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HAY THERE
Dear Haywood County TDA Board,

General George Patton reportedly once said “success is how high you  
bounce when you hit bottom.”

I don’t know if we hit bottom last spring, but it sure felt close. Even though the 
situation was difficult and the forecast uncertain, the TDA staff and your team 
at Crawford never stopped working to support this community. 

As we reported last fall, we took quick action to control expenses and adjust 
our messaging during the early days of the crisis. Then, just as quickly, we 
shifted our focus back to proactively, responsibly, and creatively marketing 
this special place. We chose to Embrace Unusual, not give in to it. 

Also, you may notice that our agency logo on this report is different. Not only 
did we help your community Embrace Unusual last fall, we did so ourselves. 
We refreshed our own brand around the concept of Be Courageous.

Because of the courage you and the TDA have shown this past year, our 
bounce back up from the bottom so far has been stronger and quicker than 
many other communities. In fact, overall O-Tax collections are up 27% YTD, 
with a truly impressive 50% YOY increase in the month of December. 

We appreciate the opportunity to be a part of your team. We look forward to 
a strong future together. 

Thank you,
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Heading into the new fiscal year, we were cautiously optimistic about the road to recovery—
or at least some economic stabilization. While the impact of the pandemic was strong and hit 
us quickly, the TDA and Crawford just as quickly recognized that Haywood County had some 
natural advantages during this unusual time. As a beautiful, uncrowded destination with 
wide-open spaces, a wealth of outdoor activities, and a variety of accommodation options, 
Haywood was exactly the type of getaway eager travelers were (and are) seeking.  

To leverage these advantages, we sought new, cost-effective programs geared toward 
outdoor-minded audiences. 

VisitNCSmokies signed on as the Destination Sponsor for Backpacker magazine’s Get 
Out More Tour. Locals Steve Yocom and Jordan Meeks took viewers on a virtual road 
trip, highlighting the beauty of the NC Smokies and other nationally recognized outdoor 
attractions. We received brand recognition in the 13-episode YouTube series, interviews 
with local experts, and top-tier placements in all digital program promotions. As an added 
value, we also negotiated participation in the Great Smoky Mountains National Park Program 
at no additional cost. This included a series of articles, boosted social posts, and digital 
promotions highlighting the entire county, alongside special features for Maggie Valley and 
Waynesville on MySmokyMountainPark.com.

In addition, we reactivated a modest amount of targeted paid digital advertising 
geared toward families and millennials within a 5- to 6-hour driving radius and resumed 
participation in cost-effective digital programs with VisitNC, BlueRidgeParkway.org, and 
RomanticAsheville.com. Of note, visitors to our website from these referral partners viewed 
more pages, bounced less, and spent more time on the site than overall referral traffic in 2019.

WEBSITE REFERRAL TRAFFIC

 » Bounce Rate decreased 7.5%

 » Avg. Session Duration increased 30.1%

 » Avg. Pages per Session increased 27.1%

O-TAX COLLECTIONS

20%

A CAREFUL 
ROAD TO RECOVERY
July 1, 2020 – August 31, 2020
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July to  
August



 Marketing Update and Forecast  76   Marketing Update and Forecast

 » 0.59% CTR

 » 560,597 impressions 
in December

 » 474,620 views in 30 days

 » 57.35% view rate

 » 966,027 impressions

 » 21% during prime time on 
channels like OWN, AMC, 
History Channel, and ESPN

O-TAX COLLECTIONSCOX CONNECTED TV

While the flexibility and appeal of summer travel aligned well with many people’s desire  
to get out of their houses, we knew we needed a creative approach to keep our recovery  

momentum going with the school year and winter shoulder season ahead. With  a large  
percentage of schools and offices remaining remote, there was a new breed of traveler at 

hand. While the classroom and office were no longer destinations, Haywood County could be. 

With that, the idea of Embrace Unusual was born in mid-summer and brought to life in 
early fall. We sought to inspire prospective travelers and encourage them to “take life by 

the antlers”—to embrace the unusual nature of the times and make the most of it.  
After all, the NC Smokies is the ideal location for a temporary home office or classroom.

