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MAINTAINING AWARENESS
Objective: Keep Asheville 
top of mind and share 
virtual experiences with 
potential visitors dreaming 
of the future

Cost: $130,000 

Time Frame: mid-May 
through June



PAID SEARCH & SOCIAL
Live date: May 14th

Messaging: 
 Together in Spirit Messaging/Video
 Virtual Asheville Experiences

Channels: SEM & Paid Social 

Close-in markets:
 Greenville/Spartanburg
 Tri-Cities
 Knoxville
 Winston-Salem

NO CALL TO ACTION



SOCIAL CREATIVE

Serial entrepreneur, family man, and (un)official 
mayor of East Austin, Josh B. has cool down to. 

Visit Asheville

Learn More

When the time is right, we look forward to welcoming you 
to Asheville and sharing the magic of our community. Until 
then, we are #TogetherInSpirit.

Asheville, NC
Together In Spirit
ExploreAsheville.com

Serial entrepreneur, family man, and (un)official 
mayor of East Austin, Josh B. has cool down to. 

Visit Asheville

Learn More

Dreaming of your next trip? Explore Asheville from 
anywhere with our Virtual Asheville experience. 
We’re #TogetherInSpirit.

Asheville, NC
Together In Spirit
ExploreAsheville.com

Serial entrepreneur, family man, and (un)official 
mayor of East Austin, Josh B. has cool down to. 

Visit Asheville

Learn More

Enjoy our Virtual Asheville experience and start 
dreaming about your next vacation. Until then, 
we’re #TogetherInSpirit

Asheville, NC
Together In Spirit
ExploreAsheville.com



Move from Together in Spirit which was built 
for Stay at Home time frame
Use a thoughtful, data-driven approach to 
moving forward with a soft Call to Action
Combine safety and inspiration in 
messaging 

REOPENING



Begin economic 
recovery process by 
safely and 
responsibly 
encouraging travel 
working closely with 
local government.  

OBJECTIVE





STRATEGY
Support restarting the economy by connecting 

with consumers who are willing to travel

Shift focus to travel 
intenders and repeat 
visitors familiar with 
the destination 

Create connection 
through the travel 
planning journey with 
channels that can be 
easily turned on & off

Focus on drive 
markets with DMA 
decisions based on 
multiple data points 
including COVID stats  



TRAVELERS ARE TENTATIVE



SAFETY RESEARCH



NEXT PLANNED TRIP



COMMUNITY SENTIMENT



CONSIDERATIONS
• Health Insights
• Tourism Research
• Mobile Location Data
• Local Sentiment

Target Market Approach 
• Identity Drive Markets
• Consider data from JHU Covid-19 Cases by County
• Evaluation effectiveness of market and ROI

o Delivery of Travel Intenders

Media Channels
• Favor digital channels that can be turned on & off quickly

ADVERTISING  FRAMEWORK 



READJUST ASSETS
Recommended Script Adjustments

Asheville

It’s never been a place people just visit
And, it’s not somewhere people just live

It’s always been something more. 
A welcoming community for the heart and soul.

It’s somewhere individuals come together. 
Where nature’s beauty is enlivened with arts, 
music, food and friendship.

Asheville is a state of mind.
And we’re looking forward to sharing it with you. 

OMIT CURRENT TOGETHER IN SPIRIT
END PHRASE & TAG





TIMING & NEXT STEPS
Finalize markets based on data & in 
collaboration with Buncombe County 
health officials
Edit video spot
Evaluate local visitor experience
Continue soft PR pitches
Work with County on responsibly 
returning to marketplace



QUESTIONS?



