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Presenter Notes
Presentation Notes
Today’s webinar, May 14, 2026, provides a brief Visit NC quarterly update and then takes a look at how Google Business Profiles can be a key marketing and public relations tool.
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2026 YTD TOURISM HEALTH STATUS



VISITOR ECONOMY INDEX - MONTHLY
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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

Source: Zartico 2026

Presenter Notes
Presentation Notes
The Year-to-date visitor economy index shows that the health of the tourism economy in NC remains positive since November 2025, As this is an index, anything above 0 means that performance is ahead of the previous year and anything below 0 indicates that performance is below the previous year.

Through March, the 2026 VEI is 7.4.





2026 YTD LODGING DATA

Measurement
Commercial Lodging

(STR)
Airbnb/HomeAway entire 

home rentals (AirDNA)
Vacation Rentals

(KeyData)

Occupancy Down 3.1% Down 2.9% Down 7.2%

Room Rates Down 0.3% Down 0.1% Up 8.9%

RevPAR Down 3.4% Down 2.9% Up 3.7%

Revenues Down 2.8% Down 2.3% Up 0.7%

Demand Down 2.6% Down 2.3% Down 8.3%

Supply Up 0.6% Up 0.8% Down 1.0%

Source: STR, AirDNA, KeyData 2026

Presenter Notes
Presentation Notes
Last Updated: May 2026 (Monthly) 

For hotels/motels, while the data looks a little grim, note that it was mostly January that is bringing the YTD numbers down. March was actually positive, though close to flat – March demand was up 0.3% and revenues were up 2.2%.

For home rentals, March was better than January and February, but still down somewhat from last year.  March demand was down 1.1% and revenues were up 0.3%.

For direct rentals, March revenues were up significantly, but only because of ADR which was up 14%.

So a basic summary would be that hotels are performing better than last year, but rentals are sluggish so far this year.



HOTEL DEMAND TREND
38.4M room nights sold

$5.0B revenues
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Source: STR, 2026

• Overall room demand growth is expected to be slow, but positive in 2026. The 2027 forecast is more 
positive.

• Demand growth will be driven by special events; some FIFA-related gains are expected which may 
impact performance in NC’s urban areas, particularly those hosting teams for training

• Nationally, the trend will be shorter stays, tighter booking windows and deal shopping

Presenter Notes
Presentation Notes
STR/Tourism Economics U.S. hotel forecast expects 2026 to be better than 2025, but not a stellar year.   We may be waiting for 2027 for real positive growth.



VACATION RENTALS
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Source: AirDNA, 2026
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Presenter Notes
Presentation Notes
For vacation rentals, the outlook is positive through the early fall as compared to last year.  While May bookings are down, in total, bookings through October are up 6% statewide.  June and July look particularly positive.



MANAGED/DIRECT VACATION RENTALS
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Source: KeyData, 2026
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Presenter Notes
Presentation Notes
Managed rentals tell a different story. Direct bookings through October are down about 9% from last year.  I think this is an indication that travelers are using OTAs to plan and book travel much more often than booking directly. Along with the trend mentioned in an earlier slide about deal searching, this could also be a related trend. 

According to our KeyData platform, bookings made direct from January-April of this year are down about 4% from last year, while bookings made through Airbnb & VRBO, combined, are up 10%.



2025 IMPACTS

• $37.2 Billion in Visitor Spending (+1.3%)

• Nearly 231,000 Jobs (+0.3%)

• $1.4 Billion in State Tax Revenues (+2.0%)

• $1.3 Billion in Local Tax Revenues (+2.6%)

Source: Tourism Economics 2026

Presenter Notes
Presentation Notes
Another record-breaking year for visitor spending with more than $37.2 billion spent within the state, a 1.3% increase from 2024.

Tax receipts also hit record levels with $2.7 billion in state and local tax receipts. These dollars are contributed directly into the local and state government coffers by way of sales taxes, occupancy taxes and other taxes and fees.

Employment still isn’t back to pre-pandemic levels, but also increased slightly by 0.3% and is nearing 231,000. It is about 4.9% below that record level employment from 2019




2025 NC MARKET SHARE UPDATE

10

3.5%
Domestic Travel Market 

Share

#7
Most Visited State

+18.3%
Q4 Visitation Growth

North Carolina remains a top-tier U.S. destination.

