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TOURISM IS CRITICAL
TO HAYWOOD COUNTY









Business 
Sales $862,467

Jobs 
Supported 294

Local 
Taxes $28,532

Total Visitor Impact
Induced Impact + Indirect Impact + Direct Impact

2025: Ice Fest Weekend 
+ Smoky Mountain 

Bluegrass Festival + 
Art of Music Festival



01.01.2025 to 12.31.2025



MARKETING & ADVERTISING



Meta (Facebook & Instagram)



Jim Owens – HCTDA Board 
Chair

Google Display Ads











For all videos, check out our 
 playlist on YouTube at Visit Haywood



One Brand, Unified Impact



PUBLIC RELATIONS 



COVERAGE HIGHLIGHTS



The Weather Channel

Studio 512, KXAN (NBC affiliate)
Austin, Texas

EARNED BROADCAST 
COVERAGE



The Power of Earned Media



The 2025 Annual Report showcases the 
measurable impact of HCTDA’s work—from 
increased visitation and economic growth to 
strategic initiatives that support Haywood 
County’s long-term tourism success.

2025 Annual Report

A cover of a book

AI-generated content may be incorrect.

HaywoodTDA.com/annual-report

https://online.fliphtml5.com/cdtos/2025-Annual-Report-web/#p=1


Scott Peacock
Director, Tourism Marketing 
& Communications



STATE TOURISM UPDATE
Visit Haywood Mountain Mornings

May 7, 2026



WHO WE ARE | WHAT WE DO





BUSINESS OBJECTIVES
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TOURISM IS ECONOMIC DEVELOPMENT 
(2024)

• $36.7 Billion in Visitor Spending (+3%)

• More Than 230,000 Jobs (+1%)

• $1.4 Billion in State Tax Revenues (+1%)

• $1.3 Billion in Local Tax Revenues (+4%)

Source: Oxford Economics -Tourism Economics 2025



NC CLAIMED THE 5TH MOST VISITED STATE 
FOR DOMESTIC TRAVELERS IN 2024

2024 Visitation Rank 

1. California 
2. Florida 
3. Texas 
4. New York 
5. NORTH CAROLINA
6. Pennsylvania
7. Tennessee
8. Georgia 
9. Michigan
10. Ohio

Source: OmniTrak 2025
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2024 Budgets

Staff Size

SOUTHERN STATE TOURISM OFFICE BUDGETS & STAFF SIZE 2024

Source: Travel South USA State Tourism Office Budget Survey



MOUNTAIN RECOVERY EFFORTS





DURATION OF HURRICANE TOURISM IMPACTS
Months after initial disruption for visitor spending to return to baseline
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Source: Tourism Economics

Average Range
10-27 months



PUBLIC RELATIONS



RECOVERY CAMPAIGN| $14M

Mountain-focused recovery paid media

• Seasonal campaigns Nov ‘24 – Dec ‘25

• Top markets of origin for region

• Proximity to state 

• NC, VA, SC, GA, FL, TN and AL

• Plus International

Piedmont and Coast messaging benefiting 

from modest Core budget increase



MOUNTAIN RECOVERY CAMPAIGN CREATIVE

SPRING SUMMERWINTERHOLIDAY



MOUNTAIN RECOVERY CREATIVE

• Winter, Spring, Summer

37



MOUNTAIN RECOVERY CAMPAIGN CREATIVE

REDISCOVER - SUMMER REDISCOVER - FALL REDISCOVER - WINTER



PERCEPTION OF HURRICANE IMPACTS IMPROVED
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Flooding Reached historic levels

Areas of NC are already back to normal after damages from Hurricane Helene

Mountain towns will take months to recover

It will be months before the state is ready for visitors

Traveling in the state is impossible because roads are washed out

The state doesn't want visitors during the recovery period

Travel to the state is unsafe

Agree Strongly Agree Neither agree nor disagree Disagree Disagree Strongly



MOVING FORWARD | CURRENT CAMPAIGN



WHERE WE ADVERTISE | WHO WE TARGET

MARKETS AUDIENCE CREATIVE

45% 45%

10%

40% 40%

20%

Discoverers Enrichers Sustainability

FY25-26 FY26-27

North Carolina



FLIGHTING OVERVIEW

July Aug. Sept. Oct. Nov. Dec. Jan. Feb. March April May June

Streaming TV Ads

Display/Native Ads Display/Native Ads

Content Creators

Paid Social

Paid Search

YouTube Streaming Ads YouTube Streaming Ads

Public Relations



Social media pressures, fabricated destinations and 

manufactured fun have become the norm for travelers. 

