
TRANSYLVANIA COUNTY TOURISM
REPORT FOR FY21 QUARTERS 1 & 2 (JUL - DEC)



OCCUPANCY REPORT  -  MONTHLY  REVENUE

MARKET ING &  PROMOTION

JULY AUG SEPT OCT NOV DEC JAN FEB MAR APR MAY JUNE TOTALS

FY21 Budget $194,525 $206,946 $162,588 $113,218 $65,149 $56,043 $40,251 $39,073 $49,453 $63,652 $79,846 $104,621 $1,175,364

FY21 Actual $196,306 $207,114 $177,243 $201,361 $116,529 $89,609 $988,163

Variance $111,118 $134,891 $118,222 $125,882 $76,716 $58,474 $625,304

Occupancy 77% 73% 72% 86% 57% 50% 70%

ADR $170 $176 $170 $173 $156 $119 $165

Airbnb $46,347 $58,964 $58,097 $43,545 $29,209 $23,872 $260,034
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FY20 Actual $142,696 $121,089 $99,082 $125,798 $72,388 $62,270 $44,723 $43,414 $25,331 $8,458 $64,797 $156,191 $966,237

FY20 YTD $142,696 $263,785 $362,867 $488,665 $561,053 $623,323 $623,323

Occupancy 86% 75% 67% 76% 63% 53% 71%

ADR $174 $170 $162 $184 $135 $106 $161

Airbnb $22,515 $21,126 $24,985 $23,280 $15,468 $15,264 $122,637

A conservative budget was set for the first six months of FY21 due to massive occupancy revenue shortfalls in the 
spring. Transylvania County Tourism (TCT) leaned on, almost exclusively, digital advertising over print advertising for 
its flexibility during a constantly changing environment. Our messaging asked visitors and locals to Explore 
Responsibly and included our new Leave It Better initiative. As occupancy revenues grew well beyond expectations, 
the board made appropriate increases to the budget. TCT was able to take advantage of COVID-19-related relief op-
portunities, specifically through VisitNC’s stimulus recovery Marketing Co-Op Credit program and the Economic 
Development Partnership of North Carolina (EDPNC) North Carolina Tourism Promotion Grant as part of the CARES 
Act. As the winter drew near, messaging shifted to promote our slower holiday season using funds from our market-
ing plan and the grants. As COVID-19 cases increased nationally, messaging shifted again, moving away from “come 
right now” to broader brand messaging about our destination. Certain advertising was paused or canceled as well.

• YTD stats vs. prior year: Occupancy Revenue (+59%), ADR (+2%), Hotel/Motel/Inn Occupancy (-1%), Airbnb Collections (+227%).
• Airbnb is a lump-sum payment shown to reflect the STR rental market. Note that taxes are recorded by Airbnb when funds are 

received, not necessarily at time of visit. 

Following a significant reduction of overnight visitation to Transylvania County due to the pandemic in March, April, 
and May, visitation levels have increased dramatically to record levels in each subsequent month. As indicated in the 
FY20 annual report, the combination of our rural setting, incredible outdoor recreation opportunities, and a high 
percentage of social travel (vs. corporate), our destination has “bounced back” more quickly than most. Urban 
settings that are dependent on corporate travel are still seeing a significant reduction in visitors. Short-term rentals in 
Transylvania County are showing a substantial increase in overnight guests, while many traditional accommodations 
(hotels, motels, inns, resorts) are still below pre-pandemic levels.



PUBLIC RELATIONS

ADVERTISING

• Skyterra Wellness Retreat was featured nationally by Toronto Times and Drift Travel.
• The Leave It Better campaign launch was covered in multiple regional newspapers and shared digitally by many 

local organizations.
• Lake Toxaway and John Nichols’ porch appeared as a feature story in the August issue of Our State Magazine.
• An article in the August/September issue of Garden & Gun featured several destinations in Brevard.
• Brevard was a top-three finalist in Blue Ridge Outdoors “Top Adventure Towns” contest.
• Matador network filmed a family adventure on behalf of VisitNC, which was released in October.
• Cowboysindians.com profiled the Brevard Music Center for Clint Roberts’ (local musician) new music video.
• VisitNC’s Newslink profiled Brevard’s recognition as a top 100 sustainable destination in their Newslink e-news-

letter in early November.
• The Transylvania Times, Mountain Xpress, and the National Leave No Trace organization also covered our Top 

100 designation.