MARLA TAMBELLINI
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FY 21 MARKETING 
BUDGET OVERVIEW



RECOVERY TEMPERED 



MODEL RECOVERY PATH



ADVERTISING 



FY21 CONSIDERATIONS 

Audience

Reconsider Audience 
Segments

Markets

Consider Markets based 
on added data inputs in 

Covid-19 era

Media

Reevaluate Media Mix 
and Partners based on 

flexibility 

Messaging

Maintain fluidity to feature 
safety, align with Zeitgeist 
of the Moment and create 
relevance with audience 

segments



Personalization &  Automation 



Set it once and then automatically send 
based on established triggers. 
Re-engage inactive users
Leverage drip campaigns to bring 
users back to your app or website 
Boost conversions through 
segmentation

AUTOMATION



Append missing data
Create segments
Use automation process to optimize 
and learn messages that resonate
Identify best prospects for repeat 
visitation

DATABASE CLEANSE



PERSONALIZATION



• 80% of businesses say they 
currently use or are planning to use 
chatbots by 2020 (Oracle).

• Consumers report increased comfort 
toward automated dialogue.

• 92% of marketers surveyed find 
Predictive Chat to be either Useful or 
Very Useful.

• Can be used across owned channels

CHATBOT INTEGRATION



SEASONAL MOTIVATION



Among fall travelers overall, 37% 
indicated that they viewed fall colors 
on their trip.

But among fall visitors to Asheville 
57% indicate they viewed fall colors.

Among Asheville fall visitors, it is the 
most important “motivator.” 

Social distancing aspect of viewing 
fall color could make this more 
appealing.

THE APPEAL OF FALL



CONTENT & SEARCH



DOWNSTREAM TRAFFIC
Partner Referral Traffic Types

Listing - Visit Website Click

Listing - Booking Link Click

Story Content - External Link
Click
Event - Visit Website Click

Event - Buy Tickets Click

Web traffic to 
partner websites:

1.2 million 
clicks in 2019

Up 3.9% over 
2018



Soft Wellness Travel

Wellness Sabbatical

Digital Detoxing

Sound & Spirit 
Seekers



Voice search: People search how they speak.
Featured snippets will continue to 
dominate search results
More marketers will leverage influencers for 
SEO
BERT is here to stay
People will want digital experiences
Content length will determine search rankings.

SEARCH



LEAN IN TO SEARCH IN FY 21
• Strategically identify 
opportunities to enhance search 
through voice

• The big change in VSO is that 
there are clearly defined tactics 
to target and implement to 
improve results

~ SOURCE: comScore

VOICE SEARCH



VISITOR GUIDE

Working with vendor on 
options for 2021 Visitor Guide
• Keeping ad partners in mind
• Updates online and continue current 

guide into 2021
• Decision by end of June



PUBLIC RELATIONS



LANDSCAPE SHIFT

UVPM
1,376,228

UVPM
4,841,716

UVPM
10,879,490

UVPM
597,671

UVPM
1,618,419

UVPM
729,881

UVPM
4,034,412

UVPM
7,659,918

UVPM
5,583,548

UVPM
40,766,054

UVPM
4,320,815

UVPM
1,713,596

UVPM
2,314,794

UVPM
6,543,095

UVPM
3,103,003

UVPM
4,358,065





• TravMedia’s IMM Media Marketplace NYC
• VisitNC Media Major Market Deskside Tours *new offering, 

details to come

• VisitNC 365 Conference
• SATW Media Marketplace
• TravelCon *emerging event for travel media, influencers and destinations

• PRSA Travel & Tourism

MEDIA TOURS & MARKETPLACE



OPPORTUNITIES
1. Leverage greater opportunities to 

shape stories and host site visits 
2. Harness PR analytics tools to 

support strategy and refine priorities
3. Shift media tours to major markets 

and focus on marketplace events
4. Continue to leverage PR to help 

drive/boost paid partnerships 
5. Increase capacity to leverage micro-

influencers as content partners 

NEW GROUND
IMPACTS
1. Editorial consolidation, freelance 

boom 
2. Proliferation/jockeying of online 

media outlets for market share
3. PR opportunities shrink in mid-

sized and small media markets
4. More independent content 

creators, emerging mediums 
5. Influencers are more important 

than ever.



▪ Continue move toward conversion-
oriented metrics vs. legacy 
measurements (i.e. impressions, ad 
value)

▪ Cision Next Gen: Migration to unified 
platform 

▪ Proactive strategy takes time + 
specialization

▪ Platform management/optimization is 
high-touch   

DATA-DRIVEN DECISIONS



Questions?
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