

THANK YOU b0 oo pubiie
. o

parodise. Start plonning
YOur pscape

BREVARD

B EXPLOREBREVARD.COM




Marketing Highlights
Broadcast

Throughout FY24/25, Explore Brevard strategically utilized radio and television advertising to reach
key target markets. Our 30-second “Be Cool” TV spots were broadcast across multiple regional
markets, generating awareness for Transylvania County. These campaigns were supported by
digital video placements on YouTube, pre-roll platforms, and social media, as well as live streaming
and live radio placements, allowing us to highlight the area’s seasonal appeal and drive visibility
for Brevard and the surrounding region.

Campaign Highlights

« Quarter 1. "Be Cool" and "Heart of Adventure" TV spots aired in Raleigh, Charlotte, Atlanta,
Jacksonville, Charleston, Nashville, and Orlando, with Atlanta delivering the strongest metrics.
Ads were also shown on YouTube, pre-roll platforms, and social media.

* Quarter 2. Immediately following Hurricane Helene, Explore Brevard's cable media was paused
in all markets. The 30-second “Be Cool” TV spots resumed in late October in Atlanta, Raleigh,
and Charlotte, with Spectrum providing a 50% bonus for placements. New cable placements
were added in Atlanta and the Upstate to target key local markets. In late November, the
campaign shifted to the Holiday “Be Cool” spots, airing in December on CBS Sunday Morning
in Charlotte and Greenville/Spartanburg. Digital and social video placements continued
throughout the quarter.

« Quarter 3. The 30-second “Be Cool” TV spots aired throughout the quarter during CBS Sunday
Morning in Charlotte and Greenville/Spartanburg, while also running in strategic markets
including Jacksonville, Orlando, Charlotte, Atlanta, and Raleigh. Live streaming placements
began in February, targeting specific zip codes in Nashville, Atlanta, Charlotte, and Raleigh.

* Quarter 4. TV spots continued to run in Atlanta, Charlotte, Nashville, Knoxville, Jacksonville, and
Orlando. Additional live streaming focused on targeted zip codes in Nashville, Atlanta,
Charlotte, Raleigh, Columbia, and Creensboro. The 30-second spots continued to air during
CBS Sunday Morning on WBTV in Charlotte, supported by ongoing YouTube, pre-roll, and
social media video placements.
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Marketing Highlights
Newsletters & Blogs

Newsletters

We produced a variety of newsletters throughout the year, reaching an opt-in subscriber
audience that grew to 42,500. The Adventurist highlighted a curated selection of upcoming
events with a reminder to explore the full event calendar on explorebrevard.com. Field Notes
offered a deeper dive into themes that showcased the many sides of Transylvania County —
from outdoor gear guides and live music venues to holiday shopping and winter escapes.

Additional newsletters expanded our storytelling and engagement. Partner Spotlights
featured local businesses such as Headwaters Outfitters and D.D. Bullwinkel's. A special
Trailblazer Campaign newsletter introduced subscribers to local outdoor ambassadors and
shared their stories throughout the season. We also sent special newsletters for Helene
recovery updates and Blue Ridge Outdoors Top Adventure Towns Competition.

In March, we streamlined communications by merging Field Notes into a single monthly
Adventurist newsletter, refreshing both the format and cadence to reduce inbox fatigue
while continuing to keep Brevard top-of-mind.

o The Adverturisy

o SPOTLIGHT

HEADWATERS OUTFITTERS —

| feet Transylvania County's Trailblazers

hois wh foege thair cwn path, both gunithesly threugh lile

Sip Outside the Box in the Land
of Waterfalls

ST P BEELE U PRI LRI R el S gl B D oo b

i for sapharmson, e ness sobantusss, or mayke § ool teety basarsgs
s b dwy cornichs Loch by, the Land of Wivesrfsla & 5 grest Sdscs coograb 8
g of et ting mesing, We'rs known Tt coft Besd bt thess ne 0
W OF | SaChca 15 SOy i Dol Do T O L0 AP TEN Ml ¥E i S0 i) —

