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VISIT NC QUARTERLY UPDATE



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 June, the 2026 VEI is 6.4.





2026 VISITATION TRENDS
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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

Columbia SC

Washington DC (Hagerstown MD)

Greenville-Spartanburg-Asheville-Anderson

Atlanta GA

Top 10 Out-of-State Origin & Spend Markets

% Visitor Spend
% Visitors

Presenter Notes
Presentation Notes
Year-to-Date Statewide Visitation
Through June, the majority of our visitors from our out-of-state primary markets last year followed by in-state visitors and then out-of-state other markets.  

Atlanta, once again, is the top out-of-state market through the first quarter followed by Greenville/Spartanburg, DC and Columbia. Two FL markets also made the top 10 list.

Top “value” markets also continue to be DC and NY whose visitors spend more per day.




2026 YTD LODGING DATA (THROUGH JUNE)

Measurement
Commercial Lodging

(CoStar)
Vacation Rentals 

(AirDNA)

Occupancy Down 0.8% Down 1.2%

Room Rates Up 1.1% Up 0.9%

RevPAR Up 0.3% Down 0.3%

Revenues Up 0.8% Up 1.5%

Demand Down 0.3% Up 0.9%

Supply Up 0.5% Up 2.9%

Source: STR, AirDNA, 2026

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

Things are pretty flat all around statewide.  Revenues are up, but that’s more of a function of rates than demand.

The average stay value for rentals, not shown here, is up about 5% from last year, but the length of stay is down about 2%. It appears that while visitors still want to travel, it’s at the expense of length of stay.



VACATION RENTALS

Source: AirDNA, 2026
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Presenter Notes
Presentation Notes
Unfortunately, we do not have forward looking hotel data…yet.  But for vacation rentals, the outlook is positive through the end of the year. Bookings as of early August through January are up 10% from the same time period last year.



US TRAVEL FORECAST

• Low, but positive spending growth projections 
– resilient domestic demand

• Travel continues to be a priority, but spending 
is being driven by higher income households

• Shorter duration and lower-cost trips are 
expected in response to greater travel 
expenses

• International recovery expected to be uneven 
across markets

• Business travel growth expected to be low in 
short term before improving in 2027 and 
beyond
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MARKETING UPDATE
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FY26-27 BUDGET PLANNING PROCESS (WITH $13 INCREMENTAL)

Fall 2026 

• Increase weight and frequencies of 
existing plan

Winter 2026 / Spring 2027/ Summer 2027

• Add in new markets and explore audience opportunities

• Increase weight and frequencies of existing plan

• Layer in new, complimentary tactics across the full-funnel

10

$10.5M
Budget to start

→ $23M
Budget 

after infusion

For our brand campaign, this incremental budget allows us to:

Presenter Notes
Presentation Notes
With the budget infusion, the paid media budget is increasing 350%. This flips the whole question we are trying to solve for and plan against. 

Last year we were asking 'which markets do we cut.' This year it's, ‘where do we lean.’�
Given we are nearly halfway through the 2026 Fall flight, we first looked at how to allocate Winter/Spring/Summer flights still upcoming in this FY to layer in new markets, new audience opportunities and new media tactics, and then allocated the rest of the spend to Fall to plus-up our existing plan in increasing the weighting and frequencies to maximize our impact with what remains of that flight.

Spending percentages in both current and new markets are not equal 



OTHER AREAS OF FOCUS
The incremental budget also allows us to more robustly support other areas of our marketing plans.

• Partner Program: increase program inventory, explore efficiencies for ease of partner access to 
managing their programs

• Non-brand campaign paid media partnerships, such as Travel South domestic, NC Ski, NC 
Broadcasters Association, etc., and emerging media opportunities

• Creative asset production, affecting campaign development for ‘For Real,’ and photo/video library

• Volume of content produced internally and externally for Website, Email and Social channels

• Additional support for personalization efforts across Web and Email.

