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Here’s an overview of our efforts throughout the year.
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Our campaign targeted adults 35+ throughout the state and in key drive markets 

Media employed included:  Top-line travel and lifestyle publications

       Key market newspaper travel sections

       Heavily trafficked websites

•

•
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Annual Media Plan

Publications

Southern Living (Carolina Living)

NC Travel Guide

Our State

AAA Carolinas Go Magazine

Carolina Alumni Review 

Tar Heel Monthly 

Carolina African American Heritage  

 & Visitors Guide

Charlotte Magazine

Preservation Magazine

Alamance Magazine

Online

Tripadvisor.com

Charlotte.com

VisitNC.com

Preservationnation.org 

AAA Carolinas Go Website

AAA Dynamic Deals

Google Ad Words



Consumer Ad To-Do List Spread Ad

Hotel Spread Ad Heritage Ad Holiday Full-Page Ad



In addition to our consumer campaign, we developed specific messaging  
to support programs throughout the county: 

 • The Touch Downtown campaign employed magazine advertising,  
    street banners, signage, radio and web to encourage fans to extend their  
    time in Chapel Hill to enjoy the wonderful dining, shopping and activities. 

 • UNC Meeting Planners received direct mail in advance of a sales blitz  
    urging them to consider the area for future meetings.

 Publications: Carolina Blitz, Meetings South, Association Executives of North Carolina  

 Resource Guide, Small Market Meetings, Meetings Mentor

 • Holiday activities took center stage in a separate newspaper campaign  
    for Hillsborough.

 Publications: Greensboro News & Record and N&O
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Promotional Support 



Consumer Ad Touch Down Town Logo

Hillsborough Holiday Ad



Meeting Planners Ad Meeting Planners Postcard



The website took on a more promotional look and feel with the addition of banner ads  
to support local venues, blog entries for hotels/dining and the arts, video links from the 
Chapel Hill museum and hotel promotions for meeting planners. Additional space on  
the homepage was devoted to descriptive intro copy and more current events and  
happenings in the county.
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Website Upgrades 



VisitChapelHill.org Home Page



VisitCarrboro.org Landing Page



We established social media sites on Facebook and Ning to reach out to communities  

of visitors, to develop shared experiences for potential visitors, and to increase the  

visibility of the visitor bureau’s site through links and data tags. Sites on YouTube  

and Flickr were also created for visitors to post video and photos of Orange County. 
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Social Media 



Ning Social Community Facebook Group

Flickr Site YouTube Channel



An advertising campaign, utilizing newspaper and web, will deliver a value-based  

message to summer travelers and include a sweepstakes offer.
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Upcoming Efforts 

Publications: 

Greensboro News & Record

Petersburg Progress

New Bern Sun Journal

Charlotte Observer

Wilmington Star-News

Asheville Citizen Times

Richmond Times-Dispatch  

Online: 

TripAdvisor.com

AAA Carolinas

Google Ad Words



The website won a gold Hermes creative award.

The two-page spread ad, “Every To Do List,” received a gold Destination Marketing 
Achievement award for best print ad – leisure. 

The meeting planners promotion won a gold Destinations Marketing Initiatives award.

The newly-designed website has generated on average over 8,600 visits and over  
33,000 page views each month. 

•

•

•

•
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Campaign Recognition



• Community Collaborations:  
 - Freedom Riders Marker

 - Touch Downtown Public Relations

 - Heritage Tourism Electronic Postcards

 - Historical Society Partner 

 - Downtown Partnership Board  

• Sales Programs   

• Campus outreach program:  Book Local

• New clients hosted for future meetings 

• Washington, D.C. sales firm retained for new bookings 

• National media stories secured 

• 50,000 Visitors Guides distributed 

• New 2009 Food Lover’s Guide to Chapel Hill/Orange County
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Other Highlights




