
Welcome to the July 27, 2022 meeting of the 
Buncombe County Tourism Development Authority

WELCOME!



CALL TO ORDER
Chair Kathleen Mosher

Call to Order the Joint Meeting 
of the BCTDA, Public Authority 
and BCTDA, Nonprofit Corporation



FOR OUR REMOTE VIEWERS
Chair Kathleen Mosher

For our viewers watching remotely, 
documents were emailed to everyone who 
registered on Zoom by 8:00 this morning.

The agenda and meeting documents are 
available online and additional materials, 
including the PowerPoint presentation, will 
be posted later today. 

Go to: 
> AshevilleCVB.com
> About the Buncombe County TDA
> Find out about upcoming BCTDA meetings



WELCOME BOARD & GUESTS

Welcome board members and guests who are in attendance 

 Introductions around the room

Chair Kathleen Mosher



MINUTES
Chair Kathleen Mosher

June 29, 2022 BCTDA Regular 
Meeting Minutes

 Questions/Comments
 Suggested Motion:

Motion to approve the June 29,2022 
meeting minutes 

 Motion Second
 Discussion
 Vote



JENNIFER KASS-GREEN
VP OF CULTURE & BUSINESS AFFAIRS

JUNE 2022 PRELIMINARY
FINANCIAL REPORTS
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Questions/Discussion

FINANCIAL REPORTS



 Suggested Motion:

Motion to approve the preliminary June 2022 Financial 
Reports 

Motion Second

 Discussion

 Vote

FINANCIAL REPORTS
Chair Kathleen Mosher



KATHLEEN MOSHER
BCTDA CHAIR

JENNIFER KASS-GREEN
VP OF CULTURE & BUSINESS AFFAIRS

BCTDA FY23 
BUDGET AMENDMENT



FY23 PROPOSED OPERATING BUDGET
(2/3 OCCUPANCY TAX SPLIT)

Revenue FY22 Revenue 
Budget

FY23 Revenue 
Forecast (2/3)

% Total 
Revenue

Occupancy Taxes 20,369,690 27,217,602 67%
Fund Balance Designation *500,000 2,000,000
Total 20,869,690 29,217,602 68%

Expense FY22 Budget FY23 Proposed 
Budget (2/3)

% Total 
Revenue

Salaries & Benefits 2,889,976 3,713,360 9%
Administration & Facilities 798,580 1,150,000 3%
Marketing *15,821,893 21,895,242 51%
Group Sales 1,236,063 2,159,000 5%
Community Engagement** 123,178 300,000 1%
Total 20,869,690 29,217,602 68%

*FY22 Revenue and Expense Budgets include $500,000 budget amendment previously presented.
**Additional community investment funded through TPDF Administration and Earned Revenue Fund, details on upcoming slides.



FY23 TPDF & LIFT FUNDS

Tourism Product 
Development Fund

Legacy Investment 
From Tourism 

Fund
Beginning Fund Balance 15,277,511 -
Budgeted Revenue 6,800,320 6,800,320
Administrative Budget 415,000 -
Available Funds 21,662,831 6,800,320



FY23 BUDGET AMENDMENT APPROVAL

Expense Previously 
Approved Budget

FY23 
Amendment

FY23 
Budgeted 
Expenses

Salaries & Benefits 3,635,000 78,360 3,713,360
Administration & Facilities 1,250,000 (100,000) 1,150,000
Marketing 23,210,500 (1,315,258) 21,895,242
Group Sales 2,209,000 (50,000) 2,159,000
Community Engagement 300,000 300,000
Total 30,604,500 (1,386,898) 29,217,602

Revenue Previously 
Approved Budget

Amendment FY23 
Revenue 
Forecast

Occupancy Taxes 30,604,500 (3,386,898) 27,217,602
Fund Balance - 2,000,000 2,000,000
Total 30,604,500 (1,386,898) 29,217,602



Questions/Discussion

FY23 BUDGET AMENDMENT



FY23 BUDGET AMENDMENT APPROVAL

 Suggested Motion:

