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“As Chair of the Transylvania County Tourism 
Development Authority Board of Directors, in 
cooperation with the hard-working members of our 
board and support team, I am honored to bring you 
an update on tourism in our county. It continues to 
be unusual times in tourism in Transylvania County. 
Despite the worldwide impact the ongoing pandemic 
has had on travel, we continue to experience more 
visitors than ever in our area. Our board continues 
to prioritize the safety of our community by adapting 
our messaging, sustainability efforts and marketing 
strategies to balance the excessive demand with 

protection of our resources and safe-travel guidance to visitors. Our traditional 
accommodation partners have started to see improvements in occupancy and 
rate trends, while the short-term rental properties experienced record-breaking 
levels. Our marketing partner Market Connections continues to be helpful in 
implementing the board’s desired strategies, and we are excited to continue to be 
good stewards of our resources and tourism in this wonderful community.”



HISTORIC METRICS
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O CC U PA N C Y  I N S I G H T S
In spring of 2020, the impact of the pandemic came on quickly and was felt dramatically by all 
industries, none more so than travel and tourism. Significant consumer fears over traveling along with 
travel restrictions in North Carolina combined to result in the lowest overnight visitation to our area 
in decades. Compared to the prior year, occupancy tax returns for March, April, and May of 2020 were 
51%, 13%, 81% respectively. 

In June, as restrictions were lifted and consumers felt more comfortable traveling, particularly to rural 
destinations with ample outdoor recreation opportunities, visitation was not just back up to normal 
levels, it was well above pre-pandemic figures. Throughout FY21, this trend continued with each 
month setting a new monthly record for occupancy tax returns.

The area that has seen the most growth has been the short-term rental (STR) market. In FY21, Airbnb 
returns increased by 144% over the prior year. Even if the low numbers from spring of FY20 are 
excluded, returns still more than doubled.

FY21 saw the addition of the Holiday Inn Express to our inventory of traditional accommodations 
(hotels, motels, inns, B&Bs), bringing that total number of rooms up to approximately 550. Based on 
information supplied by a contracted third-party, we can report that there are approximately 1,000 STR 
units in our market. Comparative data reflect approximately 900 STR each in Henderson and Jackson 
counties, 1,050 in Macon County, and approximately 1,300 in Haywood County.



F Y21 HIGHLIGHTS



M A R K E T I N G  P R I O R I T I E S &  TA C T I C S
The FY21 marketing budget was established during the height of the pandemic’s negative 
impact on tourism. This played out in two key ways as the marketing plan and budget were set. 
One, the budget was very conservative. At $378,000, it was 37% less than the FY20 budget. 
Two, the marketing plan was designed to be nimble and flexible. The pandemic created a never-
before-seen situation where all marketing and promotion was stopped and then slowly re-started 
months later. Certain types of promotion, like print advertising, were difficult to stop and start. 
Others, like digital advertising, were not.

The FY21 marketing plan was designed to continue to raise awareness of the Explore Brevard brand 
locally, regionally and nationally, while targeting regional and drivetime markets (150 - 200 mile 
radius) and encouraging responsible visitation to Transylvania County. Rebuilding occupancy and 
encouraging support of local businesses were key goals, especially as the TCTDA and the community 
weathered the pandemic. Efforts continued to focus on driving visitation to our destination when our 
tourism partners need it and we have capacity, which is midweek in the shoulder season (April, May, 
September, November) and seven days a week during the slower winter months (December - March).  
Converting day-trippers into overnight visitors, where our community sees far more of the positive 
financial impact of the visitor, continued to be a priority as well. Our goals were broadened to include 
messaging that urged responsible visitation and provided the latest possible travel information to 
visitors. This was accomplished through enhancements to our website, leveraging e-newsletters, 
weather triggers, and expanding digital and social media content.