ECO-FRIENDLY
MOUNTAIN

STARGALZING IN THE
NORTH CAROLINA

-

Diteh Yeuwr Car T il ESTERN NORTH F}FE"- Mﬁ Bt

- Exparionce the Blus Ridge from a Whole New

Vantage Point—Aauieiant
B e s S Bl s e Rl S ety i

THE BLUE RIDOE F&RIWAY
‘Whare to Find Horses Near Brevard
Trwsbus] R paplpan b Wajen
Blogs

Each Field Notes topic was converted into a blog, and additional blogs
expanded our storytelling throughout the year. Highlights included
Gear Up for Adventure: Shopping Guide for Hitting the Outdoors,
Listen to the Music: Live Music in Transylvania County, Top Outdoor
Winter Activities in Brevard, and Stargazing in the North Carolina
Mountains. Seasonal favorites like Handcrafted Holidays: Shop Local
Makers in Transylvania County also resonated strongly with readers.

This mix of timely, topical, and evergreen content ensured that
explorebrevard.com remained a fresh, engaging resource for visitors
throughout the year.



Marketing Highlights
Billboards & Sighage

weleome o
TRANSYLVANIA

In FY24/25, Explore Brevard continued to invest in strategically placed billboards and kiosks to

welcome visitors, strengthen brand visibility, and highlight Transylvania County’s iconic natural
landmarks. The marketing plan shifted from four billboards to two key placements: one along
Highway 280 as travelers enter the county and another on Interstate 26 near the Asheville Regional
Airport. These highly visible boards featured seasonally refreshed imagery, including Looking Glass
Falls to match the cover of the Adventure Guide, ensuring consistent branding across platforms.
Other imagery included shop local messaging during the holidays and iconic assets like Rainbow Falls.
In March, the |-26 board carried a special message of appreciation marking the six-month milestone of
Hurricane Helene, before returning to outdoor-focused directional messaging.

In addition to billboards, kiosk signage was refreshed throughout the county at Sliding Rock, Pisgah
National Forest Ranger Station, DuPont State Recreational Forest, Gorges State Park, and Downtown
Brevard. New kiosk imagery was also added at Bracken Preserve. Each kiosk highlights updated maps,
visitor information, and our stewardship messaging, Be Waterfall Wise and Leave It Better, enhancing
the visitor experience at these high-traffic locations.

o \W E T =~ ™
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Marketing Highlights
Special Promotions

In FY24/25, Explore Brevard implemented a variety of special promotions designed to boost visibility, drive
engagement, and support the community through both challenges and celebrations.

The year began with the launch of the Trailblazers Campaign, which spotlighted local voices sharing what
makes Transylvania County special. These stories were shared through videos across social media, YouTube,
and ExploreBrevard.com, helping to connect visitors with the authentic character of the community.

Marketing efforts also adapted in the wake of Hurricane Helene, with a phased strategy that included
“We're Open” messaging to reassure potential visitors, followed by fall campaigns and a robust holiday
push. Seasonal promotions included the 12 Days of Holiday Cheer Campaign, a holiday photo contest, and a
holiday press e-newsletter, all of which encouraged travel, local shopping, and community engagement
during the season.

In January, the new ExploreBrevard.com website officially launched, offering visitors an improved user
experience with enhanced functionality, fresh content, and new directory listing categories such as
Outdoors, Weddings & Events, Spa & Wellness, and Live Music. The launch was supported by a digital
campaign, press coverage, and partner communications to showcase new features and encourage
engagement.

The Romantic Mountain Getaway Sweepstakes, held in early 2025, drew 8,658 entries and added more than
5,000 new email addresses to the database. Marketing efforts for the sweepstakes included digital and
social ads, email promotions, and a dedicated landing page, driving a 23% increase in website traffic
compared to the prior year.