Motion to approve the FY23 budget amendment 
Motion Second

Discussion

 Vote

Chair Kathleen Mosher



FY23 MEETING SCHEDULE APPROVAL

Meeting Date Location
July 27 Explore Asheville
August 31 Center for Craft
September 28 Explore Asheville
October 26 Explore Asheville
November 30 The Collider
December 14 - Cancel Explore Asheville
January 25 Explore Asheville
February 22 Explore Asheville
March 23-24* To be announced
April 26 Explore Asheville
May 31 Explore Asheville
June 28 To be announced

Chair Kathleen Mosher
Suggested Motion:

Motion to approve the 
FY23 meeting schedule

Motion Second
Discussion
Vote

* Meeting dates are last Wednesday at 9 a.m. except for March 



VIC ISLEY
PRESIDENT & CEO

PRESIDENT & CEO 
REPORT



BUNCOMBE COUNTY
LODGING MARKET OVERVIEW
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• Monthly Highlights Report
• Destination Dashboard
• Questions?



CHRIS CAVANAUGH
TPDF ADMINISTRATOR

TOURISM PRODUCT 
DEVELOPMENT FUND (TPDF) 
CONTRACT AMENDMENT



ASHEVILLE COMMUNITY THEATRE 
TPDF CONTRACT AMENDMENT
CHRIS CAVANAUGH – TPDF ADMINISTRATOR



 In the February 2022 BCTDA meeting, the board assigned Asheville Community Theatre’s contract 
amendment request to the TPDF Committee to review and make a funding recommendation to 
the BCTDA. 

 Asheville Community Theatre’s contract amendment request reduces Phase 2 project costs from 
$570,000 to $150,000 for basement renovation, which will be undertaken within the year. 

 The renovation will provide space for education programs which, in turn, opens time on the 
Mainstage for more productions, including community programs, conferences and local groups 
that need a space to perform.

 The remaining $420,000 will be released back to TPDF.

 Committee Recommendation: Amend contract to release $420,000 back to TPDF

ASHEVILLE COMMUNITY THEATRE 



Questions/Discussion

ASHEVILLE COMMUNITY THEATRE 



• Motion for Consideration:

Motion to approve the Asheville Community Theatre contract amendment as 
recommended by the TPDF Committee

• Motion Second

• Discussion

• Vote

ACT AMENDMENT APPROVAL

Chair Kathleen Mosher



MARSHALL HILLIARD
VICE PRESIDENT OF BUSINESS DEVELOPMENT

CARLI ADAMS
GROUP MARKETING MANAGER

COLLEEN SWANSON
EXECUTIVE VICE PRESIDENT, MDI

GROUP SALES PERFORMANCE 
& MARKETING UPDATE



GROUP SALES UPDATE
MARSHALL HILLIARD – VP OF BUSINESS DEVELOPMENT 



• To be ADDITIVE – Focus on new business and the 
quality of the visit.

• To be BALANCED – Pursue and book off-peak 
business throughout the year focusing on specific 
need periods.

• To be ALIGNED - Attract business aligned with our 
strategic pillars, economic development sectors, and 
community assets.

GUIDING PRINCIPLES FOR GROUP SALES



GOAL TO ACTUAL!
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WEEKEND / MIDWEEK
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LEAD VOLUME BY MONTH
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MEETINGS DEVELOPMENT FUND

Total MDF Booked
• 48 Groups Booked
• 14,620 Roomnights
• $8.9M in Total Direct Spending

Double Incentive
• 23 Groups Booked
• 5,007 Roomnights
• $3.5M in Direct Spending

Third-Party Incentive
• 7 Groups Booked
• 2,151 Roomnights
• $1.3M in Direct Spending