Advertising monies were primarily utilized for digital, broadcast, and the return of billboard 
advertising, while a host of varied tactical promotions were implemented to catch the attention of 
differing demographics and interest levels. These additional tactics included limited print advertising, 
social media marketing, and web marketing, such as blogs and landing pages; a strong co-op and 
PR partnership with Visit NC; local co-op programs for tourism partners; and updated video and 
photographic resources to renew the Heart of Adventure campaign.

Market Connections and the TCTDA continued work with Media One, our digital advertising partner, 
to manage SEO and strengthen digital marketing primarily in the southeast, midwest, and northeast.  
Digital metrics showed significant increases in web traffic and the position of Brevard in searches, 
with a continued focus on growing the reputability ranking of the Explore Brevard website. Marketing 
tactics shifted more and more to digital advertising as we moved through the pandemic, allowing us to 
communicate the most up-to-date information regularly.

Early marketing efforts were bolstered by a Visit NC Recovery Marketing Credit Program of $61,000 
for certain co-operative opportunities and an Economic Development Partnership of North Carolina 
Grant of $10,000. Both were designed and awarded to help offset the various impacts of the 
pandemic and were used to market shoulder seasons, especially holidays and winter. By mid-year, 
our market was experiencing significant and consistent growth in occupancy revenue, so additional 
funds were directed to the marketing plan to secure media and reinvigorate marketing initiatives for 
the community.

Our marketing work also supported local promotion and public relations initiatives: 
spotlighting public lands and local partners and highlighting the efforts and programs of 
Transylvania Always, including the Be Waterfall Wise campaign, a new Leave It Better campaign, 
and the Clean-Up Crew initiative.  



M A R K E T I N G  &  A DV E RT I S I N G

P U B L I C R E L AT I O N S

Media Tour Highlights
The TCTDA hosted FAM tours and welcomed a number of groups:
• Jess Hoffert from Meredith Travel visited on a FAM tour as part of his research for the upcoming 

North Carolina Travel Guide. Two follow-up photoshoots took place in May 2021 for coverage in the 
upcoming guide.

Our FY21 marketing plan reached 80 million+ potential visitors through targeted print and digital 
advertising, television, display marketing, radio, social media, and special promotions. Print advertising 
in FY21 was more limited as the TCTDA transitioned to a fuller complement of digital advertising.

Public Relations continues to represent one of the best returns on investment for the TCTDA. Below are 
FY21 highlights for Familiarization (FAM) tours, which are designed for the media to learn about our 
destination, and a few top articles where Brevard/Transylvania County was featured. 

Because adventure is always in season.

250 Waterfalls. 100,000 acres of forest. Hundreds of miles of trails.  
Countless opportunities for a change of scenery. No matter what the 
season, think outside the ordinary and discover the extraordinary.

Order your free adventure guide and waterfall map today.

EXPLOREBREVARD.COM      800.648.4523

In FY21, television advertising ran in Atlanta, GA; Charlotte, NC; Raleigh, 
NC; and Nashville, TN. These included cable campaigns on numerous 
news, sports, lifestyle, and entertainment networks, plus CBS Sunday 
Morning in Charlotte, Raleigh, and Spartanburg/SC, and NCAA March 
Madness Basketball in Charlotte and Raleigh. Connected TV/Livestreaming 
occurred in top feeder markets, including Charlotte and Raleigh. Special 
radio messaging occurred in South Carolina with live DJ reads about 
Brevard weather targeting visitors for shoulder seasons and winter months.

Digital marketing included a range of integrated media tactics: paid search, digital retargeting, 
display and native advertising, and pre-roll. Additional digital marketing was launched through 
Romantic Asheville and Pink Bike and Singletrack, premier US mountain biking and cycling 
digital publications.

Print advertisements were included in AAA Go Magazine, American Airlines 
Departures, Blue Ridge Outdoors, Blue Ridge Parkway Directory, Our State, 
The Transylvania Times, The Laurel of Asheville, Visit NC Travel Guide, and 
WNC Magazine. 



