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Explore Asheville Partner Salon |
. “Packaging Matchmaker”



’% UPCOMING EVENT}”

Explore Asheville Annual Holiday Party

Wednesday, December 8 | 4:.30 — 6:30 PM
at the Center of Craft



ExploreAsheville.com
PACKAGES & DEALS PAGES

e /1K total sessions (2019)
6.7 MILLION  Most visited: Biltmore

USER SESSIONS ON packages, hotel deals and

414 281 133171 attraction coupons

FOLLOWERS E-NEWS SUBSCRIBERS
ON SOCIAL OPEN RATE



Packages & Deals: What’s the Difference?

Package Deal

Requires the inclusion of an Can be crafted by individual
overnight stay with an businesses and does not
accommodation partner in require that an overnight stay

Buncombe County. be included.



PRO TIP:

ROl #
Number of

coupons
redeemed

ROI =
Increased
exposurel!




Director of Communications

Explore Asheville
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COMMUNICAONS

Share your news: news@ExploreAsheville.com



Media Relations: AT-A-GLANCE

9.1 Billion

Targeted
press outreach
per year
(average)




14,

The right EDITORIAL COVERAGE
can be MORE VALUABLE than
package bookings.



FRESH CONTENT & FRESH NEWS: Always have an answer
to “what’s new?” (Even when you don’t have something new.)
EVERYONE LOVES A DEAL: Press often add “deals” and
“Insider tips” to stories

INCREASED EXPOSURE: Explore Asheville channels (and
beyond)

SEO: Press/article links from your packages increase
searchability online

CROSS PROMOTION: Leverage the audience, clout and news
value of your fellow package partners to amplify reach

AN OUTLET FOR YOUR STORY: Well crafted packages can
highlight your story, values, expertise, community connections
and the key features of your business

CONNECT TO A TREND OR MAJOR NEWS STORY: As long
as it is authentic to your business, there is no shame in riding
coattails



2022 Travel Trends

Travel as self-care « wellness travel

Unplugged travel « healthy work-life balance

Recapturing the “first-time” travel feels ¢ focus on the journey
Community first « emphasis on local « iIndependent experiences
New faces and new places ¢ help travelers get social again!

Just say “yes” ¢ spontaneity ¢ wildcard factor  adventurous choices
and open to something completely new

Sustainable travel « a top priority for 57% of travelers
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Deliver Balanced Recovery &
Sustainable Growth

Balance resident and visitor needs, recognizing the
necessary role that sustainable, long-term growth of travel
has in achieving a healthy, collective economy.

Focus on the quality of each visit to our community —
balancing growth across the seasons, business and leisure
travel, and throughout Asheville and Buncombe County.

Encourage Safe &
Responsible Travel

Engage residents and visitors with shared values
to care for and respect natural, cultural and human
resources vital in delivering quality guest experiences.

Collaborate with community organizations, local businesses
and environmentally focused partners to support the
sustainability and growth of our outdoor economy.

Engage & Invite
More Diverse Audiences

Extend a genuine invitation to Black travelers and other diverse
audiences including LGBTQ visitors — connecting them with local
neighborhoods, businesses and entrepreneurs — creating more
opportunities for all to win.

Support product development, place making and community
connections, enabling new experiences and business opportunities
throughout our community.

Promote & Support Asheville’s
Creative Spirit

Share stories of creators and makers who help differentiate our
destination through food and drink, visual and performing arts,
experiences and more.

Support product development, place making and community
connections, enabling new experiences and business opportunities

throughout our community.



STAND OUT: Use a catchy creative title (but don’'t go too far—consider
keywords that will make your audience click the link).

TIMING & PLANNING: Give your promotional partners plenty of lead time via
news@exploreasheville.com

WORK SMARTER: Keep your good packages going! Longer running packages
have more opportunities for media pick-up.

MAKE IT SPECIAL: Consider immersive elements and special touches pull
through your theme in a thoughtful way.

ANSWER TWO IMPORTANT QUESTIONS IN YOUR COPY AND MEDIA
OUTREACH: Why this? Why now?



mailto:news@exploreasheville.com

EQUATION FOR NEWSWORTHY PACKAGES:
SOMETHING “NEW” AUTHENTIC ALIGNMENT  THE UNEXPECTED NEWS PEG




e Tied to a newsworthy event

« Unique local experience

 Bundled up some added-value
(e.qg., attraction tickets)

o Perfect “Pillar Four” alignment:
Promote & Support Asheville’s
Creative Spirit

TIPS: Repurpose for longer shelf
life; select a compelling photo and
spend time adding descriptive copy.
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News@EXxploreAsheville.com

WHAT TO SHARE:
Your news

Pitches
Background info
New experiences

TIP:

We love press releases, but
Informal and behind-the-
scenes insight is often just as
useful



mailto:News@ExploreAsheville.com

Community Engagement Ambassador
Explore Asheville




ExploreAsheville.com/Partners

Navigate to Collateral > Special Offers > Add Offer

A full how-to guide can be found on:
AshevilleCVB.com/extranet-instructions-support/




The Title and image are the
first things people see.

The offer must be posted
on your own website.

Each offer can be
posted for 3 months at a
time. If your offer runs
for longer than 3
months, submit it
separately.



Great description
and image that
entices you and

makes you want to
joinin.




I’ Too Small!







Accommodations
Included?

Collaboration
with other
partners?




AshevilleCVB.com

e How-To Guides & Videos
e Schedule a One-on-One
Meeting

Email PartnerSupport@ExploreAsheville.com



COMMUNITY ENGAGEMENT TEAM

Pat Kappes Charlie Reed Hannah Dosa
Vice President of Community ENGaoement CoMMUNIYy ENGagEMENT
CommumMy ENGagEMENt Ambassador Project Coordinator

PartnerSupport@ExploreAsheville.com



Questions?



Matchmaker Time!

. Get to know your tourism community



Introduce yourselves!
Who you are and what you do.



Have you offered a Package or Deal
In the past?

What has worked well for you?



Did you offer it on ExploreAsheville.com? What was your
experience like creating the package through the extranet?

Do you have feedback or tips to share with our team or your
fellow colleagues?



Do you have a specific offering that would be ideal to
offer as part of a package?

What other partners are you In need of to
make that happen?



What are some next steps to take to
continue collaborating?

Have you secured contact with each other?



Once you create your package, what
are you going to do with it?

e Post it on your website
o Post it on ExploreAsheville.com via the extranet
« Share with News@EXxploreAsheville.com



Thank you for coming!

PARTNER RESOURCES:
AshevilleCVB.com

STAY IN TOUCH:
News@EXxploreAsheville.com

FIND SUPPORT:

PartnerSupport@ExploreAsheville.com



mailto:News@ExploreAsheville.com
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