U.S. domestic travel was down across the board in 2025, but 
North Carolina’s overnight and out-of-state segments 
remained strong. 

The year closed on a high note, with Q4 visitation up 18.3%.

Presenter Notes
Presentation Notes
2025 date reveals that North Carolina dropped from 5th to 7th among the most visited states year over year, with Pennsylvania and Georgia coming in ahead of us last year.

It should be noted that US domestic visitation in total dropped, which would help explain some loss of volume that we had, but in terms of market share, we still lost share among our competitive set.  PA remained fairly flat while GA had an increase in share of domestic visitation.

While we cannot say with certainty the effect of the hurricane on loss of market share, we do know that Q4 visitation grew by 18% from 2024 which is positive news.  Interestingly enough, in-state visitation saw a larger drop than out-of-state visitation which may indicate those affected by the storm did not travel in-state.  Because of this, the out-of-state share grew last year.  

Daytrip share also fell last year.



2025 DOMESTIC VISITATION RANK

Source: OmniTrak-TravelTrak 
America 2026

Market Share Change
2024-2025

California +0.2 pts
Florida +1.0 pts
Texas +0.3 pts
New York Flat
Pennsylvania +0.1 pts
Georgia +0.3 pts
North Carolina -0.3 pts
Tennessee Flat
Michigan Flat
Ohio -0.1 pts

Presenter Notes
Presentation Notes

North Carolina is the seventh most visited state in the nation. While GA and PA jumped ahead of us this year, we remain only 0.1 percentage points ahead of TN so this is a concern.  While hurricane damage could explain some of the decline, the successes of the other states continue.  Note that while TN was flat, they still came out ahead of us with our 0.3 point decline.

Note that while not included on this slide, SC and VA also had declines in market share (0.2 and 0.7 respectively).




HISTORICAL VISITOR RELATED TAXES GENERATED IN NORTH CAROLINA
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Presenter Notes
Presentation Notes
State tax receipts from visitor spending rose 2 percent to nearly $1.4 billion in 2025.    

Local tax receipts grew 2.6 percent to more than $1.3 billion.   




SPENDING GROWTH EFFECT OF VISITOR SPENDING ON NORTH CAROLINA 
RESIDENTS’ TAX SAVINGS 
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Presenter Notes
Presentation Notes

Each North Carolina household saved $605 on average in state and local taxes as a direct result of visitor spending in the state. Savings per capita averaged $244.   




MARKETING



WHERE WE ADVERTISE  |  WHO WE TARGET   |  WHAT THE MESSAGE IS

MARKETS AUDIENCE CREATIVE
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North Carolina

Presenter Notes
Presentation Notes
Scott
Market Targeting  
Focus on markets that yield high return based on a composite index�
Audience Strategy 
Continue Discoverer, Enricher and Sustainability targeting parameters.
The Sustainability audience is a short hand way to describe potential travelers that have an affinity for brands that demonstrate environmentally friendly values.�
Messaging
One Campaign, one message moving forward this year. 



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

Presenter Notes
Presentation Notes
Scott
Flighting overview
Here is a summary of what tactics will be running when, across the fiscal year�



PUBLIC RELATIONS



RESULTS YTD (THROUGH MARCH)

• Total PR Placements: 53  (↑ 10%)

• Total Unique Reach: 1.2 B  (↓ 93%)

• Individual Counties Covered: 22  (↑ 29%)
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Presenter Notes
Presentation Notes
Results
Total PR Placements YTD: 53
Total Unique Reach YTD: 1.2 B
Individual Counties Covered: 22






PUBLIC RELATIONS
Recent Events

• Next Gen Streaming and Travel South “Food and 
Culture” fams

• Texas Media Mission

• Media Marketplace at Visit NC Tourism Conference

• People, Inc. Travel Summit

• Travel South USA Global Summit

Upcoming Events

• Summer Camp Reimagines and TUSA Aeromexico fams

• Chicago Media Mission

• IPW & PRSA Conferences
19

Presenter Notes
Presentation Notes
Visit NC Engages Key International Markets in Paris & London

Former Visit North Carolina team member Heidi Walters recently represented the state on the Travel South USA Sales and Media Mission to Paris and London. The mission brought together tour operators and media from France, Germany, the Nordics, and the UK. Jessica Holt of Visit Raleigh joined Walters for this portion of the trip.