E L EC T R O N I C &  D I G I TA L
INSTAGRAM ADVENTURE 
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• Southern Living, “Pisgah National Forest Is Western North 
Carolina’s Favorite Playground”

• The Washington Post, “6 Alternatives to America’s Most Popular 
National Parks” (Pisgah National Forest)

• Smithsonian Magazine, “15 Best Small Towns to Visit in 2021”
• Our State Magazine, Brevard/Transylvania County was 

highlighted in the March 2021 letter from the editor
• Travel + Leisure, “Top Mountain Resort Getaway” (The Greystone 

Inn) and “Top Adventure Destinations” (Pisgah National Forest)

• Ch8sing Waterfalls, a hiking group of Black women from Atlanta, visited Brevard/Transylvania 
County for a social media takeover on the TCTDA’s Instagram @ExploreBrevardNC.

• Radical Adventure Riders, a group of gender-inclusive and racially diverse bicycling and outdoor 
adventurers, was invited to be a part of the TCTDA’s spring 2021 photoshoot.

• Matador network filmed a family adventure in Brevard/Transylvania County on behalf of Visit NC, 
which was released in October 2020.

Print Highlights



COVID Messaging

A Travel Information landing page, created at the beginning of the pandemic, remained on 
ExploreBrevard.com through FY21. The page provided up-to-date information on statewide and local 
COVID mandates, as well as visitor information on the parks and forests. A pop-up on the homepage 
of our website provided key information and guided users to the Travel Information page for 
more details.

Our Explore Responsibly messaging was regularly updated to reflect current statewide and local 
mandates and educate visitors and locals on the conditions in the county and how to enjoy our area 
safely. The message was shared via multiple e-blasts, our social media channels, our website, as well 
as volunteers and staff at the Visitor Center. 



B R E VA R D / T R A N S Y LVA N I A  V I S I TO R  C E N T E R

The Visitor Center became the “headquarters of the White Squirrel Institute (WSI)” in 2020. The WSI 
aims to preserve and protect Brevard’s white squirrel population and other wildlife in Transylvania 
County.  In order to increase visibility and support for the WSI and to add one more layer of white 
squirrel-related value for destination marketing/promotion, the Visitor Center drafted an agreement 
with WSI to become the bricks and mortar presence for WSI. Thich increases visitor traffic and 
enhances the experience of visitors to the Visitor Center by showcasing one of our unique attractions. 

White Squirrel Institute

Fixit Bike Repair Station

A Fixit bike repair station was added to the list of amenities at our Visitor Center in June 2021. The 
brand new station features tools securely attached with stainless steel cables and tamper-proof 
fasteners, along with an Air Kit bike pump to keep tires topped off. The bike repair station was made 
possible by a collaboration among the TCTDA, Brevard/Transylvania Chamber of Commerce, Blue 
Ridge Bicycle Club, and the City of Brevard.

From July 1, 2020, to June 30, 2021, staff and volunteers at our Visitor Center supported tourism in the 
following ways:

WELCOMING
12,282 
GUESTS

BALANCING SAFETY
WITH VISITOR CENTER 

ACCESSIBILTY

DISTRIBUTING
57,716 

ADVENTURE GUIDES

The Visitor Center used a phased approach to increase visitor access while continuing the 
implementation of appropriate safety protocols for the protection of visitors, volunteers and staff.

• 10,000 shipped to visitor/welcome centers outside of our area
• 12,880 distributed to park/forest visitor centers and tourism businesses in Transylvania
• 13,900 shipped or delivered to visitor/welcome centers in surrounding counties
• 8,400 mailed to individuals upon request
• 5,816 sent via bulk mail to leads generated from ExploreBrevard.com website and other 

advertising placements
• 6,720 handed to individuals at the Visitor Center or TCTDA-staffed event booths



PA RT N E R  S E R V I C E S
The TCTDA provides several unique offerings for local tourism-related businesses and nonprofits, often 
leveraging our reach, buying power, and relationships to create affordable opportunities that may not 
otherwise exist for these organizations. Below is a list of FY21 offerings.