THIRD-PARTY STRATEGY

Leads Definites Definite Roomnights
FY19 185 45 7,506
FY22 242 52 10,764

% Change + 31% + 16% + 43%



48-HOUR MEETING PLANNER FAMS

• 43 Confirmed Attendees
• 29 had never been to AVL

• 45 Local Businesses 
Showcased

• 32 Leads Received
• 9 Definite Events
• 1,089 Definite Roomnights



ROADSHOWS

• Washington, DC - February

• Chicago – May

• Media and Client Events



PURSUING IMPACT EVENTS



GROUP MARKETING
CARLI ADAMS – GROUP MARKETING MANAGER



SPRING PAID MEDIA



PAID SOCIAL

Targeted top prospect 
lists and B Corps

4,100 combined clicks 
and landing page views



NORTHSTAR PARTNERSHIP



NORTHSTAR DESTINATION VIDEO SHOOT

Sound healing experience in 
The Foundry Hotel’s ballroom

Private event at Salvage Station Asheville Coffee Tour at 
Citizen Vinyl cafe



NEW VIDEO ASSETS

INCENTIVE FOCUS
Interviews with industry experts and 
testimonial from Gordon Food Service 
Winners Circle Trip

DESTINATION OVERVIEW
Highlights of meeting amenities with local 
expert interviews and meeting planner 
testimonial



CRM ANALYSIS
COLLEEN SWANSON – EVP, MEETINGS DATABASE INSTITUTE (MDI) 



MEETINGS DATABASE INSTITUTE

• Founded in 1994

• A strategic data management and solutions firm, specializing in the 
hospitality and meetings marketplace. 

• Integrity, Intelligence and Impact

• Analyzed and Managed over 4 Million Accounts
• $35+ Billion Room Revenue
• 200 Million+ Roomnights

• Provide a clear roadmap of actionable database intelligence in order to 
increase revenue and impact.



ANALYSIS GOALS

Goals

Marketing 
Intelligence on 

where to market 
and to grow 

groups - focused
Deployment
Where do we 

deploy 
resources for 
most effective 

revenue 

Core & Non-
Core Accts

Better 
understand  

Accts Bringing 
Most Business 



DATA PATH TO SUCCESS



CLUTTER TO CLEAR



ANALYSIS APPROACH

Segmentation of FY22 Turned Definite (Meeting Sales)

Key Performance Indicators Analyzed:
• Feeder States
• Industries
• Peak Room Ranges
• Arrival Months
• Lead-time: Created to Arrival
• New vs. Repeat
• Lost Reasons

• Key Sectors – Feeders, Peak Room Ranges, Patterns - Weekday/Weekend, Arrival Months

• Turned Definite
• Transactions
• Roomnights

• Conversions
• Year-over-Year Trending

FY22 – Turned Definite
Meeting Sales



INDUSTRIES
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Definites Roomnights

Sports continues to be a key definite roomnight driver followed by weddings, 
which shows to be our key quantity of definites driver.   
Medical/Pharma/Life Science/Wellness is a growing segment and one of our 
key sectors.  
The Financial sector is growing strong as well.  
Advertising/Marketing/Publishing Media rounds out our top 5 producing 
industries

FY22 – Turned Definite
Meeting Sales



ACCOUNT FEEDERS
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FY22 – Turned Definite
Meeting Sales

Regional impact in 
FY22 with a 
significant increase 
in business from 
South Carolina.

Consistent percent 
of business from 
North Carolina and 
other surrounding 
states.



PEAK ROOMS
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Definites Roomnights
Peak Rooms showing a significant amount of 
business in the 1-50 peak rooms category.  This 
category drove 76% of the definite transactions and 
32% of the roomnights turned definite in FY22.  

There is a healthy mix of business across various 
other peak room sizes as you consider the 
deployment of the remaining definite business.

FY22 – Turned Definite
Meeting Sales



ARRIVAL MONTHS

2%
3%

6%
7%

10%

13%

10%

8%

16%
15%

8%

3%

1%
2%

15%

5%

8%

10%

8%

15%
16%

9% 9%

2%

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

January February March April May June July August September October November December

Definites Roomnights

FY22 – Turned Definite
Meeting Sales

Good spread of definite 
leads/roomnights

produced across many 
months of year, 

especially March, 
August, September and 

October.

