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Marketing Updates



Shop & Dine Pass 
Poster

40+ posters printed and distributed 
to all participating businesses and 
the welcome center



Shop & Dine Pass 
Rack Card

 Front

Back ➔

500 rack cards printed and 
distributed to consumers via local 
shops, restaurants, hotels and the 
welcome center



Grant funding used for a $1300 paid Google PPC + 
retargeting Campaign earned-

Impressions:

780,512
Average CPC Clicks

$0.15 7,431

Grant funding used for a $1000 
paid Facebook placement 
earned-

Impressions:

139,087
Reach

50,176

Clicks

3,852

Source: Google Adwords, 12.01 to 12.31.2020

Paid Media Results



In the 5 weeks the pass was 
live (during the grant 
timeframe) 

Pageviews:

13,490

Average Time on Page

3:05

Pass Landing Page:
https://visitelizabethcity.com/OurE-City/shop-dine-pass

Source: Google Analytics, 11.23 to 12.31.2020

https://visitelizabethcity.com/OurE-City/shop-dine-pass


Shop & Dine Pass
5 week results



Public Relations Recap

Presented January  2021



INTRODUCTIONS: YOUR PUBLIC RELATIONS TEAMOVERVIEW

Over the last three months MMGY NJF has worked to promote interest in travel to Elizabeth City, North Carolina and generate awareness for 

the destination through a media relations campaign. By creating a proactive and robust media relations engine and creative programming, 

MMGY NJF garnered coverage in targeted national and regional publications and helped to improve business relationships with local 

partners. The campaign consisted of:

“Calling All Elizabeths” Promotion:  To make national headlines and bring attention to Visit Elizabeth City, MMGY NJF worked with partners 

to create a quirky package that celebrated Elizabeths everywhere. The promotion included exclusive discounts to travelers named Elizabeth 

that were redeemable at local bars, restaurants, accommodations and attractions. A press release announcing the package was distributed to 

national and regional outlets. 

“Cozy Up with Elizabeth City” Media Mailer: MMGY NJF curated a charming assortment of unique gifts and winter essentials that were 

locally sourced, including coffee, baked goods, a scented candle and more that together told the story of Elizabeth City. The mailers were 

sent to 11 regional and national journalists (freelancers and on-staff) to excite them about the destination and invite them to visit.

News Bureau: We developed at least two pitches per month that helped to align Elizabeth City with major trends in travel, current events 

and holidays. The destination was featured in pitches themed around charming small towns of America, cities with must-see art, National 

Wright Brothers Day, domestic haunted hotels and destinations, and towns full of Christmas cheer.  



INTRODUCTIONS: YOUR PUBLIC RELATIONS TEAMCALLING ALL ELIZABETHS

15
Media 

Placements

313,216,106
Impressions



INTRODUCTIONS: YOUR PUBLIC RELATIONS TEAMNEWS BUREAU

4
Media 

Placements

118,663,154
Impressions



COZY UP TO ELIZABETH CITY

11
Media Mailers

27,113
Instagram 

Impressions



RESULTS

431,879,000 media 
impressions

27,113 social media 
impressions

Over $8.5 MILLION

Advertising Equivalency

19 Media Placements



THANK YOU



CoastGuardRun.com – Launched 01/21/2021



RunSignUp.com/Race/NC/ElizabethCity/CoastGuardHalf – Launched 01/21/2021



Presenting Sponsor: $22,500

Contributing Sponsor: $1,000



Early-bird bonus
Free water bottle for first 500 registrants!

Registration Package

https://runsignup.com/Race/NC/ElizabethCity/CoastGuardHalf
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Social Media

https://www.facebook.com/CoastGuardRun

https://www.instagram.com/coastguardrun/



Registrations in 45 States & counting 

Registration Heat Map
01.27.2021



COVID-19 & 
the State of the Travel Industry



“Weekly Coronavirus Impact on Travel Expenditures in the US”. US Travel Association. July 16, 2020. 