Digital and TV advertising focused on the “Heart of Adventure” message during the summer, shifting to one of mild 
climate adventures in late-fall, then a celebration of the holidays. Holiday digital advertising was funded, in part, 
through the North Carolina Tourism Grant Promotion via the EDPNC. 
• Digital banner and e-newsletter ads were updated in Blue Ridge Outdoors to focus on the holidays and winter.
• Co-op digital retargeted display ads ran promoting Brevard/Transylvania Chamber of Commerce and Heart of

Brevard holiday events.
• VisitNC Instagram story features launched in October, November, and December as part of the tourism

recovery grant opportunity.
• Our feature with Atlas Obscura on Looking Glass Rock, a holdover from last fiscal year, is live on their site

along with a suite of digital advertising.
• A new “Heart of Adventure” TV spot is currently running through Spectrum and EffectTV in the Atlanta,

Charlotte, Raleigh, and Nashville markets.

Print advertising in the first six months of the new fiscal year has been limited. A full page ad was placed in Our State 
in August to coincide with a featured sponsor. One print ad ran in the November issue of Blue Ridge Outdoors in 
tandem with “The 2020 Top Adventure Towns’’ article. Brevard was a top-three finalist in the contest. One print ad ran 
in the Fall Explorer published by the Transylvania Times, where TCT serves as a feature sponsor. Ads highlighting the 
holiday season ran in Our State, The Laurel of Asheville, and WNC Magazine. 

OTHER MARKETING AND PROMOTION 
• The December Adventurist newsletter, normally event-focused, promoted the Transylvania Tomorrow initiative

and encouraged support for our local restaurants and eateries.
• The Winter Getaway sweepstakes launched on December 4th and included an overnight stay, a local guided fly

fishing experience, free merchandise, and gift cards. There were 923 total entries, 475 sign-ups for the Adventur-
ist e-newsletter, and 529 requests for the Adventure Guide.

• Special radio advertising highlighted mild weather weekends with dynamic reads on WNCW radio in NC and WSEC
radio in upstate SC.

O R G A N I Z A T I O N A L
In mid-March, TCT co-founded the Transylvania Business Support Task Force, along with Transylvania Economic 
Alliance, Heart of Brevard, Brevard/Transylvania Chamber of Commerce, and Blue Ridge Community College Small 
Business Center. Among other efforts, the group created the Transylvania Tomorrow Small Business Emergency Relief 
Fund to provide much-needed funding to help small businesses stay afloat as they dealt with challenges brought on 
by the pandemic. TCT contributed $20,000 to the initiative. Through the January 1 round of funding, $224,000 has 
been awarded to 102 businesses in Transylvania County. The third application deadline was February 1, 2021.

Corey Gafnea was hired in October as the Operations and Project Coordinator for Transylvania County Tourism. 



TOURISM GRANTS 
The Tourism Grant Program was paused in late March due to the pandemic, but as strong summer occupancy tax 
dollars came in, the TCT Board restarted the program in August. TCT awarded $4,000 to two local projects in the 
second quarter of FY21.

TRANSYLVANIA ALWAYS
TCT, through our sustainability initiative, Transylvania Always, launched Leave It Better, a campaign to push users 
to take care of Transylvania County’s, parks, forests and waterways. Built on the principles of Leave No Trace, the 
program provides a checklist for visitors to our public lands to follow to ensure that they leave these important assets 
better than they found them. A series of playful, but informative, videos and posters were created to promote this 
message. Please visit explorebrevard.com/leave-it-better to check out the videos or learn more.

Transylvania County Tourism was recognized as a “Global Top 100 Sustainable Destination,” awarded by Green 
Destinations, an international sustainable tourism organization. 

After determining that the next step to maximize the safe and enjoyable use of the French Broad River was to see a 
comprehensive strategic master plan created, the Transylvania Always committee set aside $25,000 and approached 
Conserving Carolina about partnering on the project. In simple terms, the end-goal is a plan for a blue way with func-
tional and attractive access points. A framework has been worked out between the two organizations with the intent 
for plans to be finalized and work to begin in Q3. It is worth noting that the information contained in the French Broad 
River Report completed by Rachael Taylor of NC Growth in collaboration with Transylvania County Planning was helpful 
in this process. Also of note, the first steps will include outreach to key stakeholders, including Transylvania County 
Parks & Recreation. 

MARKET ING METR ICS

INSTAGRAM

15,675 
FOLLOWERS
as of December 2020

FACEBOOK

E-NEWSLET TERS EXPLOREBREVARD.COM

15,604 
FOLLOWERS
as of December 2020

15.5%
OVER PRIOR YEAR

UP 8.1%
OVER PRIOR YEAR

UP

UP UP

19,210 
SUBSCRIBERS
as of December 2020

1.8%
OVER PRIOR YEAR

4.4%
OVER PRIOR YEAR

34,584 
VISITORS
as of December 2020

www.explorebrevard.com/leave-it-better