• Creator partnerships at an increased volume

• Sponsored Content back in brand paid media plan 

11

Presenter Notes
Presentation Notes
We do have other priorities we’ll be addressing with the incremental spend outside of the paid media plan, which positively affect partner programs, partnerships, creative production, and marketing technology.



UPDATED FALL CREATIVE
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UPDATED FALL CREATIVE

Continuation of “For Real.”

Competitive (friendly) ads performed best,   
so leaning into this more.

So we will juxtapose North Carolina vacations 
and experiences with other vacation 
experiences.

13

Presenter Notes
Presentation Notes
Earlier this year, we did a strategic evaluation on the Creative effectiveness and expression of our brand campaign, ‘For Real.’�
The finding of that analysis was that our more competitively worded spots perform best.

The outcome of the analysis is a returned commitment to ‘For Real’ spots that more overtly juxtapose North Carolina vacations and experiences with other vacation experiences.





MICROWAVE :15

Presenter Notes
Presentation Notes
NEW LINE



PUBLIC RELATIONS



RESULTS YTD (THROUGH JUNE)

• Total PR Placements: 93 (+43.08%)

• Total Unique Reach: 2,961,049,670 
(+2.83%)

• Individual Counties Covered: 35 (+52.17%)

16

Presenter Notes
Presentation Notes

Results: January Through June 2026 Metrics
Total PR Placements YTD: 93 (+43.08%)
Total Unique Reach YTD: 2,961,049,670 (+2.83%)
Individual Counties Covered: (+52.17%)






RECENT FUNCTIONS
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MAY
Summer Camp, Reimagined FAM

• Rutherford, Henderson, Transylvania, and Macon counties​
• National Geographic, CNN Travel, SheBuys Travel, and House 

Beautiful

IPW, Fort Lauderdale
• 20 media marketplace appointments with international media 

from Australia, Canada, France, Ireland, the United Kingdom etc., 
and an invite-only press brunch

JUNE
Chicago Media Mission​

• Buncombe, Cabarrus, Durham, New Hanover and Wake counties
• Nine media + Chef Oscar Diaz

PRSA, Albuquerque​ 
• Buncombe, Cabarrus, Carteret, Dare, Durham, Mecklenburg, 

New Hanover, Wake and Watauga counties in attendance

JULY
Destinations International CDME

• Certified Destination Marketing Executive classes​

Presenter Notes
Presentation Notes

WHAT WE’VE BEEN UP TO
May 2-6, Visit NC hosted the Summer Camp, Reimagined FAM, which included Rutherford, Henderson, Transylvania, and Macon counties. Outlets included National Geographic, CNN Traveler, SheBuys Travel, and House Beautiful.
May 17-22, Visit NC attended IPW in Fort Lauderdale, engaging with 20 international media at media marketplace, and attending an invite only media networking brunch.
June 2-3, Visit NC conducted a Chicago Media Mission featuring Buncombe, Cabarrus, Durham, New Hanover and Wake counties, with meetings involving The Chicago Tribune and The Chicago Reader, Travel + Leisure, Food & Wine, Vogue and more for a multi course dinner collab at Swift & Sons, with Chicago-born, Durham-based, Chef Oscar Diaz, hot off the heels of his Top Chef appearance. .
June 7-10, attended PRSA (Public Relations Society of America) tourism conference in Albuquerque, NM with partners from Buncombe, Concord, Dare, Durham, Mecklenburg, Morehead City, New Hanover, Wake and Watauga counties.
July 7-12, attended Destination International in Portland, OR to commence CDME credential, taking the Strategic Issues in Destination Management and the Destination Information & Research classes.