Following the mission, Walters teamed up with UK representative Duncan McCubbin to exhibit at the Family Traveller Show at Twickenham Stadium alongside other Travel South states. With more than 21,000 ticketed attendees, the event provided a high‑visibility platform to inspire future travel to North Carolina.

To draw families to the stand, Visit NC featured a dark sky dome activation, highlighting the state’s exceptional stargazing opportunities and sparking conversations about outdoor adventures, scenic destinations, and travel planning resources.

Travel South Global Summit 

Visit NC's Wit Tuttell, Amanda Baker and Veda Gilbert attended Travel South USA's Global Week in Mobile, AL this week. Visit NC, along with partners from Visit Raleigh and Johnston County VB, met with international marketing and media vendors as well as journalists from Canada, Europe, Latin America and Australia.��Prior to the conference, Veda Gilbert led the Travel South Global Week pre-fam trip. With a theme of “Culinary & Culture,” three international attendees – Christian Muda (Sweden), Bas Erkens (Netherlands), and Elena Barassi (Italy) – immersed themselves in food, art and history in Charlotte and Winston-Salem.��Brand USA’s UK & Ireland Destination Immersion
This week, Visit NC and partners from Visit Charlotte, Visit Raleigh and Elizabethtown-White Lake Tourism hosted the North Carolina portion of the Brand USA Destination Immersion. This familiarization tour was in partnership with Brand USA, Aer Lingus, American Airlines, British Airways and South Carolina. Visit NC coordinated with Brand USA and partners to host 10 travel trade agents from Ireland and the UK to showcase the area and promote the new Aer Lingus direct flight to Dublin-RDU.

Brand USA’s UK & Ireland Destination Immersion
In April, Visit NC and partners from Visit Charlotte, Visit Raleigh and Elizabethtown-White Lake Tourism hosted the North Carolina portion of the Brand USA Destination Immersion. This familiarization tour was in partnership with Brand USA, Aer Lingus, American Airlines, British Airways and South Carolina. Visit NC coordinated with Brand USA and partners to host 10 travel trade agents from Ireland and the UK to showcase the area and promote the new Aer Lingus direct flight to Dublin-RDU.

Travel South Global Summit 

Visit NC's Wit Tuttell, Amanda Baker and Veda Gilbert attended Travel South USA's Global Week in Mobile, AL. Visit NC, along with partners from Visit Raleigh and Johnston County VB, met with international marketing and media vendors as well as journalists from Canada, Europe, Latin America and Australia.��Prior to the conference, Veda Gilbert led the Travel South Global Week pre-fam trip. With a theme of “Culinary & Culture,” three international attendees – Christian Muda (Sweden), Bas Erkens (Netherlands), and Elena Barassi (Italy) – immersed themselves in food, art and history in Charlotte and Winston-Salem.�
Coming up: 
IPW (May 17-21)
Germany Event (June 8)




FILM



DIRECT IN-STATE SPEND BY PRODUCTION (IN MILLIONS)
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Presenter Notes
Presentation Notes
2026 is looking to be a strong year for film in the state, with a strong likely hood of in-state spending exceeding more than $200 million (and could be more like $250M depending on if additional seasons of previously filmed series are picked up).    





UPCOMING RELEASES

22

Streaming
(all episodes released)

Select Theaters & VOD
May 15

Streaming
(all episodes released)

Mondays on Bravo
Starting March 9

Amazon’s Prime Video
May 21

KYLE LARSON
vs THE DOUBLE

Presenter Notes
Presentation Notes
Previously filmed NC Productions now available or coming soon
Beast Games– Season 2
TV/Streaming Series (Amazon’s Prime Video) 
Filmed in Pitt and New Hanover counties, est. direct in-state spend of $75M+
Competition series with world’s largest prize hosted by (NC’s own) MrBeast
Note: Season 3 is now filming

RJ Decker – Season 1
TV/Streaming Series (for ABC and Hulu) (also filmed pilot in the state in mid-2025)
Filmed in Wilmington area, est. direct in-state spend of $42M
Ex-con photographer who starts solving strange crimes in South Florida
Note:  Season 2 coming, likely to begin filming in NC in July