Print Co-op Marketing Opportunities
This popular campaign allows tourism partners the opportunity to participate in the TCTDA’s marketing 
efforts in a variety of high-profile publications.

Digital Display Ads on ExploreBrevard.com
The TCTDA offers digital display ads optimized for mobile and desktop on the 
Get Out Guide, Dining, and Accommodations pages. 

Retargeted Digital Display Ads through Media One
Retargeted digital ads drive traffic from other websites back to our partner’s 
websites through the use of “cookies,” a small piece of data stored by the web 
browser that remembers users who visited ExploreBrevard.com. 

NEW!

FAM (Familiarization) Tours
The TCTDA regularly hosts regional, national, and international media who travel to learn about our 
unique area. These visits have resulted in national magazine cover stories and inclusion in articles in 
major magazines. Local tourism partners may participate in FAM tours by providing accommodations, 
meals, or gift certificates. 

Sweepstakes 
Sweepstakes provide exposure to participating tourism partners on ExploreBrevard.com through 
a special sweepstakes landing page. Partners also gain exposure through e-newsletters, on social 
media, and in targeted print publications. 

Free Opportunities
ExploreBrevard.com Business Listings
ExploreBrevard.com includes comprehensive business listings for accommodations, places to 
eat and drink, and attractions at no cost to our tourism partners. 

ExploreBrevard.com Events Calendar
ExploreBrevard.com provides a free events calendar to all community marketing 
partners. Events posted on the calendar may also be included in additional 
marketing collateral.

Adventure Guide
Explore Brevard’s annual Adventure Guide, which includes a popular foldout waterfall 
map, publishes in early January and is typically distributed to more than 100,000 
travelers regionally, nationally, and internationally throughout the year.

NEW!



Pandemic-Related Support of Tourism Partners  
Beginning in March 2020, one of the TCTDA’s primary focuses was to support tourism partners as they 
dealt with the impact of the pandemic. The TCTDA partnered with Transylvania Economic Alliance, Blue 
Ridge Community College Small Business Center, the Heart of Brevard, and the Brevard/Transylvania 
Chamber of Commerce to create the Transylvania Business Support Task Force soon after the pandemic 
began impacting the local economy. Initial efforts of this task force included impact surveys, virtual 
Town Hall meetings, and provision of pandemic-related information and collateral. As we entered into 
the NC Phased Reopening Plan, industry-specific “huddle-ups” were provided for retail, restaurants, 
manufacturers, accommodations, and the arts community. 
 
The task force also created the Transylvania Tomorrow Small Business Emergency Relief Fund to 
provide much-needed assistance to small businesses during NC-mandated closures and reopening. 
The intent was to provide small but meaningful grants to help small businesses cover basic needs like 
rent, utilities, and other essential payments as revenues were dramatically reduced or non-existent. 
Over the initial ninety-day period, the program awarded a total of $166,500 to 93 small businesses 
throughout Transylvania County. Based on feedback from the business community, the decision was 
made to launch a second phase later in the year to support businesses as they entered the lean winter 
months with reduced savings from earlier in the year. The program awarded a total of $249,250 to 
111 small businesses throughout Transylvania County after the second phase of winter funding was 
completed. 

The TCTDA team helps our tourism partners in many ways, including hosting media. Whether 
it’s providing FAM tours of the county, setting up photoshoots, or spreading the word about the 
visit, our team is prepared to assist our partners. 

Media Support

Photo Resources
The TCTDA maintains an extensive database of photography for use in marketing Transylvania 
County. A selection of public use photos are available to tourism partners for approved 
purposes and can be found at ExploreBrevard.com/public-use-photos. For additional photo 
requests, email mj@ExploreBrevard.com.