UPCOMING FUNCTIONS
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• Brand USA Aeroméxico FAM (August 3-7)
• ESTO (August 22-26)
• Peaks & Pours FAM (September 14-18)
• SATW Pre-FAM (October 1-4)
• 2026 MICHELIN Guide Ceremony (October 21)

Presenter Notes
Presentation Notes
LOOKING FORWARD
- Brand USA Aeroméxico FAM (Aug 3-7) highlighting Wake, Durham, and Pittsboro counties
- U.S. Travel’s ESTO 2026 Conference (Aug 22-26)
- Peaks & Pours FAM (September 14-18) highlighting Surrey, Wilkes, and Henderson counties
- SATW Pre-FAM (Oct 1-4) highlighting Haywood, Swain, and Jackson counties
- Attending the 2026 MICHELIN Guide Ceremony (Oct 20-22)in Nashville, TN






REGIONAL MEDIA MISSIONS SCHEDULE 2026
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Ft Worth/Dallas/
Austin Chicago Nashville Charleston In-State

April 14-16 June 3-5 Sept. 28-30 Oct. 13-15 Oct. 26

Presenter Notes
Presentation Notes
LOOKING FORWARD
Nashville Media Mission (Sept 28-30) 
Boone, Chapel Hill, Crystal Coast, Mount Airy and Statesville in attendance

Charleston Media Mission (October 13-15) 
JoCo, Polk, Greenville, New Bern, and Alleghany in attendance

- Annual In-State Media Mission (Oct 26)




PARTNER & INDUSTRY RELATIONS



OUTDOOR NC

• The newly redesigned Outdoor NC 
Trail Town Guide launched in July. 

• FY 26-27 Partner Alliance 

• Outdoor NC and Great Trails State 
Coalition collaboration

21

Presenter Notes
Presentation Notes
Outdoor NC Trail Town Guide 

Visit NC has released the latest edition of the Official North Carolina Trail Town Guide. This year, the guide has transitioned from a digital flipbook to an interactive landing page, making it easier than ever to explore North Carolina's Trail Town destinations while allowing the resource to continue growing alongside the program. Created through the Outdoor NC initiative in partnership with allied destinations, the guide serves as a go-to resource for planning outdoor adventures. Each destination includes links to featured trails, accessibility information, responsible recreation practices and trip tips from local experts. Visitors can also explore an interactive map, learn the seven Outdoor NC Leave No Trace principles and join the movement toward responsible travel.

The Trail Town Guide plays an essential role in the ongoing Outdoor NC initiative, launched by Visit NC to support destination stewardship. As more people seek outdoor experiences for relaxation and adventure, it's crucial to protect North Carolina's outdoor places for generations to come. Together with Leave No Trace and partners including destination organizations, public agencies, nonprofits and private businesses, Outdoor NC promotes stewardship education and inspires responsible recreation across the state. This is a quality assurance program that requires several steps taken by the destinations to receive the designation. 

The guide now features 30 Trail Town destinations and surrounding areas: Asheville, Bakersville, Beech Mountain, Blowing Rock, Brevard, Bryson City, Burgaw, Burlington, Eden, Elizabethtown-Whitelake, Elkin, Franklinville, Gastonia, Greensboro, Hendersonville, Highlands, Jacksonville, Lumberton, Morganton, Nags Head, Old Fort, Roanoke River, Smithfield, South Mills, Southern Pines, Sparta, Statesville, Sylva, Waynesville and Wilkesboro.

Outdoor NC Partner Alliance 

Outdoor NC Partner Alliance for FY 26-27 is kicking off. The program currently includes 53 partners, including 6 non-destination partners (nonprofits, governmental and educational organizations). This year's membership pathways are tailored to specific organization types and include expanded benefits and collaboration opportunities.


Great Trails State Summit  (August 10-12)

Outdoor NC continues to partner with the Great Trails State Coalition. Will be supporting them at the summit in Winston-Salem. Wit participated in a panel discussion on the community and economic benefits of trail investment.






SPORTSNC

• State budget eliminated the (funding for) 
North Carolina Esports Incentive. 

• TEAMS Conference (October)

• Sports ETA's Relationship Conference 
(December) 

22

Presenter Notes
Presentation Notes
Esports Update 

The state budget eliminates funding for the North Carolina Industry Grant. Approximately $1.6 million remains available this fiscal year, but additional funding is not expected beyond the remaining balance. 

