
SPRING INTO TOURISM 
2012 



Agenda 
 Introductions 

 Budget 

 Marketing & Advertising 

 Public Relations 

 Visitor Relations 

 Event Promotions 

 Other Promotions 

 Hurricane Preparedness 





Tourism Development Authority 

• John Rorer, Chairman                      

• Marion Gilbert, Vice-
Chairman 

• Vance Aydlett 

• Owen Etheridge 
  
 

 

 

 

• Paul Martin 

• Paul O’Neal 

• Butch Petrey 

• Diane Nordstrom, Ex-officio 
 

 

 

 



Tourism Advisory Board 

• Don Cheek, Chairman                          
 - Corolla Light Resort 

• Leslie Daughtry 
       - Sun Realty 

• Jeff  Nelson 
         - Grimm’s Sandwich Shack 

• Ted Jagucki 
 - Giant Slice Pizza 

• Dan Scanlon, County Manager 

 - Ex-officio 

 

 

 

 

• Paul Robinson, Vice-Chairman                         
 - Currituck BBQ 

• Lori London 
        - Gateway Realty 

• Petrina Ramey 
       - Twiddy & Company 

• Paul O’Neal, Commissioner 
         - TDA Appointee 

• Diane Nordstrom, Director 
         - Ex-officio 
 
 
 

 



Tourism Department Staff 

• Diane Nordstrom                          
 - Director 

• Stuart Chamberlain 
       - E-Marketing & Web Development 

• John Wiltgen 
         - Marketing Specialist 

• Michele Ellis 
 - Public Relations 

 

 

 

 

• Clayton Howard                          
 - Promotions & Events 

• Leeann Walton                          
 - Manager of Visitor Centers 

• Nancy Garris 
        - Supervisor of Corolla Visitor Center 

• Judy Vassar 
       - Visitor Relations, Buy Local Coordinator 

 

 



Occupancy Tax- Fiscal Year 

Year Total 

2009-2010 $8,667,380 

2010-2011 $9,421,232 

2011-2012 
(through Dec. 2011) 

$9,132,457 

Fiscal year runs from July1- June30 



Occupancy Percentages 

Month 2010 2011 % 
Increase/Decrease 

July $1,642,383 $1,786,983 +9% 
August $ 3,088,155 $ 3,458,865 +12% 

September $ 2,710,515 $ 2,561,371 -6 %(IRENE) 
October $ 774,313 $ 905,855 +12 % 

November $ 277,722 $ 303,091 +9% 
December $ 109,809 $ 116,292 +6% 



Sales Tax Totals- Fiscal Year 

Year Total 

2009-2010 $5,976,881 

2010-2011 $6,897,020 

2011-2012 
(through Jan. 2012) 

$5,409,541 

Fiscal year runs from July1- June30 



Sales Tax In Season 
    Tax Collections for June-September 

 

           2010                    vs.                    2011 

      $3,891,485                                  $4,177,050 

 
 
 
 
 



BUDGET 



Budget Comparison 

2011 – 2012 2012 - 2013 
$3,249,000 

 
$3,300,000 



2012-2013 Proposed Budget 

     
 

71%

16%
13%

Advertising & Promotions Operations Personnel



State of  NC Advertising Budget 

2011 
66% 
Print 

31% 
Digital 

2012 
41% 
Print 

59% 
Digital 



Budget Plans 

• Shift more print advertising funds to online 
advertising (mobile site, social networks, etc.) 

• Increase shoulder season promotions 
• Increase TV advertising in key markets/online 
• Continue cooperative efforts Outer Banks 

Visitors Bureau, Currituck Chamber of  
Commerce and Currituck Economic 
Development Department 

• Continue to conduct research 
 



MARKETING & 
ADVERTISING 











Internet Marketing for Currituck County 

 A progressive Internet program 5 years running 
 Mobile Advertisements 

 Display Advertisements 

 Facebook Promotions, Fan Building 

 Re-marketing 

 YouTube® Pre-Roll 

Search   
 Display (8000)   

Mobile 
Remarketing   

Fan Building 
Video Ads 
Sampling 

Sponsored 
Pre-Roll 

Companion Ads 

Mobile Aps - Ads 

Over 246 million Ad Impressions 







Room to Grow 



How to Reach the Customer 



New Display Ads 



Improved Landing Pages 



Website Redesign – April 2012 

 







Mobile Website 





Change in time spent per marketing medium from 2008 to 2010 

Online’s marketing impact 





Online Marketing Plans 2012/2013 

 Mobile Ads 
 Google mobile ad platform 

 Mobile ads on national/regional  

websites 

 More Video Ads/Rich Media Ads 
 YouTube has been very successful 

 Video Pre-roll, companion and overlay ads 

 Sponsored Video on YouTube 

 



Online Marketing cont. 

• Shift more money into Google PPC/Ad Network 

• Stick with proven sites for “traditional” online 
ads 
– Weather Underground 

– VisitNC 

• More Regional News Websites  
– Wavy 

– WRAL (Raleigh) 

– Comcast.net Affiliates (PA, NY, NOVA, MD, DC) 

 

 



Print Advertising 

• AARP 

• Coastal Living 

• Southern Living 

• Women’s Day 

• Golf  Magazine 

• The Knot 

• VOW Bride 



2012/2013 Co-op Program 

 Coming Soon! 