In September, we launched a multichannel digital campaign targeted at families, couples, 
and individuals working and learning remotely. Concurrently, VisitNC launched a new state 
initiative to support tourism destinations impacted by COVID-19. We immediately jumped 

on the opportunity, evaluating all available options, and submitted our application as quickly 
as possible. Better yet, Embrace Unusual caught the state’s attention and we landed the 

maximum available grant potential: $100,000.

Through the grant allocation, we secured 12 different placements to run from October 
to December, all used to support winter visitation. This included print placements in 

Southern Living and Outside magazines, along with nontraditional placements through 
Cox Connected TV, AccuWeather, Travel-Focused Mobile Media Attribution, and YouTube’s 

TrueView Program, among others. 

Embrace Unusual also garnered interest from regional publications  
like The Mountaineer and national industry publication, Travel Weekly.

CREATING OPPORTUNITY 
FROM UNUSUAL T IMES
September 1, 2020 – January 31, 2021

30% Sept.  
to Dec.
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As we look ahead to spring and summer, and the increasing nationwide rollout of the COVID-19 
vaccine, Haywood County’s natural advantages are once again ready to bloom. At the same 

time, we can expect fierce competition for travelers. 

Since mid-March 2020, Longwoods International has conducted a regular nationwide Traveler 
Sentiment Study. The latest installment, Wave 30, showed the largest single increase in the 

number of people who have travel plans in the next six months. During the week of February 3, 
81% of respondents indicated they have travel plans. In the previous survey, during the week of 

January 20, that number was 65%. During the week of December 16, that number was 57%.

Forecasts suggest that mass vaccinations will continue throughout this year, and as many 
people continue to adopt a more remote mentality, it is time to evolve our strategy once more, 

encouraging traveler visitation through activity-based marketing for the warmer months. While 
continuing to build on the fresh brand mantra, Embrace Unusual, we’ll call travelers to take to the 

mountains to drop a line, take a swim, and explore the great outdoors. 

A fresh take on existing assets—lighthearted headlines paired with compelling calls to action 
and inviting imagery—will highlight just what many tired, cooped-up people need to refresh as 
winter begins to thaw. While we’ll continue to leverage digital advertising to retain flexibility in 

the ever-shifting environment, we may also reintroduce a modest amount of print or outdoor 
for additional support. 

We also continue to refresh our strongest asset, VisitNCSmokies.com. Most recently, we 
integrated clickable homepage banners, applied new applications for Crowdriff, continued 
fresh blog content development, and built new town pages for Canton and Lake Junaluska. 

Last, but certainly not least, we plan to continue the production of seasonal Embrace Unusual 
videos. Of which, our winter series won a Gold AVA Award for Digital Marketing and Advertising.

A LOOK AHEAD
February 1, 2021 – June 30, 2021

Longwoods International: 
Travelers with plans to travel within 6 months

57%
65%

81%
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0%

50%

100%

January ‘21 February ‘21



Grab li fe by 
the antlers

WE TAKE OUR HAYWOOD WORK VERY SERIOUSLY. 
OURSELVES . . . NOT SO MUCH.













































2020 MID-YEAR
VISIT NC SMOKIES

RECAP



QUICK ACTION IN A GLOBAL PANDEMIC
As we rolled into 2020, we were prepping for a strong spring and summer. Then came the COVID-
19 pandemic, quarantines, masks, and shelter in place. Of course, travel was hit first and hit hard. 
We acted quickly to readjust. 

As travelers settled into quarantine, we turned our attention to organic messaging. We added an 
alert bar on the website homepage linking to COVID–19 resources. We refreshed social content 
calendars, slowing our posting frequency, and focusing content on nature, memories, and fun facts.

We transformed our digital channels into a virtual destination, offering followers a sense of escape 
and keeping the NC Smokies top of mind until it was time to return.

With so much unpredictability in the world and an overload of messages, the TDA wanted 
to offer a sense of familiarity and a lighthearted escape from the chaos. In May, we 
reentered the market with recovery-minded “Pickup Line” messaging featuring iconic 
vistas, local wildlife, and outdoor activities situated in wide-open spaces. 