In 2020, the travel sector lost $492 billion compared to the prior 
year – an unprecedented 42% annual decline. 2020 ended on an 
upbeat note, with the travel economy measuring just 27% below 
last year’s levels in the final week of the year 



Feb       March         April       May        June       July         Aug       Sept        Oct        Nov       Dec



Jan        Feb        March         April        May         June       July        Aug       Sept            Oct         Nov Dec



EC 
Region

Actuals

EC 
Region

YOY 
Comparison

Golds-
boro

Actuals

Golds-
boro
YOY 

Comparison

Beaufort 
County

Actuals

Beaufort 
County

YOY 
Comparison

New 
Bern

Actuals

New 
Bern
YOY 

Comparison

Middle 
OBX

Actuals

Middle 
OBX
YOY 

Comparison

Suffolk, 
VA

Actuals

Suffolk, 
VA

YOY 
Comparison

NC –
Entire 
State
YOY 

Comparison

NC –
Northeast 

Region
YOY 

Comparison

Month To Date – December, 2020

Occupancy 51.1% +7.2% 
from     
Dec’19

36.9% -17.0% 30.2% -14.1% 46.8% -19.3% 26.9% -9.4% 43.9% -4.0%

ADR $74.12 -9.9% $79.29 -6.6% $65.85 -11.4% $91.23 -7.1% $99.11 5.4% $75.44 -7.5%

RevPAR $37.84 -3.4% $29.23 -22.5% $19.90 -23.9% $42.67 -25.0% $26.65 -4.5% $33.09 -11.2%

Year to Date – December 2020

Occupancy 50.6% -17.9% 49.3% -18.2% 33.7% -35.1% 59.2% -22.9% 49.5% -16.7% 50.2% -19.9%

ADR $84.45 -7.7% $82.44 -6.6% $72.61 -6.4% $97.05 -13.8% $180.03 4.6% $81.49 -11.5%

RevPAR $42.70 -24.2% $40.64 -23.6% $24.45 -39.2% $57.43 -33.6% $89.19 -12.9% $40.87 -29.1%

EC Region includes: 7 out of 7 properties; total rooms: 541/541

Goldsboro includes: 10 out of 15 properties; total rooms: 915/1127

Beaufort County includes:  6 out of 9 properties; total rooms: 413/548

2020 Smith Travel Research Report Measures

Northeast Region includes: Beaufort, Bertie, Camden, Chowan, Currituck, Dare, Edgecombe, Gates, Halifax, 
Hertford, Hyde, Martin, Nash, Northampton, Pasquotank, Perquimans, Pitt, Tyrrell, Washington, Wilson 

New Bern includes:  7 out of 8 properties; total rooms: 636/701

Middle OBX includes:  6 out of 17 properties;  total rooms: 687/1095; (Kitty Hawk, Duck, Nags Head)

Suffolk, VA includes:  9/12 properties; total rooms: 835/990

ADR= Average Daily Rate
RevPAR= Revenue Per Available Room









91%





19.4%







January 25, 2021



Old Business



ADVOCACY PLAN

The DMO has an advocacy plan and is pro-actively involved in advocacy initiatives 
for issues impacting the destination and/or the DMO.

The local advocacy plan should involve more than just DMO staff members, and should 
incorporate members of the board and/or industry at a minimum. Plans may include 
educational outreach within the community to inform about the value and/or contributions of 
the industry (or the DMO) to the community's bottom line; speaker bureaus; specific initiatives 
tied to a referendum of interest; representation on key community organizations; etc.



Funding Commitments:

City of Elizabeth City – up to $75,000
Pasquotank County – up to $75,000
Visit Elizabeth City – up to $75,000

Elizabeth City Downtown, Inc – up to $20,000
Committee of 100 - $5,000

Progress Updates:

• In-person meeting with NCDOT on Jan. 12
• NCDOT to review and provide preliminary 

feedback (est 30 days)
• Any necessary modifications addressed and 

formal application will be submitted (est 5 
days)

• Final NCDOT approval (est 30 days)

Moving Ahead:

• Publish Fabrication RFP to solicit accurate 
pricing and installation timeline



New Business



Requested Motion:

This funding is essential to our continuing to operate at our standard 
level of work and programs due to significant loss of revenue into the 
TDA due to COVID and authorize the Executive Director to move 
forward with the application.

A highlight of the requirements to qualify:

• The organization has 300 or fewer employees

• The organization does not receive more than 15 
percent of receipts from lobbying;

• Demonstrate at least a 25% reduction in gross 
receipts in the first, second, or third quarter of 
2020 relative to the same quarter in 2019

A highlight of allowable expenses to request 
forgiveness

• Payroll (same definition as above) 

• Rent

• Utilities including phones, cloud-based software 
and internet service

One additional key element:

• Retain the same number of employees 
throughout the PPP funded period. 