 National Print Opportunities 

 NEW – Online Co-ops 

 Giveaway Co-ops 



OBXGiveaway.com 



Google + Currituck = Awesome 

 Dedicated Account Team 

 Access to inside information 

 Invitations for beta programs 



Case Study 

Google Television Advertising 
in Tourism Marketing 



Google TV Ads in  2011 

 Google buys bulk TV ad space then  
bids it out to advertisers 

 Monitored through cable box so you know TV is 
on and on channel (only pay when ad is viewed 
>5 seconds) 

 You bid on available Ad spots in over  
100 cable networks, 1.5 billion impressions 
weekly 

 Has a reach of 35 million homes 

 Uses analytics tools so you can monitor and 
change campaign in hours of ad 

 In use by over 25 leading U.S. destinations 

 
 



Examples of  TV Networks we selected 



Google TV Ad results 

 Established tracking domain 
(www.cometoourbeach.tv) and phone 
number, linked to analytics and Adwords 
account 

 Reached New, interested tourists outside 
of our geography (income, age, sex, 
interests, marital status, children and 
other household attributes) 

 Increased engagement rates from 
standard Pay Per Click Campaigns 
(showed relationship of TV and Online 
tourism research) such as a 
10% “bounce rate” vs. 40% 

 

Watched Ad Impressions 

68 Million 
Cost Per Thousand (CPM) 

$1.79  
Attributed Conversions 

4600 

http://www.cometoourbeach.tv/�


PUBLIC  
RELATIONS 



Media Highlights 

 Our State  
 Miami Herald 
 Virginia Pilot 
 Golf Styles 
 World Golf 
 Hampton Roads Magazine  
 The Montrealer-Canadian 

publication 
 

Water Ways 
By Marion Blackburn 
Photography by The Outer Banks Center for Wildlife 
Education 
If you wanted to fish or duck hunt in Currituck County and 
its namesake sound, you needed to know the man who 
knew the water. For visitors a long way from home, that 
man was Frank Carter, a beloved, trusted sporting guide 
for almost 50 years. 
Standing on the bank’s edge at Waterlily, looking beyond 
the stubby pilings left by a washed-away pier, you see the 
historic Currituck Beach Lighthouse across the sound. If 
you time it right, you catch crabbers coming in with the 
day’s haul, just as they have for half a century. 
Lying so far east and north that even today it’s only 
sparsely populated, the land around the Currituck Sound 
was once the exclusive hunting and fishing grounds for 
visitors who came from Asheville; Baltimore, Maryland; 
and New York to enjoy its abundant wildlife and brag-
worthy catches.  







Travel Shows 
 
 OBX Wedding Show 
 Philadelphia Inquirer Travel Show 
 Uniquely Yours Bridal Showcase- 

Norfolk, VA 
 AAA Great Vacations Expo-Columbus, 

OH 
 My Time Woman’s Show- Newport  

News, VA 
 2012 Alleghany Sport/Travel Show-

Pittsburgh, PA 
 Vow Bride Bridal Showcase- Virginia 

Beach, VA 
 Travel & Adventure Expo- Washington, 

DC 
 





Lead Total from Travel Shows 

 



Vacation Giveaways 



VISITOR  
RELATIONS 



Total on all Distributed Brochures 



Information Centers-Foot Traffic 

Currituck County Welcome Center  
2011 - 48,394 visitors 

Currituck Outer Banks Visitor’s Center  
2011 - 36,091 visitors  

(Corolla office closed through mid April 2011) 

Calendar year totals 



TOLL RATES 
$2.00 to $3.00 Weekdays 

$2.00 to $6.00 Peak Weekends 
(12:01 a.m. on Saturday through 

12:00 midnight Sunday  
 



Chesapeake Expressway 



Corolla- New Sign! 



Renovations Continue…  
Merchandise Sales to Begin 2012 



EVENT  
PROMOTIONS 



Promotions and Events Coordinator 

 Marketing Assistance 

 Free/Paid Advertising 

 Promotion of Local Events 

 

 

 



Currituck Events 



OTHER  
PROMOTIONS 



Currituck MORE Card 



Buy Local Campaign  







AWARDS 



2011 Awards – Destination Marketing 
Association of  North Carolina 
 Best Marketing Initiative / Internet Campaign 

– Gold Award 

 Best Print Advertising / Weddings – Platinum 
Award 

 Best Niche Marketing Initiative / Wedding 
Planner – Platinum Award 

 



QUESTIONS? 



Currituck County 
Emergency Operations 

Center 
Re-entry Overview 



Our Goals 

 Life safety and property preservation. 

 Return residents to their homes. 

 Get businesses open 



Re-entry Process 

 Conduct initial damage assessments 

 Determine re-entry  
 Critical Needs Passes 

 Priority 2 Business Passes/Residents 

 Property Owners/Non-Critical Businesses 

 General Public 

 Execute Re-entry Plan 

 



Plan 

 Your business should have an emergency plan 
that covers: 
 Who reports back to work. 

 How they get their re-entry pass. 

 When to evacuate. 

 Communication after an evacuation and before 
the re-entry. 
 Staff 

 Customers 

 



Prepare 

 Is your emergency plan up to date? 
 Do you have re-entry passes? (Do you know 

where they are?) 
 Do you know what resources the county 

offers to keep you informed? 
 Website (County Government & Tourism) 
 Emails 
 Twitter 

 Are you personally prepared? 
 



Practice 

 Suggestions: 
 At least once a year practice your plan.  

 Have a small exercise to make sure your plan works 
the way it should. 

 Send your plan to Emergency Management for 
review. 

 Compare plans with each other. 

 



Questions 

Currituck County Emergency Mgmt 

252-232-2115 

Mary.Newns@CurrituckCountyNC.gov 

Rebecca.Christenbury@CurrituckCountyNC.gov  

 

mailto:Mary.Newns@CurrituckCountyNC.gov�
mailto:Rebecca.Christenbury@CurrituckCountyNC.gov�
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