Upcoming Events: 

Visit NC will be attending TEAMS Conference in October with the North Carolina Sports Association to strengthen relationships with rights holders and identify opportunities to attract future sporting events to North Carolina. 

Visit NC will also be attending Sports ETA's Relationship Conference in December in Virginia Beach to connect with event rights holders and industry partners while promoting North Carolina as a premier destination for sporting events.





RETIRE NC GUIDE

2026-27 Retire NC Guide is now 
available.

• Distributed through the Visit NC 
warehouses, Welcome Centers and 
Call Centers 

• Available for download at 
RetireNC.com 

• Features 15 partner communities 

• Includes featured stories and retiree 
testimonials 

23

Presenter Notes
Presentation Notes
In addition to the Retire NC Guide being available we have new content that our recent Partner and Industry Relations Intern, Julian, has been working on. He completed several blog articles that will be available on RetireNC.com and featured in the quarterly Retire NC enewletters. 



INTERNATIONAL

Recent Events: 
• IPW (Trade & Media) 
• German event (Trade) 
• Australia & New Zealand mission (Trade & Media)
• Travel South Global Partner Network kick-off calls 
• Brand USA Aeroméxico FAM (Media) 

Upcoming Events: 
• August - Ireland event (Travel Trade Media & Trade)
• September - Brand USA Travel Week Europe (Trade & Media) 
• November -  Finland event (TBD)

24

Presenter Notes
Presentation Notes
NC travel promoted to international market at IPW

Visit NC’s Amanda Baker and Veda Gilbert attended the US Travel Association's IPW in Greater Fort Lauderdale, Fla. The NC team, along with partners attending from Visit Charlotte, Visit Greensboro, Visit Raleigh and Explore Asheville, had pre-scheduled appointments from top tour operators and media from NC’s top international markets. IPW is the travel industry's premier international marketplace, with this year's conference seeing 5,000 attendees from 50 countries.
 
Visit NC, EDPNC tourism lunch in Germany touts partnerships

Visit NC and the EDPNC hosted a tourism lunch on Monday in Frankfurt with Governor Josh Stein and Commerce Secretary Lee Lilley during their business development trip to Germany and Switzerland. The Governor talked, from experience, about all the amazing things visitors can do in North Carolina. Visit NC’s Wit Tuttell told the group how much Visit NC appreciates the partnerships it has with German tour operators and industry representatives. US Consul General Brian Heath spoke of his affection for the state and of the benefits for both countries from tourism and business development.��Guests included two of the largest German tour operators, as well as representatives from Lufthansa and the US Commercial Service. Notable guests attending included Andreas Neumann, Managing Director, ADAC Reisevertrieb; Philipp Detmer, Head of Product North America, DERTouristik; Andreas Neumann, Managing Director, ADAC Reisevertrieb (German version of AAA); Brian Heath, US Consul General Frankfurt, US Commercial Service; Christian Meuter, General Manager, Visit USA Germany; Thorsten Lettnin, Director Sales Continental Europe, United Airlines; Alexander Gimple, Director Charter Lufthansa & Touristic Cooperations, Lufthansa; Alexandra Ulm, Head of Traffic Development & Customer Management Airlines, Frankfurter Flughafen; Elizabeth Walsh, International Trade Administration, US Commercial Service; and Christopher Bowers, Head of Business Development DACH, RateHawk.


