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The EDPNC Mission

The EDPNC improves the economic well-being and quality of life for
all North Carolinians.

We do this by collaborating with state, regional, local, and private-sector
partners on new business recruitment, existing employer support,
International trade and export assistance, small business star up
counseling, and tourism promotion.
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NORTH CAROLINA CLAIMS 5% MOST
VISITED STATE IN DOMESTIC TRAVEL

2024 Visitation Rank
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Source: OmniTrak-TravelTrak America 2025
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Position NC as top filmmaking
destination (b2b)

Become the #1
Preferred Leisure Destination
in the East
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Education (b2c)
Destination Stewardship (b2b)

Inspire
Travel
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Position NC as top
destination for events Position NC as top
(b2b) destination for
retirement




WHAT WE’RE STRIVING FOR

Business Objectives:

1.

2.

Drive out-of-state and international travel to NC.

Inspire travelers and residents alike to discover
new places and spend more dollars in state.

Become the premier & preferred destination on
the East Coast for leisure travel.

Protect the natural beauty of our state to ensure it
remains a top destination for outdoor travelers.

Elevate and amplify local DMO and partner
messaging.

Become top choice retirement destination

Communications Objectives:

S

Raise awareness.

Inform.

Stay relevant.

Extend an inclusive welcome.

Inspire.
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TOURISM IS ECONOMIC DEVELOPMENT
(2024)

* More than 39 Million visitors

» $36.7 Billion in Visitor Spending (+3.1%)
* More Than 230,000 Jobs (+1.4%)

* $1.4 Billion in State Tax Revenues (+1.1%)

» $1.3 Billion in Local Tax Revenues (+4.3%)

Source: OmniTrak- TravelTrak America, Oxford Economics -Tourism Economics 2025



Tourism Business Sales, Billions

TOURISM IMPACT ON ALL OTHER SECTORS
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2024 VISITOR ECONOMY INDEX
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Visitor Economy Index is comprised of commercial lodging demand and revenues, AirDNA demand and revenues, available credit card data and visitor device counts



2024 YEAR-END LODGING DATA

Measurement

Commercial Lodging

Airbnb/HomeAway entire

Vacation Rentals

Occupancy
Room Rates
RevPAR
Revenues

Demand

Supply

Source: STR, AirDNA, KeyData 2025

(STR)
Up 0.9%
Up 1.9%
Up 2.7%
Up 3.0%
Up 1.1%

Up 0.2%

home rentals (AirDNA)
Up 1.1%
Up 5.5%
Up 6.9%
Up 15.6%
Up 8.9%

Up 7.2%

(KeyData)

Down 5.3%

Down 0.8%

Down 1.8%

Down 4.6%

Down 6.1%

Down 0.5%
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COMMERCIAL LODGING FORECAST - DEMAND
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Source: STR, 2024



2024 COASTAL VISITOR SUMMARY

* Ninety percent of all Coastal Region overnight visitors traveled for leisure purposes, while nine
percent came to conduct business.

* The majority of overnight travelers to the coast in 2024 visited during the summer followed by fall.

* The party size for the average Coastal Region visitor party was 3.3 in 2024. 39 percent of travel
parties included children under the age of 18.

» The average Coastal Region overnight visitor party trip expenditure was $1,252 in 2024. In-state
overnight travelers spent on average $880 and out-of-state overnight visitors spent $1,370.

* The top states of origin for overnight visitors to the Coastal Region in 2024 were NC, VA, PA, NY, OH,
MD, SC, FL.