Spotlight: E-newsletter Business Profile
Sponsored quarterly e-newsletters provide a unique opportunity for partners to highlight their 
business with the TCTDA’s targeted base of over 20,000 subscribers. 

NEW!



G R A N T S &  PA RT N E R S H I P  F U N D I N G
There are various ways the TCTDA accomplishes its strategic goals and objectives. Providing funding 
and other support to local tourism-related events and projects that are coordinated by dedicated and 
knowledgeable individuals/organizations can often make possible important efforts that the TCTDA 
could not engage in on their own and result in a high return on investment of the organization’s tax 
dollars. 

Partnership funding falls into three categories: the Tourism Grant Program, the Transylvania Always 
initiative, and Destination Infrastructure. Each path meets a different strategic objective. Events and 
projects funded through the Tourism Grant Program are designed to generate overnight visitation or 
add significant value to the visitor experience. The Transylvania Always mission is to be a leader in the 
effort to take care of Transylvania County’s natural resources in order to create a safe and enjoyable 
user experience and ensure that these assets are here for future generations.  So, projects in that 
realm either address the impact of users in our public lands or create safe and enjoyable use of those 
lands.  Projects funded through Destination Infrastructure must make a substantial impact on the 
tourism infrastructure of our destination. Some of the key areas of focus include cycling, the arts, 
downtown Brevard, entryways to our public lands, and outlying communities.

The Tourism Grant Program
• The French Broad Riverfest ($750)
• The Heritage Museum, Aluminum Tree and Ornament Museum (ATOM) ($1,500)
• The Bike Repair Station at the Visitor Center ($1,750) 
• Davidson River Outfitters fishing maps ($2,500)
• Brevard Rotary races ($3,000)
• The Community Focus Foundation, Sculpture Walk brochures ($3,000)
• The Heart of Brevard, Old Time Street Dances ($3,000)

Transylvania Always
• The Annual Upper French Broad River Clean-Up Day ($1,000) 
• An engineering evaluation of the Triple Falls Trail at DuPont State Recreational Forest ($2,500)
• Waterfalls of WNC photography book by Mike Moore ($2,800)
• Completion of the Stony Knob Trail in Pisgah National Forest ($3,000)
• Mountain Sun Litter Pick-Up event ($3,000)
• Sponsorship of the annual waterfall sweep by Waterfall Keepers of NC ($3,500)
• Transylvania County debris removal on the French Broad River ($10,000)
• French Broad River Strategic Master Plan, Conserving Carolina ($25,000)
• Black Mountain Trailhead in Pisgah National Forest expansion of parking and addition of kiosks ($30,000)

Destination Infrastructure
• Brevard LED Street Light Project ($3,000)
• Sponsorship of the Brevard Dog Park ($3,000)
• Jordan Street Crosswalk trout mural ($5,000)
• City of Brevard, Holiday/Winter lighting ($9,000)
• Downtown street planters ($10,000)
• Brevard Music Center, durable goods and support of the Parker Concert Hall Conference Center ($50,000)

Other partnership funding: $6,500 to Brevard Music Center for an array of sponsorship/advertising 
opportunities to encourage overnight visitation; $10,000 to Heart of Brevard for 2021 marketing and 
programming support.



T R A N S Y LVA N I A  A LW AYS
The TCTDA launched a sustainability campaign in 2017 named Transylvania Always (TA). Its mission is 
to be a leader in the effort to take care of Transylvania County’s natural resources in order to create a 
safe and enjoyable user experience and ensure that these assets are here for future generations. TA is 
fully funded by the TCTDA with efforts coordinated by a committee made up of TCTDA board members 
and staff, along with select outdoor recreation and public land experts/enthusiasts. One of the ways 
this committee is effective is by providing funding support to local partners to enable efforts that align 
with the TA mission (see prior page for details). The other key way is by initiating and coordinating 
campaigns or projects through TCTDA staff with committee oversight. These are highlighted below.