Visit NC at media orientation event for German Men’s National Team

Visit NC’s Amanda Baker participated in a media orientation event in Winston-Salem, welcoming international journalists who will cover the German Men’s National Team during its World Cup training camp and tournament journey. Representatives from Visit Winston-Salem, The Graylyn Estate, Wake Forest University, Volkswagen and Visit North Carolina provided an overview of the team’s headquarters and training facilities, media services, and the diverse experiences available to visitors in Winston-Salem and North Carolina.��The German Men’s National Team has established its official World Cup headquarters in Winston-Salem. International media covering Die Mannschaft (the team) are based at a dedicated Media Center, with access to resources and information designed to support their coverage while encouraging exploration of Winston-Salem and the state.�
NC travel promoted during Australia, New Zealand mission

Wit Tuttell represented North Carolina last week on a sales and media mission to Australia and New Zealand with Travel South. He met with more than 30 media outlets and 100 different travel agents and several tour operators. The mission represented a significant opportunity to deepen relationships with Australia and New Zealand's leading travel trade, media, airlines and wholesale partners – markets that represent enormous potential for the Southern United States. During five days, the group held VIP lunches, agent evenings, media events, strategic trade meetings, and a high-profile reception at the US Consul General's Residence in Sydney.

Brand USA Aeroméxico FAM (Aug 3-7) highlighting Wake, Durham, and Pittsboro counties.




DESTINATION IMMERSION

Q1 – Blowing Rock, March 26-26

Q2 – Dare County (Manteo-Hatteras), June 2-3

Q3 – Lexington, July 22-23

Q4 – Burke County, October 12-13

25

The group during a butterfly release at the Elizabethan 
Gardens in Manteo

Presenter Notes
Presentation Notes
The Destination Immersion program continues to be popular for our partners – and staff. This year’s schedule filled up faster than previous years. Visit NC staff, along with representatives from Luquire’s Partner Programs and the NC Welcome Center program always learn useful information and have enjoyable experiences, while partners get valuable time with all aspects of Visit NC to showcase to their partners and stakeholders. During a stop at The Elizabethan Gardens in Manteo, the group did a butterfly release.



FILM
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DIRECT IN-STATE SPEND BY PRODUCTION (IN MILLIONS)
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*As of  31 July 2026

Presenter Notes
Presentation Notes
The first half of 2026 has been very successful, but questions related to the availability of funding related to the Grant program and a change in a way the program is administered could result in the 2026 figure not increasing much more than what is currently listed.





PROJECTS CURRENTLY IN PRODUCTION 
& NEW AWARD ANNOUNCEMENTS 

RJ Decker – Season 2 *

Saltwater – Pilot *

Projects currently in production in WHITE  * denotes Film Grant awardee

Presenter Notes
Presentation Notes
Details on current and recently wrapped productions and new awardees

RJ Decker – Season 2
TV/Streaming Series (for ABC and Hulu)
Returning series (shot pilot and season 1 in the state) filming in Wilmington area, est. direct in-state spend of $46M (approved for film grant)
Filming now – mid-Sept
Ex-con photographer RJ Decker becomes a PI in South Florida, solving strange cases with help from his journalist ex, her cop wife, and an enigmatic woman from his past who may help or destroy him.


Saltwater - Pilot
TV/Streaming Series (for consideration for Disney+)
Filming in Wilmington area, est. direct in-state spend $3.5M (approved for film grant)
Filming now-mid-Aug
based on the 2006 movie “Aquamarine,” follows a teenage girl who returns to her late mother’s coastal hometown after a storm and discovers a mysterious connection to the ocean, uncovering family secrets, local legends and her own extraordinary destiny.






LEGISLATIVE CHANGES

SB  257
• Raise per project payouts for features 

($7M to $20M) & series ($15M to $25M)

• Raise highly-compensated individual pay 
cap for rebate ($1M to $4M)

• Makes “game shows” eligible

• Creates “on-line” production eligibility

• Creates a micro-budget productions 
($50K-$1.49M) grant

• Additional $15M non-recurring funding 
into the account

Presenter Notes
Presentation Notes
Legislative Changes

The recently passed budget legislation includes production friendly enhancements to the incentive program including increasing the per project cap and increasing the per project talent cap.  It also creates a new “micro-budget film grant” program, for which the film office and the Department of Commerce will be developing guidelines and procedures for implementation.

The overall impact of these changes is yet to be determined as legislative leadership and staff have indicated a change in the way the program operates, which could limit the number of productions filming in the state each year going forward.