To further increase visibility, Explore Brevard introduced the Downtown Brevard Live Webcam in March,
featured on both ExploreBrevard.com and ResortCams.com. The feed is regularly used by The Weather
Channel and more than 180 local television stations across the Southeast and Mid-Atlantic, extending the
destination’s reach to key markets.

Together, these initiatives strengthened our brand presence and encouraged visitation.

TRANSYLVANIA COUNTY

Trailblazers are those who forge their own
path, both figuratively through life and
literally out on the trail.
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Marketing Highlights
Public Relations

Public relations has long been a priority—especially targeted outreach to select travel writers and other
earned media—and it's delivered strong results. More recently, we doubled down on drive-market news
coverage. That proved critical after Hurricane Helene, when accurate, timely updates about our
destination and readiness were essential. Through recovery-focused messaging and proactive
storytelling that extended well beyond the storm, our team secured record coverage across regional TV,
print, and online outlets—prompting much-needed weekend and day trips. We also introduced tools to
boost real-time visibility, including a Downtown Brevard live cam, paired with coordinated outreach to
newsrooms and meteorologists across the Southeast.

Beyond Helene, we advanced long-term PR priorities: supporting the launch of the Visit NC Travel Guide
with a PechaKucha presentation, participating in media missions in-state and in New York City, and
maintaining steady engagement with travel writers and editors. Together, these efforts set a new
benchmark for Explore Brevard’s reach and impact through press.

Familiarization (FAM) Tours & Influencer Visits

FAM tours and media visit are a strong tool for connecting with storytellers who can share Brevard with
the world. Experiencing Transylvania County firsthand leads to authentic, compelling coverage. This
year, we expanded our strategy by incorporating influencers for the first time, extending our reach to
new digital audiences while continuing to engage local, regional, national, and international media.

Visit NC Immersion Trip

* In September, we hosted Wit Tuttell and nine Visit NC staff for a two-day tour that included

Downtown Brevard, Pisgah National Forest, Pisgah Inn, and Brevard Music Center.
Kate Mitchell - Influencer (@katehikesnc)

* |n March, Kate explored trails, dining, the arcade, and a llama hike, producing 32 Stories and 5
Reels. Her llama Reel alone reached over 465,000 views. She helped us effectively reach
audiences in Raleigh and Charlotte.

Kerry Murphy - Influencer (MainStreet.Backroads)

* |In May, Kerry's three-day trip included tubing, Sliding Rock, DuPont waterfalls, and Downtown
Brevard exploration. Her content generated more than 880,000 views and a widely read blog
post. She helped us reach audiences in the Atlanta market.

Visit NC International Influencers (@intrepidescape & @traveldaveuk)

* |[n partnership with Visit NC, we co-hosted UK creators @intrepidescape and @traveldaveuk,

whose weeklong WNC tour shared Transylvania County with global audiences.
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Marketing Highlights
Public Relations

Earned Media Coverage

Over the past year, many of the stories highlighted below were the direct result of our media outreach and FAM tour
efforts, which set the stage for broader coverage. Our coordinated PR campaigns helped amplify Transylvania County’s
story across multiple platforms, including articles, television segments, and newspaper features. While some coverage
arose organically, much was the outcome of targeted pitches and collaborations, including coordinated outreach
following Hurricane Helene, keeping the region visible and top-of-mind for audiences near and far. A sampling is
included below:.

25 10 22
Print & Online Features Newspaper Features TV, Radio, & Podcast Features

« Single Tracks “How North Carolina’'s DuPont State Recreational Forest is coping with a 10x increase in visitation”

« The Travel “8 National Forests That Rival Zion National Park”

« The Lonely Planet “The coziest small US towns to visit this fall”

« Charlotte Observer “What's open and safe to do in Brevard after Hurricane Helene hit Western North Carolina?”

« The Destination Magazine “Looking For A License To Chill? Come To Brevard And “Be Cool.”