Transylvania Always coordinated the following projects in FY21:

“Leave It Better - Clean-up Crews”
“Leave It Better” was created to encourage users to take care 
of Transylvania County’s parks, forests, and waterways. To take 
it a step further, the “Clean-up Crew” program was launched 
in February 2021 to enable and incentivize local businesses, 
organizations, and individuals to host a clean-up in our public 
lands. The TCTDA provided volunteer crews with toolkits, a 
gift for each participant, and information needed to plan a 
safe clean-up event. The crew that collects the most bags of 
trash will be awarded a grand prize at the end of 2021. So 
far, sixteen crews have completed clean-ups in Transylvania 
County since February 2021. 

French Broad River Strategic Master Plan 
Providing $25,000 in funding, the TCTDA commissioned Conserving Carolina to create a Strategic 
Master Plan for the French Broad River Blueway in Transylvania County (“Blueway Plan”). The aim of 
the proposal is twofold: 1) to inventory and assess and 2) to create an action plan for recreational and 
educational enhancements to the French Broad River within Transylvania County. The plan is expected 
to be completed by December 2021. The intent is for this plan to guide the funding and advocacy work 
by the TCTDA to support the recreational use and protection of the French Broad River.

Be Waterfall Wise
An updated waterfall safety campaign was unveiled in May 2021 
ahead of the summer season. Safe Waterfall Selfies and Instagram 
Live interviews with public land managers were posted as part of the 
social media campaign. New posters were distributed throughout 
Transylvania County in English and in Spanish, and a press release 
was sent to local and regional media. A print ad and insertion ran in 
The Transylvania Times, and a native content feature was published in 
Blue Ridge Outdoors in June 2021. 

SylvanSport Clean-up Crew at Black 
Balsam Knob, 2021.

People die every year at waterfalls. Don’t become one of them. 
Please follow the safety tips below and share this important waterfall safety knowledge with others.

OBSERVE  all posted signs leading to waterfall area.

STAY on marked trails and observation areas.

DO NOT jump off waterfalls or dive into pools.

DO NOT climb on rocks above waist height.

DO NOT swim or wade upstream near a waterfall.

WATCH for slick rocks around waterfalls.

WATCH your children and pets at all times.

Visit waterfallsafety.com for more information.

COURTESY OF TRANSYLVANIA COUNTY TOURISM



L O O K I N G  F O R W A R D



LO O K I N G  F O R W A R D
Tourism continues to be an important part of the economy in Transylvania County. It brings more than 
$130 million into our community, enabling hundreds of local small businesses and employing almost 
1,000 individuals. A key role of the TCTDA is to support the tourism industry and those partners who 
do so much for our community. From numerous free opportunities and services to discounted co-
operative and advertising opportunities to the tourism marketing grant program to pandemic-relief 
funding through the Transylvania Tomorrow Small Business Emergency Relief Fund, our organization 
takes this role seriously and works hard to help others who are working hard in the Transylvania 
County tourism industry. This support has grown considerably over the years and will continue to be a 
focus moving forward.

Another key TCTDA role is to support our destination. This effort is accomplished primarily through 
the work of two TCTDA committees. The Transylvania Always Committee has been and continues to be 
instrumental in the preservation and sustainable recreational use of our special natural resources. 
The efforts of our Destination Infrastructure Committee have made an important impact on the 
elements that are a foundational part of what Transylvania County has to offer its visitors. On the 
horizon for both of these initiatives are exciting opportunities with a French Broad River Blueway, the 
development of the Ecusta Trail, addressing litter in our community, continued project support for our 
public lands, bike rack stations, a safe, effective, and attractive roundabout at the entrance to Pisgah 
National Forest, and so much more.

It is essential that tourism doesn’t just simply grow, but grows in a way that benefits our tourism 
partners and our community as a whole. Based on the increase in visitation over the past year, finding 
the right balance has become more important and more challenging than ever. The TCTDA Board of 
Directors pledges to focus on that balance as we shape the future of tourism in Transylvania County.