UPCOMING & RECENT RELEASES

30

Season 2 – Sun at 10 pm
Started Jul 22 – INSP

Season 2 – Tues at 10 pm
Starting Sep 15 – ABC & Hulu

Ltd Theatrical Release
July 22-27

Hallmark Channel
Dec 5

A  Grand 
Biltmore 

Christmas

Presenter Notes
Presentation Notes
Previously filmed NC Productions now available or coming soon

Blue Ridge: The Series– Season 2
TV/Streaming Series (INSP Network) 
Filmed in Mecklenburg and Gaston counties, est. direct in-state spend of $9M and creating 250 job opps
Continues the story of Sheriff (and ex-Green Beret) Justin Wise as he and his two deputies help protect a small town in the heart of the Blue Ridge mountains.

Bad Counselors
Feature-length film (independent)
Filmed in Mecklenburg and Cabarrus counties (others also likely) in 2025 and still awaiting audit results, but project expected to have direct in-state spend of $2.5M, create approx. 500 job opps
A group of high school seniors steal their school’s drivers’ education car for a road trip to a nearby university

RJ Decker – Season 2
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
Season 1 on ABC complete, can still see the series via Hulu
Ex-con photographer who starts solving strange crimes in South Florida

A Grand Biltmore Christmas
Made-for-TV/Streaming Movie (Hallmark Channel or Hallmark-affiliated channel)
Filmed in Buncombe County earlier this year and expected to have had a direct in-state spend of $3.7M, creating approx. 500 job opps
Follow up to last year’s success “A Biltmore Christmas” , but this time one of the characters is transported to present day and must return to her time (1895) before being found and before love alters her destiny.






RESEARCH DEEP DIVE
Next Visit NC Monthly Partner Webinar
September 10 , 2026 – 10 a.m.



EVOLUTION OF ALGORITHMIC MEDIA
August 13, 2026



HOW DID WE GET HERE?

2



3

Mid-1990s–Early 2000s

Chatrooms and Forums

2004–2009

Social Networks

2009–2012

Algorithmic Feeds Emerge

2016–2020

Interest-Based Discovery

2020–Present

Algorithmic Media
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Networks and Community Interest and Engagement Relevance, Performance 
and AI

THE CORE PRINCIPLES SHAPING THE USER EXPERIENCE HAVE CHANGED.



WHAT IS ALGORITHMIC MEDIA?
Digital content that is organized, prioritized and distributed based on 
algorithms and signals vs. chronological order or social behaviors

5



STATE OF THE LANDSCAPE
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REACH USED TO RELY ON WHO FOLLOWS YOU.

NOW, IT RELIES ON THE VALUE OF THE CONTENT.
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KEY GOAL
Speed up the move between 
awareness and consideration

8

Awareness

Consideration

Conversion



DISCOVERABILITY FACTORS
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Relevance

Uniqueness

Content Quality

User Engagement



ENGAGEMENT HIERARCHY
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Tier 1

High Impact

Tier 2

Moderate Impact

Tier 3

Minimal Impact

Shares Saves Watch Time Link Clicks

Comments Views

Likes

Unique Reactions

Clicks



3 WAYS TO SHIFT YOUR CONTENT APPROACH
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COMMUNITY OVER COMMONALITY

• Uniqueness and Relevance

• Specificity = Searchability

• Niche Identification
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LEAN INTO EVERGREEN

• Social Search Engines & Indexing

• Long-Term Consideration Drivers

• Repurpose for Paid

13



LONG-FORM AND LONG-TERM

• More Information = More Context for LLMs

• Investment in Owned 

• Long-Term and Extended Partnerships

14



INDEXABILITY AND ALGORITHMIC MEDIA
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WHY INDEXING AWARENESS CAN IMPROVE VALUE

What’s indexing?

Indexing is just a platform allowing outside bots to read and store its content so that the information can show 

up in search results or get pulled into an AI-generated answer. Some platforms have welcomed this. Others don’t!