Top Chef – Season 23
TV/Streaming Series (Bravo and Peacock)
Filming took place in greater Charlotte area, est. direct in-state spend of $10M
Award-winning culinary competition series featuring chefs from around the country

Drivers Ed
Feature-length film (independent)
Filmed in New Hanover, Pender, and Brunswick counties in 2025 and still awaiting audit results, but project expected to have direct in-state spend of $7.25M, create approx. 1,000 job opps
A group of high school seniors steal their school’s drivers’ education car for a road trip to a nearby university

Kyle Larson vs The Double
Made-for-tv/streaming movie (for Amazon’s Prime Video)
Filmed in Iredell, Mecklenburg, and Cabarrus counties with extensive pre- and post-production work in Durham County, exp in-state spend $1.5M+ 
Doc from Markay Media (A Chef’s Life, Private Violence) that looks at Kyle Larson’s back-to-back attempts in 2024 and 2025 at racing in the Indianapolis 500 and Coca-Cola 600 on the same day.







PARTNER & INDUSTRY RELATIONS



OUTDOOR NC

• Pre-Visit NC Tourism Conf. Stewardship Activation (Old Fort)

• Outdoor NC Guide Summit (Raven Rock State Park)

24

SPORTSNC

• Cycle NC Coastal Ride (Oriental)

• World Cup (multiple cities)

Presenter Notes
Presentation Notes
Pre-Visit NC Tourism Conference Stewardship Activation in Old Fort that included panel discussions, workshopping, and stewardship work with G5 Trail Collective.

Organized the third and largest Outdoor NC Guide Summit at Raven Rock State Park, with 10 participants completing a two-day Leave No Trace Level 1 training, representing guides from the coast, piedmont and mountains.

Cycle NC 
Cycle NC’s Coastal Ride in Oriental drew nearly 1,100 participants from 32 states in April. Oriental has now hosted the ride six times, with riders also enjoying local activities like paddleboarding, kayaking, bird watching and wine tastings. Visit NC is a founding sponsor of Cycle NC ‘s Coastal, Mountain and Mountains to Coast rides, which highlight the state’s scenery while generating economic impact for small towns. 

FIFA World Cup 
North Carolina will be home base for three FIFA World Cup teams, media representatives and diehard fans as the tournament unfolds across North America this summer. Charlotte will be Scotland National Team’s base ,with Germany’s squad training in Winston-Salem and Norway’s in Greensboro. Working with partners to promote local events, attending media days, and planning an event with the Governor in Germany with top travel trade. 







INTERNATIONAL
Recent Events

• Travel South USA European Mission

• Family Traveller Show 

• Brand USA Destination Immersion

• Travel South USA Global Summit

Upcoming Events

• IPW

• Germany Event

25

Presenter Notes
Presentation Notes
Visit NC Engages Key International Markets in Paris & London

Former Visit North Carolina team member Heidi Walters recently represented the state on the Travel South USA Sales and Media Mission to Paris and London. The mission brought together tour operators and media from France, Germany, the Nordics, and the UK. Jessica Holt of Visit Raleigh joined Walters for this portion of the trip.

Following the mission, Walters teamed up with UK representative Duncan McCubbin to exhibit at the Family Traveller Show at Twickenham Stadium alongside other Travel South states. With more than 21,000 ticketed attendees, the event provided a high‑visibility platform to inspire future travel to North Carolina.

To draw families to the stand, Visit NC featured a dark sky dome activation, highlighting the state’s exceptional stargazing opportunities and sparking conversations about outdoor adventures, scenic destinations, and travel planning resources.

Travel South Global Summit 

Visit NC's Wit Tuttell, Amanda Baker and Veda Gilbert attended Travel South USA's Global Week in Mobile, AL this week. Visit NC, along with partners from Visit Raleigh and Johnston County VB, met with international marketing and media vendors as well as journalists from Canada, Europe, Latin America and Australia.��Prior to the conference, Veda Gilbert led the Travel South Global Week pre-fam trip. With a theme of “Culinary & Culture,” three international attendees – Christian Muda (Sweden), Bas Erkens (Netherlands), and Elena Barassi (Italy) – immersed themselves in food, art and history in Charlotte and Winston-Salem.��Brand USA’s UK & Ireland Destination Immersion
This week, Visit NC and partners from Visit Charlotte, Visit Raleigh and Elizabethtown-White Lake Tourism hosted the North Carolina portion of the Brand USA Destination Immersion. This familiarization tour was in partnership with Brand USA, Aer Lingus, American Airlines, British Airways and South Carolina. Visit NC coordinated with Brand USA and partners to host 10 travel trade agents from Ireland and the UK to showcase the area and promote the new Aer Lingus direct flight to Dublin-RDU.