Source: OmniTrak-TravelTrak America, 2025 ﬂ c



STATE OF ORIGIN OF OVERNIGHT VISITORS TO NORTH CAROLINA — COASTAL
REGION (2024) FL,ZJ)‘X'Z%GA,ZO/J\”,Z%

SC; 3%

* 43 percent of overnight visitors to the coast in MD, 3%

2024 were in-state residents.
OH, 4%
* The next ten states represented 45 percent of
overnight visitors to the coastal region.
NY, 6%
PA, 7% '

VA, 15% .
Source: OmniTrak-TravelTrak America, 2025 ﬂ c

NC, 43%



$1,200

AVERAGE TRIP SPENDING FOR NC
VISITOR PARTIES BY TYPE OF VISITOR
(2024)

* The top categories for spending for overnight visitors

$1,000

include lodging, food and beverage and 00
transportation.
$400
* Overnight visitors spend 132% more on average
than daytrip visitors in 2024.
$200
* Out-of-state overnight visitors spent 69% more than
overnight resident travelers in 2024.
$0

Source: OmniTrak-TravelTrak America, 2025
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AVERAGE TRIP SPENDING FOR
OVERNIGHT NORTH CAROLINA VISITOR
PARTIES BY REGION (2024)

* Overnight visitors to the coastal region
spent more per trip in 2024 than visitors to
other regions.

* However, the length of stay for coastal
visitors is longer.

Source: OmniTrak-TravelTrak America, 2025
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Private Home of Friend/Family

ACCOMMODATIONS USED IN COASTAL REGION
(2024)

» Coastal Region visitors were more likely to stay

Hotel/Motel

Shared Economy Property (Airbnb, Vrbo,
etc.)

in a private home or hotel/motel while in the Rental Home
state, followed closely by shared economy and

Personal Second Home/Condo

rental home.

RV/Tent
» Approximately 3 percent of overnight visitors
to the coast reported a stay in a bed and Rental Condo
breakfast.

B&B

Average Length of
Stay: 3.4 Nights S
Other

* Multiple responses allowed; thus, percentages do not add to 100%

Source: OmniTrak-TravelTrak America, 2025
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2024 VISITATION TRENDS

In-State vs. Out-of-State Visitors

Other Out-
of-State In State
Markets Visitors
18% 37%

Out of State
Primary
Markets

45%

Source: Zartico, 2025

Top 5 In-State Origin Markets
Raleigh-Durham (Fayetteville), NC .
Charlotte, NC
Greensboro-High Point-Winston Salem, NC

Greenville-New Bern-Washington, NC

Wilmington

Top 10 Out-of-State Origin Markets

Atlanta GA
Greenville-Spartanburg-Asheville-Anderson
Washington DC (Hagerstown MD)
Columbia SC

New York NY

Florence-Myrtle Beach SC

Orlando-Daytona Beach-Melbourne FL
Tampa-St. Petersburg (Sarasota) FL

Norfolk-Portsmouth-Newport News VA

{4



IMPACTS ON TRAVEL

% Who Are Extremely Impacted By...
Inflationary pressures of the household budget 35%

44%
labili I, ¢
The availability of great travel deals 31
319
[0)
Priceofgas T e
° & 47%
A Ay
Concerns about my personal financial situation/job security 313‘V20/
0
229
Concerns about time available for travel _ 22‘{}0)
24%
209
Potential distruptions at the airport _9% &
28%
[—_L5,
Concerns about contracting or spending COVID-19 18% 299
0
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
B Winter '24 ® Winter '23 Winter '22
Data is bold indicates a significant difference from Winter 2023 )
Base: North Carolina Prospect (N=1674) c

Source: MMGYs 2024 “Portrait of American Travelers “Winter Edition”



MOTIVATIONS FOR TRAVEL
To spend time with my spouse and/or children — 835"

The desire to get away and UnDIUg | 0,
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Pursuing wellness porgrams/lifestyle —442}({%/0
Playing/participating in a sport —3?}%%/0
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Winter '24 ® Winter '23

Base: North Carolina Prospect (N=1674) ﬂc

Source: MMGY’s 2024 “Portrait of American Travelers “Winter Edition”



DESTINATION CHOICE

Influential When Selecting a Destination 2023 2024
Beautiful scenery 73% 75%
Food and drink scene 60% 62%
Safety 62% 59%
Outdoor/nature activities 52% 57%
Historical significance of a destination 48% 53%
Focus on family activities 35% 36%
A sense of tradition (place family has traditionally visited) 31% 34%
Music scene 30% 30%
The ethnic diversity and multicultural population of a destination 25% 27%
Nightlife /bars 25% 27%
The destination’s reputation for environmental responsibility 17% 17%
The destination’s commitment to social justice and equality 15% 13%
LGBTQ+ travel offerings 7% 6%