What platforms are currently indexable?

Instagram, TikTok, YouTube, X, Reddit, LinkedIn

So, what does this mean?

While in-platform performance is important, layering in SEO/GEO tactics into your content now can give an 

additional “boost” outside of the algorithmic media platforms alone.

How can I prepare?

To take full advantage of indexability within algorithmic platforms, your team may want to allocate time toward 

strategizing around diversifying presence, defining community management roles and considering what 

opportunities exist for enhancing ROI on content. Make sure geotags and location tags are used consistently and 

match your Google Business Profile naming — this reinforces entity consistency across platforms.

16



BUILDING WITH INDEXABILITY + ALGORITHMIC MEDIA IN MIND

17

Base content: An itinerary that is 
structured with schema markup 
that provides long-term SEO/GEO 
value and builds link equity.

Integrated content-aware strategy that is created with channel-first 
best practices in place based on opportunity: Whether increasing 
indexability or broadening algorithmic reach, these tactics increase 
awareness and connect consumers to lower-funnel opportunities.



WHERE TO WATCH, HOW TO WATCH

• Weigh in-platform benchmarks/measurements against 

indexability opportunities. Find the right balance for you. 

Example: Choosing between a Stories Q&A style series for 

reach vs. static post with Q&A in comments for indexability. 

• Same Search Console, new tricks! Google has added 

Instagram, TikTok, YouTube and X as additional property 

types that can be tracked in Google Search Console 

alongside web properties.

• Google is also rolling out generative AI performance 

reports in Google Search Console. Currently in beta, this 

allows you to look at impressions across all properties 

(within Google AI only).

• To get a better view of performance across SEO/GEO, 

additional measurement tools are available to license.

18

https://protect.checkpoint.com/v2/r01/___https://developers.google.com/search/blog/2026/06/gen-ai-performance-reports___.YXAzOmVjb25vbWljZGV2ZWxvcG1lbnRub3J0aGNhcm9saW5hOmM6b2ZmaWNlMzY1X2VtYWlsc19hdHRhY2htZW50OjY3ZDg3NGU5MzI1NGVhMTgxMjczOTQ2ZDE4YzRiZjZlOjc6YmI1OTplNzUzM2E3NzIyZDM3MmNlNThhNjU4MWExYTM3MGU5ODdlMzEzYzhjZTM4MmUyYWJkMGYzODY3OWIwY2YwZmFjOnA6VDpG
https://protect.checkpoint.com/v2/r01/___https://developers.google.com/search/blog/2026/06/gen-ai-performance-reports___.YXAzOmVjb25vbWljZGV2ZWxvcG1lbnRub3J0aGNhcm9saW5hOmM6b2ZmaWNlMzY1X2VtYWlsc19hdHRhY2htZW50OjY3ZDg3NGU5MzI1NGVhMTgxMjczOTQ2ZDE4YzRiZjZlOjc6YmI1OTplNzUzM2E3NzIyZDM3MmNlNThhNjU4MWExYTM3MGU5ODdlMzEzYzhjZTM4MmUyYWJkMGYzODY3OWIwY2YwZmFjOnA6VDpG


RETHINKING CREATORS
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WHAT IS AN INTEGRATED CONTENT CREATOR?
An integrated content creator is someone who creates one piece of content and deliberately shapes it to work across 

multiple channels — social platforms, your website, video, email — instead of creating separate, disconnected content. The 

content changes format depending on the platform, but the message, voice and goal stay consistent everywhere it shows up.
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WHY CREATOR INTEGRATION MATTERS
Integration is the approach a DMO needs to execute the “indexable-first” strategy — 

taking one inspiring destination concept/story (say, a fall foliage guide) and combining 

some or all of the example tactics below:

• Develop a full itinerary or POI page for your website (indexable, structured).

The actual full itinerary page on your website — structured with schema markup and 

with actionable CTAs — is the anchor. This delivers both SEO and GEO value in the 

long term. Every social piece can link back to this page.