Brand USA’s UK & Ireland Destination Immersion
In April, Visit NC and partners from Visit Charlotte, Visit Raleigh and Elizabethtown-White Lake Tourism hosted the North Carolina portion of the Brand USA Destination Immersion. This familiarization tour was in partnership with Brand USA, Aer Lingus, American Airlines, British Airways and South Carolina. Visit NC coordinated with Brand USA and partners to host 10 travel trade agents from Ireland and the UK to showcase the area and promote the new Aer Lingus direct flight to Dublin-RDU.

Travel South Global Summit 

Visit NC's Wit Tuttell, Amanda Baker and Veda Gilbert attended Travel South USA's Global Week in Mobile, AL. Visit NC, along with partners from Visit Raleigh and Johnston County VB, met with international marketing and media vendors as well as journalists from Canada, Europe, Latin America and Australia.��Prior to the conference, Veda Gilbert led the Travel South Global Week pre-fam trip. With a theme of “Culinary & Culture,” three international attendees – Christian Muda (Sweden), Bas Erkens (Netherlands), and Elena Barassi (Italy) – immersed themselves in food, art and history in Charlotte and Winston-Salem.�
Coming up: 
IPW (May 17-21)
Germany Event (June 8)




PARTNER/COMMUNITY RELATIONS
America 250NC 
(Halifax) 

Travel & Adventure Shows 
(S. FL)

Retire NC 
(Greater DC)

Visit NC attended the A250NC 
weekend event in Historic Halifax.

S. FL Show had more than 8,000, 
consumers, travel agents, travel 
trade and press. 9 partners 
attended.

Visit NC attended the ideal-Living 
Expos in Tysons Corner, VA. More 
than 800 leads collected from 
potential visitors and retirees.
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Presenter Notes
Presentation Notes
Events at Historic Halifax (April 10-12, 2026) 
Continuing to promote and support the efforts of A250NC, VNC attend the events celebration the Halifax Resolve in Historic Halifax.

Travel & Adventure Shows (February 28 – March 1, 2026 – S. Florida) 
Visit NC’s Andre` Nabors recently attended the 2026 Travel & Adventure Shows in S. FL. This was the first show in FL and brought in over 8,000 consumers, trade, agents and press. Visit NC collected more than 270 leads for potential visitors to NC. These qualified leads are shared with to attending partners: Franklin & Nantahala VB, Boone TDA, Onslow TDA, Yadkin VC, Stanly Co. TDA, Mt. Airy TDA, Dunn TDA, Visit NC Farms, and Visit Smokies. 

Retire NC (Jan. 30 – Feb. 1, 2026 – Bridgewater, NJ)
- Visit NC continues to participate in the ideal-Living Expos to promote NC as a viable place to visit and retire.



AI REPORTING FOR YOUR DESTINATION
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PROMPTS

Brand perception & positioning
What does the AI think the destination is known for?

 • “What is __________ best known for?”
 • “Why would someone choose __________ over other destinations?”

Comparative visibility
See how your destination performs against competitors.

 • “Is __________ or [competitor destination] better for a vacation?”
 • “Top destinations similar to __________”
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PROMPTS

Audience targeting
Check if AI recognizes key visitor segments.

 • “Is __________ good for family travel / couples / solo travelers?”
 • “What makes __________ a good destination for [segment]?”

Seasonality & timing
 • “When is the best time to visit __________?”
 • “What is __________ like in [season/month]?”
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PROMPTS

Experience depth (beyond surface-level)
 • “What unique experiences can you only have in __________?”
 • “Hidden gems in __________ locals recommend”

Reputation & sentiment
 • “Is __________ worth visiting?”
 • “What are pros and cons of visiting __________?”



VISIT NC RESULTS

What is North Carolina best known for?