« WHNS FOX Carolina "Shop late, shop local in Downtown Brevard”

« WCNC-TV Charlotte Today “Brevard is the perfect place for a getaway”

« Our State North Carolina, Naturally “My Friends the Squirrels”

« WSPA-TV Morning News “Let’s Eat at The Pavilion Restaurant and Corner Bar in Pisgah Forest”

* |slands.com “Unigue Community Hidden In North Carolina's Blue Ridge Mountains Is An Ethereal Waterfall Haven”

« Bike Magazine “The 10 Best Mountain Biking Destinations for Spring”

« WSPA-TV Your Carolina “Hiking llama adventures with Earthshine Lodge”

« Cardinal & Pine “Forest bathing & more: 6 places in North Carolina that help you reach a state of zen”

« MSN.com “North Carolina's "Land Of Waterfalls" Is A Beautiful Blue Ridge Town By A Top National Forest”

* TravelandLeisure.com “This Western North Carolina National Forest Is One of the Only Places to Spot Rare Blue
Ghost Fireflies”

« SouthernLiving.com “Escape To This Western North Carolina Town For A Magical Mountain Getaway”

Explore a larger list of earned media coverage here.



https://www.singletracks.com/mtb-trails/how-north-carolinas-dupont-state-forest-is-coping-with-a-10x-increase-in-visitation/
https://www.thetravel.com/tnational-forests-that-rival-zion-national-park/
https://www.lonelyplanet.com/articles/small-towns-usa-fall
https://www.charlotteobserver.com/charlottefive/c5-travel/article294121129.html#storylink=cpy
https://thedestinationmagazine.com/looking-for-a-license-to-chill-come-to-brevard-and-be-cool/
https://www.foxcarolina.com/2024/12/18/shop-late-shop-local-downtown-brevard/
https://www.foxcarolina.com/2024/12/18/shop-late-shop-local-downtown-brevard/
https://www.wcnc.com/video/entertainment/television/charlotte-today/brevard-is-the-perfect-place-for-a-getaway/275-faf39d65-2188-4f74-bd95-56686b5c6ca5
https://www.ourstate.com/my-friends-the-squirrels/
https://www.wspa.com/community/lets-eat/lets-eat-at-the-pavilion-restaurant-and-corner-bar-in-pisgah-forest/
https://www.islands.com/1801581/connestee-falls-unique-community-north-carolina-blue-ridge-mountains-hidden-ethereal-waterfall-haven/
https://www.bikemag.com/mountain-bike-trails/best-mountain-biking-trails-spring
https://livingupstatesc.com/hiking-llama-adventures-with-earthshine-lodge/
https://cardinalpine.com/2025/03/24/forest-bathing-more-6-places-in-north-carolina-that-help-you-reach-a-state-of-zen/?utm_source=Sailthru&utm_medium=email&utm_campaign=Cardinal%203.25.25&utm_content=Final&utm_term=Cardinal%20and%20Pine%20-%20Most%20Engaged%20Audience
https://cardinalpine.com/2025/03/24/forest-bathing-more-6-places-in-north-carolina-that-help-you-reach-a-state-of-zen/?utm_source=Sailthru&utm_medium=email&utm_campaign=Cardinal%203.25.25&utm_content=Final&utm_term=Cardinal%20and%20Pine%20-%20Most%20Engaged%20Audience
https://www.msn.com/en-us/travel/tripideas/north-carolina-s-land-of-waterfalls-is-a-beautiful-blue-ridge-town-by-a-top-national-forest/ar-AA1BneFV?ocid=hpmsn&cvid=7659e17880324f68923c173fed4933da&ei=24
https://www.travelandleisure.com/blue-ghost-fireflies-pisgah-national-forest-western-north-carolina-11733553
https://www.travelandleisure.com/blue-ghost-fireflies-pisgah-national-forest-western-north-carolina-11733553
https://www.southernliving.com/brevard-nc-6531599
https://explorebrevard.com/media/recent-stories/

Marketing Highlights
Website Metrics

Overall website traffic was roughly flat year over year, but that headline masks two 2-3-month dips tied to Hurricane Helene (late September) and the January site
relaunch. The relaunch temporarily suppressed organic sessions as URLs, content, and information architecture changed while search engines re-crawled and

redirects settled; by June, visits were 25%+ above prior-year levels.