• Turn it into an Instagram carousel with a caption (indexable if public 

Business/Creator).

• Clip it into a TikTok or Reel (for reach, and links back to the indexable version).

• Create and upload it as a longer-form video on YouTube (indexable). Ensure the 

transcript reads like a usable guide since that’s what gets indexed and pulled into AI 

answers.
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INTEGRATION AT WORK
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Partnered with @michaelmatti on an integrated 
creator trip, generating strong reach and 
engagement while capturing ownable brand assets 
that were leveraged across channels

Algorithmic Performance

• Top-Performing Content: The Reel (“Camping in 
North Carolina”) drove 120,866 views, over 10x the 
next-best post.
• Runner-ups: Tent/Milky Way carousel (15,784 

views) and Milky Way hiker carousel (11,795 
views).

• Save/share behavior: Reel had a 75% share-to-like 
ratio, a strong signal of organic word of mouth.

Web Performance
• 23% of page traffic from referrals.
• 79% engagement on web itinerary.

164K+
Total Views 

(Reel + Carousels)

21.6K
Total Engagements

6.5K+
Post Shares

79%
Web Engagement



DON’T KNOW WHERE TO START?
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HYPEAUDITOR

HypeAuditor helps us find creators who align with your campaign 
objectives and target audience while also ensuring authenticity and 

avoiding fraud. 

Why all the hype? Here’s what is factored into selections: 

1. Audience Quality Scoring: Grading quality of audience activity and 

engagement authenticity 

2. Fraud Detection: Identifying creators with  fake followers or 

inactive fans 

3. Audience Interests Analysis: Ensuring the audience fits the ask 

4. Brand Safety Analysis: Ensuring key hot topics are flagged 

5. Content Performance Analysis: Helping gauge how well a 
creator’s content performs 

What you receive: A curated deck of 10 creators that fit your campaign 
goals and destination preferences.
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INTEGRATED CONTENT CREATOR PROGRAM 
One creator, one trip, a full content ecosystem for your destination: 
social, editorial and web, all from a single visit.

Here’s what’s included:

1. On-Location Capture: Creator traveling to your destination to 

shoot original photo and video content in the moment

2. Social Content: High-performing video and posts published 

natively across the creator’s own social channels

3. Destination Blog Post: Long-form story written by the creator and 

published on the Visit NC website

4. High-Quality Web Imagery: Professional-grade photos delivered 

for use on VisitNC.com and in future marketing

5. Cross-Channel Amplification: Content repurposed and shared 

across the creator’s Instagram, TikTok, blog and other owned 

channels

What you receive: One creator visit that produces social content, a 
destination blog post and high-quality web imagery working together 
across every channel.
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QUESTIONS?
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INDEXABILITY-DRIVEN OPPORTUNITIES
• Double- and triple-check account settings. What can’t be seen can’t be indexed. Make sure accounts are public and set up as 

Business/Creator.

• Create indexable comment threads where possible, specifically for Instagram since captions and comments are now indexable for 

Business/Creator accounts, and prompt real Q&A in comments (“Ask us about visiting in shoulder season!”) rather than just emo ji 

engagement.

• Use YouTube video descriptions and transcripts as the durable asset and treat the comment section as a place to seed follow-up Q&A 

that reinforces the same keywords (e.g., “What’s parking like downtown?” answered in a pinned comment).

• Don’t rely on X for indexable engagement — it’s the weakest link right now for anything time-sensitive or lasting.

• Start thinking about a Reddit presence or strategy. Google’s 2024 content licensing deal gives Reddit content priority status in its 

indexing and AI training pipeline, and individual posts, subreddit pages and specific comments now rank for hundreds of thous ands of 

queries. This is a top-tier source.

• Publish LinkedIn articles, not just posts, for anything you want indexed. A short post asking, “Why visit [location]?” currently won’t 

get indexed reliably — a full LinkedIn article on the topic will, and its comments have a better shot too.
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