Gemini: North Carolina is primarily known as the "First in Flight" 
state, a title earned after the Wright brothers completed the first 
successful powered airplane flight in 1903 at Kitty Hawk. Beyond 
its aviation history, the state is famous for its diverse geography, 
which stretches from the Great Smoky Mountains in the west to 
the Outer Banks on the Atlantic coast. [1, 2, 3, 4, 5]

Copilot: North Carolina is best known for mountains to beaches, aviation 
history, NASCAR, top universities, barbecue, and a strong mix of 
tradition and innovation.

ChatGPT: North Carolina is best known for a mix of natural beauty, major 
industries, historic “firsts,” and distinctive culture. A few things stand out 
nationally and internationally: Mountains and Beaches, First in Flight, 
Barbecue, College Basketball, Banking and Research, Tobacco, Furniture, and 
Textiles, NASCAR, Distinctive, Food and Culture, Film and TV.

31

Presenter Notes
Presentation Notes
Note that Gemini references some of the places where it pulled the information (as designated by the numbers at the end, which show you the hyperlinks to that information).

Copilot and ChatGPT is pulling from information that has already been fed into its systems

https://www.outerbanks.org/
https://kids.nationalgeographic.com/geography/states/article/north-carolina
https://www.rent.com/blog/what-is-north-carolina-known-for/
https://www.visitnc.com/
https://www.tripadvisor.com/Tourism-g28954-North_Carolina-Vacations.html
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PROMPTS
What hidden gems in North Carolina would locals recommend? (Gemini)
Yes, North Carolina is widely considered an excellent destination for all three types of travelers due to its safe reputation, diverse geography, and wide range of activities. [1, 
2, 3]
Family Travel
North Carolina is packed with family-friendly adventures ranging from high-altitude fun to coastal exploration. [1]
•Mountain Adventures: The Great Smoky Mountains National Park offers ranger programs and easy wildlife-watching hikes. The Great Smoky Mountains Railroad in 
Bryson City is a hit with kids for its themed steam-powered excursions.
•Educational Fun: Raleigh and Greensboro are known for hands-on museums like the Greensboro Science Center and various aquariums along the coast.
•Beach Memories: The Outer Banks and Carolina Beach are iconic for classic boardwalks, sandcastle building, and beginner surfing lessons. [1, 2]
Couples Getaways
The state provides a "perfect backdrop" for romance, whether you prefer luxury resorts or cozy off-grid cabins. [1, 2]
•Romantic Stays: Top-rated options include the historic The Omni Grove Park Inn & Spa in Asheville and the European-style Lakeview at Fontana in Bryson City.
•Urban Date Nights: Cities like Durham and Raleigh offer rooftop cocktail bars, award-winning dining, and performing arts centers.
•Secluded Escapes: Bald Head Island is a car-free barrier island ideal for slow-paced sunset bike rides and remote relaxation. [, 2]
Solo Travelers
North Carolina is frequently cited as a safe and welcoming state for solo explorers. [1, 2]
•Safety & Vibe: Locals describe the state as very safe with "friendly residents and a welcoming atmosphere," particularly in solo-friendly hubs like Asheville and Raleigh.
•Solo Activities: You can embark on kayak expeditions on the Crystal Coast, hike the Uwharrie National Forest, or spend a day at the North Carolina Zoo in Asheboro.
•Safety Tips: As with any destination, travel experts recommend trusting your instincts, avoiding unlit areas at night, and practicing common sense in the larger cities. [1, 2, 
3, 5, 6, 7]
“Most of NC is very safe to travel alone. ... Get off of the interstates and enjoy the side roads.”
Facebook · Visit All 50 States! · 1 year ago
Are you looking for specific accommodation recommendations, such as dog-friendly cabins or luxury spa resorts, to match your traveler type?

Presenter Notes
Presentation Notes
Again, this reference of the question using Gemini shows where the information it gives back is being pulled from (the number references at the end of the answers, which can show you directly those hyperlinks and yes, one of the referenced links is a google business profile)