The campaign kicked off with local print placements during Tourism Week and a direct 
mail postcard to the existing Haywood TDA database. Digital display, paid search, and 
paid social ads were targeted at prospective visitors in select drive markets. We started 
with those one to two hours away as well as intercept targeting of people seeking day 
trips. We then cautiously widened our geographic targeting to drive markets three to four 
hours away as the phases of opening and traveler interest progressed.

CAUTIOUSLY REEMERGING FROM CRISIS



In response to the increasing number of new visitors to our mountain towns and 
trails. The campaign includes a free orange safety whistle with branded breakaway 
lanyard and a safety tips card. All items are available at the Visitors Center (1110 
Soco Road) in Maggie Valley.

The HCTDA launched the “NC Smokies Hiking Safety Tips”



Re-Designed Mountain 
Heritage 

Trout Map



NEW CAMPAIGN





VISIT NC RECOVERY MARKETING GRANT
$100,000 was granted to the HCTDA to be spent within VisitNC Co-op Advertising from October – December 2020

Southern Living ¼ Page Ad
• December

Outside Magazine ¼ Page Ad
• December

Instagram through VisitNC
• November

VisitNC.com Native Advertising
• October, November & December

Youtube : Video & Digital Display Ads
• November & December

Travel Focused Mobile Ads
• December

Accuweather Digital Display Ads
• December

Cox Media OTT Video Ads
• October, November & December

https://3.basecamp.com/4390171/buckets/18712471/vaults/3231348438


EDPNC TOURISM RECOVERY GRANT

In order to qualify, the HCTDA had to show losses in their promotional budgets for 2020 versus 
2019. The grant was to cover COVID-19 related expenses that had not been budgeted.

Qualifying uses are only for promotion (advertising and marketing) efforts to promote tourism 
as the state continues to reopen. 

Examples of promotions covered:
Postcard Mailer: Social & Google Ads: 

The HCTDA was awarded $21,500. 



DEER PARK BRAND GRANT
The HCTDA in conjunction with the Haywood Waterways Association was 
awarded $2,500. 

As a Blue Ridge Parkway Association member, the HCTDA submitted a 
grant application for the Haywood Waterways Association. The project 
had to support protection, preservation and sustainability to help minimize 
the environmental impact of our visitors.

Project:
The HCTDA will work with the Haywood Waterways Association to 
implement two water conservation and sustainability measures in the 
Pigeon River Watershed of Haywood County.

We will use $2,000 to purchase native trees and shrubs suitable for 
streamside habitats, along with soil and mulch. The remaining funds 
($500) will be used for printing coasters with the title “Love Your 
Watershed”



Wayfinding Signs
HCTDA in partnership with each town funded 23 wayfinding signs 
throughout Haywood County.



HCTDA Grants 2020-2021

3%
Haywood Co. Greenway Planning Study - $30,000

1%
Clyde 28721
Visit Clyde Brochure- $7,500

1%
Canton 28716
Lake Logan Outdoor Space Enhancements - $5,000

1%
Lake Junaluska 28745
Lake Junaluska Seasonal advertising- $22,000
Discover Magazine 2021 - $4,000
Total = $26,000



HCTDA Grants 2020-2021

1%
Waynesville 28785/86
Destination Marketing - $99,020
Portable Stage (Smoky Mtn Event Center) - $10,000
Event Space Enhancement (Shelton House) - $25,150
2021 Farmers Market Marketing - $3,000
Frog Level Improvements - $5,600
DWA Street Dance - $1,000
Night Before Christmas - $1,500
Total = $145,270

1%
Maggie Valley 28751
Winter Days Decorations - $3,430
Maggie Valley Fall Days - $10,000
WNC Jeepfest 20- $3,500
WNC Jeepfest 21- $6,060
Destination Marketing - $114,000
Total = $136,990



Every year the HCTDA staff has a
chance to pitch ideas to be featured in
the North Carolina Visitor Guide. Ten
Acre Garden in Canton made the cover
of the mountain version of the 2021
travel guide.



2021
Visitor Guide