Data is bold indicates a significant difference from Winter 2023
Base: North Carolina Prospect (N=1674)
Source: MMGY’s 2024 “Portrait of American Travelers “Winter Edition”
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CHANGE IN LIKELIHOOD TO VISIT

Likelihood to Visit North Carolina (Extremely Likely & Somewhat Likely)
32%

31%

31%

30%

29%

28%

27%

27%

26%

25%
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Knowledge of Hurricane Impacts

Flooding reached historic levels
Mountain towns will take months to recover
[t will be months before the state is ready for visitors

Large areas of the state are without running water

Many areas of North Carolina like Raleigh and Charlotte are open and...

I would be interested in traveling to the state to support the survival of small...

Traveling in the state is impossible because roads are washed out
The impact of the storm is limited to select counties in Western North Carolina

Much of the state is without power

Areas of North Carolina are already back to normal after damage from...

The beaches of North Carolina were unaffected

[ would be interested in traveling to the state to volunteer for clean-up efforts
Travel to the state is unsafe

The state doesn’t want visitors during the recovery period

There is not cell phone service in much of the state

The central part of North Carolina was unaffected

10% 20% 30% 40% 50% 60% 70% 80%

90%

I — B3%

A 74%
—— 51%
e 50%
—— 50%
— 48%

I 439
— 41%
I 38%
I 36%
. 32%
N 329%
. 32%
I 29%
I 29%
N 22%

Agree strongly ™ Agree
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MOUNTAIN STATUS MAP

DrveNC.oov | North Carolina @
Trasllics, Rowd Closasres & Travel In_ 8l ( ‘* , eat Jefferso

Oficial real-tims nAMe and toavsl fﬁ
information for Narth Carolina. We p...

0 dnvens.asy

Elkin’

Plexse go to DriveNC_gov for v —
details on more road closures " y N 4 o~ | Bllfham

in the region.
@ Raleigh

Green - Welcoming visitors.

Yeliow - Check websitefoall
ahead for Eimitations.

Red - Closed to visitors with
exceptions noted in yellow or
green
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RECOVERY MARKETING | MTNS WINTER ADS

ENJOY WHAT DEGLARE A SNOW DAY,

fe W & [ WECALLA |

Visit North Carolina }b St way to get bac is for you to come back.

\“ g | | B bh‘:k “‘ “‘ A ) WINTEH ﬂ“lll
s S o aae | ' | | ® ) b

Qur best,way tojget E i
is for you to comne bd

NO WINTER BLUES
HERE, JUST PINKS
AND PURPLES.

Our best way to get back >
is for you to come back. Visit North Carolina || £ | N Visit'North Carolina...
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CAMPAIGN APPROACHES (through june 2025)

Coast & Piedmont Campaign Mountain Recovery
2
g Contiguous states, Northeast, Midwest,
— _ _ NC, SC, GA, FL, TN, AL
T Mid-Atlantic
=
70]
_;‘-j Cable, CTV, Sponsored Content, Display & CTV, DOOH, Sponsored Content, Audio,
E Rich Media, Audio, Paid Social, Paid Search Display, Paid Social, Paid Search

SOMEWHERE ELSE, 1
PEOPLE ARE ONLY WATCHING OF RENEWAL,
A LIVE STREAM. INGLUDING OURS.
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SOCIAL REPUTATION TRENDS FOR NORTH CAROLINA

Polarity of social conversations (100/+100)
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Note: The Travelsat Net Sentiment Score measures the polarity of social conversations about the destination from a scale of -100 to +100 (% of positive -

29 % of negative social mentions)

Source: MMGY Travel Intelligence & TravelSat, 2025
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THANK YOU!

Heidi Walters

Sr. Director, Partner & Industry Relations
Heidi.Walters@VisitNC.com

Visit North Carolina
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