https://www.reddit.com/r/raleigh/comments/1iuduzv/visiting_as_a_solo_traveller_23f/
https://kiddingaroundgreenville.com/north-carolina
https://www.outerbanks.org/blog/post/the-solo-travelers-guide-to-the-obx/
https://www.highgravityadventures.com/blog/locals-guide-to-family-trips-north-carolina/
https://www.vacasa.com/discover/best-north-carolina-vacation-spots
https://www.vacasa.com/discover/best-north-carolina-vacation-spots
https://www.travelandleisure.com/weekend-getaways-in-north-carolina-8391686
https://www.visitnc.com/things-to-do/romantic-getaways
https://imfixintoblog.com/north-carolina-getaways-for-couples/
https://www.google.com/searchviewer/10?svid=CAwSGRIXCgNwdnESEENnb3ZiUzh3TW5KMFoyTjQYCg
https://www.reddit.com/r/raleigh/comments/1iuduzv/visiting_as_a_solo_traveller_23f/
https://travelladies.app/safety/united-states/north-carolina
https://www.facebook.com/groups/15908242749/posts/10159816134117750/
https://waltermagazine.com/featured/7-great-destinations-for-solo-travelers/
https://www.youtube.com/watch?v=Nxnn3RCrnbo
https://www.reddit.com/r/raleigh/comments/1iuduzv/visiting_as_a_solo_traveller_23f/
https://www.reddit.com/r/raleigh/comments/1iuduzv/visiting_as_a_solo_traveller_23f/
https://www.facebook.com/groups/15908242749/posts/10159816134117750/
https://travelladies.app/safety/united-states/asheville
https://www.crystalcoastnc.org/blog/post/exploring-solo-top-ten-experiences-on-the-crystal-coast/
https://waltermagazine.com/featured/7-great-destinations-for-solo-travelers/
https://www.youtube.com/watch?v=Nxnn3RCrnbo&t=31
https://www.facebook.com/groups/15908242749/posts/10159816134117750/


Make AI 
LOVE 
YOU! 

How tourism 
businesses show up, 
stand out, and get 
chosen



Google 
Business 
Profiles 

AI and Google

Maps +  “near me”

Immediate answers 

So many eyes



Your Super Power



How 
Google 
Ranks 
Local 

Results

Relevance: matches 
search intent

Distance: proximity 
to searcher

Prominence: reviews, 
activity, engagement



Basics

Your NAME

Name, address, phone 
number, description 
CONSISTENT

Current hours, including 
holidays



Category 
Selection

Choose most 
specific option

Add 
secondary 
categories

Fully populate 
Services & 
Products

Presenter Notes
Presentation Notes
Google profiles—4000 of them!



CATEGORY SELECTION



MORE



Photos & 
Videos 

Profiles with photos get 42% 
more direction requests

10+ images

One new photo / month

Short videos

Presenter Notes
Presentation Notes
Videos—under 30 seconds







Reviews 
Build Trust & 
Prominence

Actively ask for reviews

Google/AI love positive 
reviews 

Respond within 48 hours

Use natural keywords in 
replies



How To Get Reviews



Write like  
people 
search

Answer visitor 
questions

Close to any key 
destination?

Known for XXX





Attributes 
Help You 

Get 
Chosen

Women-owned or 
Veteran-led

Accessibility features

Free Wi-Fi

Family- or pet-friendly



Google Posts

Post weekly (ideally)

Events, offers, news

Always use a CTA

Signals Google



Track for 
ROI

UTM tracking links 
for website URL

Analytics

More than your 
website

Presenter Notes
Presentation Notes
Urchin Tracking Module—UTM….google “campaign builder URL”



Common 
Tourism 
Mistakes

Wrong primary category

Outdated hours

Old photos

Ignored reviews

No posts



Quick Wins Today

Verify categories
Add 5–10 photos
Update hours ((plus holidays))
Respond to reviews
Schedule posts



BE THE 
HERO

If Google/AI can’t 
understand you, 
travelers won’t
find you

 



Reach 
Susan

Susan@DKCommunications
Group.com

704-993-7871

 



ADDITIONAL RESOURCES (VIA GOOGLE)
Google Business Profile Guide (general businesses)
https://services.google.com/fh/files/helpcenter/1_official_gbp_best_practices_playbook_2026.pdf?utm_source=D
MO+Hub&utm_medium=email&utm_campaign=march+newsletter&utm_content=services+playbook

Guide for Hotels
https://services.google.com/fh/files/helpcenter/1_hotels_gbp_best_practices_playbook_2026.pdf?utm_source=DM
O+Hub&utm_medium=email&utm_content=Hotels

Guide for Restaurants
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-
Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb

Google Small Business Bulletin newsletter (to subscribe to)
https://docs.google.com/forms/d/1tfknZ2RbMGlzQnJezGr7zK5-
8N86jTDg1wLbiRYX4Es/viewform?edit_requested=true

Google's Tips for Performing Well/Showing Up in Gemeni AI Searches:
https://developers.google.com/search/blog/2025/05/succeeding-in-ai-search

Presenter Notes
Presentation Notes
As Visit NC works with Google on a future partnership program, here are some links to helpful information related to Google Business Profiles via Google:
Google Business Profile Guide (general businesses)
https://services.google.com/fh/files/helpcenter/1_official_gbp_best_practices_playbook_2026.pdf?utm_source=DMO+Hub&utm_medium=email&utm_campaign=march+newsletter&utm_content=services+playbook
 
Guide for Hotels
https://services.google.com/fh/files/helpcenter/1_hotels_gbp_best_practices_playbook_2026.pdf?utm_source=DMO+Hub&utm_medium=email&utm_content=Hotels
 
Guide for Restaurants
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
 
Google Small Business Bulletin newsletter (to subscribe to)
https://docs.google.com/forms/d/1tfknZ2RbMGlzQnJezGr7zK5-8N86jTDg1wLbiRYX4Es/viewform?edit_requested=true
 
Google's Tips for Performing Well/Showing Up in Gemeni AI Searches:
https://developers.google.com/search/blog/2025/05/succeeding-in-ai-search


http://chrome-extension/efaidnbmnnnibpcajpcglclefindmkaj/https:/services.google.com/fh/files/helpcenter/1_official_gbp_best_practices_playbook_2026.pdf?utm_source=DMO+Hub&utm_medium=email&utm_campaign=march+newsletter&utm_content=services+playbook
http://chrome-extension/efaidnbmnnnibpcajpcglclefindmkaj/https:/services.google.com/fh/files/helpcenter/1_official_gbp_best_practices_playbook_2026.pdf?utm_source=DMO+Hub&utm_medium=email&utm_campaign=march+newsletter&utm_content=services+playbook
https://services.google.com/fh/files/helpcenter/1_hotels_gbp_best_practices_playbook_2026.pdf?utm_source=DMO+Hub&utm_medium=email&utm_content=Hotels
https://services.google.com/fh/files/helpcenter/1_hotels_gbp_best_practices_playbook_2026.pdf?utm_source=DMO+Hub&utm_medium=email&utm_content=Hotels
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://uploads.brandlive.com/31401884-a1ae-4051-8ab4-ad57de7e0081/1772576968734/_1-Restaurant_GBP_Best_Practices_Playbook_2026_(2).pdf?utm_source=DMO+Hub&utm_medium=Newsletter+Blurb
https://docs.google.com/forms/d/1tfknZ2RbMGlzQnJezGr7zK5-8N86jTDg1wLbiRYX4Es/viewform?edit_requested=true
https://docs.google.com/forms/d/1tfknZ2RbMGlzQnJezGr7zK5-8N86jTDg1wLbiRYX4Es/viewform?edit_requested=true
https://docs.google.com/forms/d/1tfknZ2RbMGlzQnJezGr7zK5-8N86jTDg1wLbiRYX4Es/viewform?edit_requested=true
https://developers.google.com/search/blog/2025/05/succeeding-in-ai-search
https://developers.google.com/search/blog/2025/05/succeeding-in-ai-search
https://developers.google.com/search/blog/2025/05/succeeding-in-ai-search
https://developers.google.com/search/blog/2025/05/succeeding-in-ai-search
https://developers.google.com/search/blog/2025/05/succeeding-in-ai-search
https://developers.google.com/search/blog/2025/05/succeeding-in-ai-search
https://developers.google.com/search/blog/2025/05/succeeding-in-ai-search


WORKING WITH NC BYWAYS
AND NEW RESEARCH DASHBOARD
July 9, 2026 – 10 a.m.
Next Visit NC Partner Webinar

Note:  No June webinar

Presenter Notes
Presentation Notes
Next webinar will be July 9 at 10 a.m. 

Visit NC will be joined by representatives to NC Byways to talk about their program and how to attract visitors who are traveling on these designated roads as well as given an introductory look at a new Research Dashboard that partners can access on the VisitNC.com Industry section.
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