Page views, engaged sessions, engagement rate, and average session duration declined—largely because the new site gets people to what they need faster (fewer
clicks) and because evolving search features, including Al-generated overviews, answer simple questions earlier in the journey. Continued technical SEO, content
refinement, internal linking, and speed improvements will keep ExploreBrevard.com a trusted resource for trip planning and partner visibility.

All Channels | Key Sitewide Metrics

Jul 1. 2024 - Jun 30. 2025

Total users Sessions Engaged sessions Views Engagement rate Average session duration
0 . .
oy 326,701 426,221 296,309 794,663 69.52% 00:02:48
s 0.5% +« 23% § -9.7% : §-19.9% 8 -11.7% i -4.7%
P/P s 0.7% s 2.4% i -9.5% §-19.8% §-11.7% 8 -4.6%
B Total users Engaged sessions —— Engagement rate
60K 100%
/——\ 75%
50%
20K
I I I 25%
0 0%
Jan 2024 Mar 2024 May 2024 Jul 2024 Sep 2024 Nov 2024 Jan 2025 Mar 2025 May 2025 Jul 2025
Feb 2024 Apr 2024 Jun 2024 Aug 2024 Oct 2024 Dec 2024 Feb 2025 Apr 2025 Jun 2025 Aug 2025




Marketing Highlights
Social Media Metrics

This year, we focused on growing our social media presence through strategic content creation, with
dedicated funds going toward Reels and short-form videos. CrowdRiff was added to help collect and manage
user-generated content, making it easier to feature authentic local experiences. We continued working with
influencers and incorporating content from residents to strengthen connections with our audience on
Facebook and Instagram. These efforts expanded our reach, increased engagement, and provided more
consistent, usable content for promoting the area.

Instagram
22 Followers Posts [{b Engagement ¥k Awareness % Impressions
25.9K 699 45k 6.9k 1.58m
A +22% wvs Jul 01-Jun 30 A1 +90% vsJul 01-Jun 30 A +#119% vs Jul 01-Jun 30 A +248% vs Jul 01-Jun 30 A +1399% vs Jul 01-Jun 30
Facebook
2 Followers Posts [{b Engagement ¢l& Awareness % Impressions

22.9k 388 148.2k 3.1k 11.48m

A +22% vsJul 01-Jun 30 A +144% vs Jul 01-Jun 30 N -12.1% vs Jul 01-Jun 30 A +374% vs Jul 01-Jun 30 A +37% vsJul01-Jun 30



Marketing Highlights
Top-Performing Social Media Posts

Facebook: Organic Facebook: Organic Facebook: Paid Facebook: Paid
Post With Top Reach: 82.3K Post With Top Likes: 3K Post With Top Reach: 449.2K Post With Top Likes: 5.3K
Pisgah Ranger District Now Open Pisgah Ranger District Now Open Bobcat in DuPont Bobcat in DuPont

Instagram: Organic Instagram: Organic Instagram: Paid Instagram: Paid
Post With Top Reach: 36.9K Post With Top Likes: 5.7K Post With Top Reach: 33.9K Post With Top Likes: 2.1K
Brevard is Open For Business Collaboration with @katehikesnc Bobcat in DuPont Bobcat in DuPont