If you’re looking for richer experiences, you need real 

experiences. For real, Visit North Carolina.
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For all videos, check out our 
campaign playlist on YouTube



CAMPAIGN RETURN ON INVESTMENT

Advertising Impacts 2025

Ad Awareness 53%*

Ad-Influenced Trips 885,337

Ad-Influenced Visitor Spending (total) $1.67 billion

ROI (Visitor Spend Per Dollar of Investment) $133

State and Local Taxes Generated $147.5 million

Tax ROI (State and Local Taxes Generated Per 
Dollar of Investment)

$12

Source: SMARInsights 2026

* Consumers that were aware of at least one campaign (brand or recovery)



TOURISM OUTLOOK | FORECAST



2025 VISITATION TRENDS

In State 
Visitors

37%

Out of State 
Primary 
Markets

45%

Other Out-
of-State 
Markets

18%

In-State vs. Out-of-State Visitors

Wilmington

Greenville-New Bern-Washington, NC

Greensboro-High Point-Winston Salem, NC

Charlotte, NC

Raleigh-Durham (Fayetteville), NC

Top 5 In-State Origin & Spend Markets

% Visitor Spend

% Visitors

Charleston, SC

Norfolk-Portsmouth-Newport News VA

Tampa-St. Petersburg (Sarasota) FL

Orlando-Daytona Beach-Melbourne FL

Florence-Myrtle Beach SC

New York NY

Washington DC (Hagerstown MD)

Columbia SC

Greenville-Spartanburg-Asheville-Anderson

Atlanta GA

Top 10 Out-of-State Origin & Spend Markets

% Visitor Spend

% Visitors



THANK YOU



LOOKING AHEAD



Stronger Communities, Stronger Economy

 Investing in smart use of publicly owned land 
 Improving quality of life for residents 
 Strengthening our local economy and creating 

opportunities for local businesses 
 Supports a strong visitor economy that benefits local 

businesses 
 Helps replace lost tax base over time 
 Creates a clear, unified vision for investment



2026/2027 
CONTENT CALENDAR



TARGET MARKETS
Primary Markets

• Atlanta, GA
• Charlotte, NC
• Columbia, SC
• Greensboro-High Point-Winston Salem, NC
• Greenville-Spartanburg, SC
• Knoxville, TN
• Nashville, TN
• Orlando-Daytona Beach-Melbourne, FL
• Raleigh-Durham, NC
• Tampa-St. Petersburg-Sarasota, FL

Secondary Markets
• Augusta, GA
• Charleston, SC
• Cincinnati, OH
• Florence-Myrtle Beach, SC
• Greenville-New Bern-Washington, NC
• Jacksonville, FL
• Lexington, KY
• Louisville, KY
• Savannah, GA
• Tri-Cities, TN-VA*Target markets are subject to change based 

on visitor data throughout the year.



TARGET SEGMENTS

Multigenerational 
Travelers: “Mountain 

Memory Makers”

Young Adult Explorers: 
“The Trail-Traversing 

Trend Setters”

Cultural Enthusiasts: 
“The Appalachian 

Aficionados”



PARTNER OPPORTUNITIES



WELCOME CENTER
Hours: Monday – Saturday | 9am – 5pm

Great Smoky Mountains National Park
Parking Pass

Haywood County Brochures & Maps



The Destination Guide inspires travel to Haywood 
County and encourages future visitation. It is 
distributed to prospective travelers by request and 
online, as well as through statewide welcome centers, 
national AAA offices, and high-traffic locations 
throughout Haywood County.

2027 
DESTINATION GUIDE



October 4-8, 2026



Nov-Dec, 2026



January 28-31, 2027



March 1-31, 2027



We are offering special print advertising placements 
to interested co-op participants.

• Four 1/4-page placements in the November edition
• Four 1/4- page placements in the Spring edition
• 4 newsletter sponsorships available in November
• 4 newsletter sponsorships available in Spring

CO-OP MARKETING



NEW WEBSITE
COMING SOON!

• Will be live in August
• New Partner Portal
• Partner training sessions will be provided.





A person carrying a child on his shoulders in a grassy field

AI-generated content may be incorrect.

This guide highlights the many ways partners can 
get involved in our marketing and partnership 
opportunities. Whether you're a longtime business 
or just getting started, there’s a place for you in 
this growing network.

HaywoodTDA.com/partner-resources/

2026/2027
PARTNER GUIDE

https://online.fliphtml5.com/cdtos/20262027-Partner-Collaborations-Guide/




Top Burgers of 2026

Celebrating the fattest burgers 
in Haywood County history (so 
far) and the local businesses 

behind them.

*

*As voted by Fat Burger Month participants



Fattest Burger

Green Hill Blanc Verdant Burger
by

The Scotsman Public House

In recognition of 2026's most bun-
defyingly fat burger.



Most Creative

The Barnyard
by

Grebleknud Meat Company

For fitting the whole farm on a 
bun, deliciously.



Best Overall

The Barnyard
by

Grebleknud Meat Company

For making Haywood County's 
burger dreams come true.



TO TOURISM
Toast
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