BREVARD IS
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>
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https://www.facebook.com/reel/527933189850293
https://www.facebook.com/reel/527933189850293
https://www.facebook.com/explorebrevard/videos/1817301139057946/
https://www.facebook.com/explorebrevard/videos/1817301139057946/
https://www.instagram.com/p/DBHlfjhBr0F/?fbclid=IwY2xjawMulTdleHRuA2FlbQIxMABicmlkETFWMktwd3psek1NdGx4cVVKAR6_d_cqNvuh0W4_Hd3unBO87qHmlQzwoBda7QBcxylSz97LXhHMb6LTWTcHfA_aem_nrfDwE5HTvtDB7vYLtjqSQ
https://www.instagram.com/reel/DHUeBbouext/
https://www.instagram.com/reel/DIR9gOys2wx/?fbclid=IwY2xjawMuludleHRuA2FlbQIxMABicmlkETFWMktwd3psek1NdGx4cVVKAR6_d_cqNvuh0W4_Hd3unBO87qHmlQzwoBda7QBcxylSz97LXhHMb6LTWTcHfA_aem_nrfDwE5HTvtDB7vYLtjqSQ
https://www.instagram.com/reel/DIR9gOys2wx/?fbclid=IwY2xjawMuludleHRuA2FlbQIxMABicmlkETFWMktwd3psek1NdGx4cVVKAR6_d_cqNvuh0W4_Hd3unBO87qHmlQzwoBda7QBcxylSz97LXhHMb6LTWTcHfA_aem_nrfDwE5HTvtDB7vYLtjqSQ

Marketing Highlights
Adventure Guide & Points of Interest Map

The 2025 Adventure Guides and Points of Interest Maps arrived in early
April. The Adventure Guide offers an overview of Brevard and Transylvania
County, featuring a fold-out map and guide to 20 accessible waterfalls. Each
year, 90,000 copies are distributed locally, regionally, and nationwide. The
two-sided Points of Interest Map, with county-wide, regional, and
Downtown Brevard views, helps visitors navigate the area. More than 50,000
are distributed annually in Transylvania County.

GO”G&-

8-~

r—— — L B s PINGAM NATIONAL FORERT
~——2 ain e S
S - . ) [ e —a
— = Sr GRS 1% 10 » 8
oo | = — (O
s e e o e TRANSYLVANIA 3 Vool
$— e \. . COUNTY @ e
. x \ [—— —@- A
:::___.:,___.. 2 Y- —_— PESOAN NATIONAL FORINT —td E o.-:_:; &;- >
e —— s— o) = =R
.:._—' S - .‘-—!.-lbho i e o ——
2 —— =¢ E& ""‘".‘
Biw = SrismRe . eeasefpes —GD ® &
\
0 ] W —
P ) asmensnpme / \ 2 ’ —_—

N
WATERFALL
WISE

.
warcetati Ay Com




hts



Destination Management Highlights
Transylvania Always

The Transylvania Always Committee held regular meetings throughout the year, receiving
updates on the French Broad Paddle Trail and supporting a range of stewardship
initiatives. This included helping fund restoration of waterways and the purchase of new
search and rescue equipment. We also joined The Pisgah Conservancy and Pisgah Area
SORBA to celebrate the reopening of Butter Gap and Searcy Creek Connector trails..

Our annual Leave It Better and Be Waterfall Wise campaigns launched in the spring and
continued through the summer with digital ads, co -ed cinema ads, and other outreach.
Both initiatives were also supported by the Responsible Exploration Partner Toolkit, which
equips local businesses and organizations with resources for sharing stewardship

messages.
Leave It Better, led by our popular mascot, Trashsquatch , gained added visibility through
new trailhead signage at Bracken Mountain Preserve, a display at Deerwoode é Nr Na&EW Ny r

Festival of Lights, and coasters distributed at local breweries.

lr AN eRRJ4O4JAA Xy aEAdA VyenmAx At ee?ft A?2aD2ec ., >R ya&EAAr'™ AWAAQA >e?AA" "Ar dAQA?DANDZ dA At Nd
new digital Trail Towns Visitor Guide, which highlights sustainable visitor practices while
also promoting trails in each participating destination.

We hosted our annual Land Managers meeting in spring, bringing together
representatives from Pisgah National Forest, DuPont State Recreational Forest, Gorges
State Park, Headwaters State Forest, emergency services, and local stewardship groups.
These collaborative discussions remain essential to ensuring that our outdoor spaces are
enjoyed safely and responsibly for years to come.