December/January/
February continue to be 
low producing months, 

as shown to be 
consistent in past 

performance.
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TARGET MONTHS – JAN-FEB-MAR
FY19 vs FY22 – Turned Definite

January-February-March 2022 (1st quarter) roomnights turned definite vs. 1st quarter 2019 roomnights turned definite 
resulted in a 2% increase in business mix. This timeframe in FY22 was still heavily impacted by COVID as we saw the 
airline mask mandates lift during April of 2022.   

March proved to be a high roomnight producing month due to a couple of large sports groups.

Meeting Sales



LEAD-TIME
CREATED TO ARRIVAL
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Definites Roomnights

80% of the Meeting Sales business turned definite 
take place within a 12 month lead created to lead 
arrival time frame (lead-time).  

Over 50% of the business falls within a 3-12 month 
lead-time.  

Lead-times have become shorter as meetings have 
become smaller and more regionally based.

FY22 – Turned Definite
Meeting Sales



NEW VS. REPEAT
FY19 vs FY22 – Turned Definite

Meeting Sales
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FY22 resulted in both an increase in new # of definites and new 
roomnights turned definite compared to FY19 



CONVERSIONS
LOST REASONS DETAIL

Lost Reasons # of                   
Leads Lost

Lost          
Roomnights

% of                
Leads Lost

% of          
Rmnts Lost  

Average Size     
Lost

Geographic Location 223 75,974 46% 52% 341
Health Concerns - COVID-19 74 11,796 15% 8% 159

Date Availability - Space/Rooms 34 17,107 7% 12% 503
Client chose not to block rooms 33 1,910 7% 1% 58

Cost of Hotel Rooms 25 10,075 5% 7% 403
No Response from Planner 20 3,597 4% 2% 180

Hotel Facilities - Space 9 4,828 2% 3% 536
Convention Facilities 8 5,938 2% 4% 742

Hotel Facilities - Rooms 4 2,006 1% 1% 502

FY22 – Turned LOST
Meeting Sales

489 Leads
147,339 Roomnights

Fiscal 
Year

Leads Finalized
Definite-Lost-

Cancelled

Roomnights 
Finalized

Definite-Lost-
Cancelled

Leads 
Turned 
Definite

Roomnights 
Turned 
Definite

Leads 
Lost or 

Cancelled

Roomnights 
Lost or 

Cancelled

Lead 
Conversion 

Rate

Roomnight 
Conversion 

Rate
2019 822 207,656 431 65,578 391 142,078 52% 32%
2022 895 209,505 406 62,166 489 147,339 45% 30%

FY22:  

95% of FY19 
definite roomnight 

production



GEOGRAPHICAL LOCATIONS
DETAILS:

FY22 – Turned LOST
Meeting Sales

STATE 
LOST TO

City
Lost to

City
Lost to

City
Lost to

North Carolina Charlotte Greensboro Wilmington

Florida Orlando Naples Various

South Carolina Charleston Greenville Myrtle Beach

Georgia Savannah Atlanta Chateau Elan

Tennessee Nashville Memphis Chattanooga

California San Diego Napa Del Mar

Texas Austin San Antonio Dallas

Arizona Scottsdale Tucson Sedona

Illinois Chicago



TARGET INDUSTRIES

 Health / Wellness / Pharma / Medical / Life Sciences

 Scientific / Engineering / Technical / Computers

 Environmental / Energy

 Manufacturing

 Outdoor

FY21/FY22 – Turned Definite
Meeting Sales



TARGET INDUSTRIES

Industries
# of 

Definites 
Rmnts 

Definites
Average         

Size  
# of 

Definites 
Rmnts 

Definites
Average         

Size  

Increase/
Decrease
FY2021 vs 

FY2022

Increase/
Decrease 
FY2021 vs 

FY2022
Health / Wellness / Pharma / Medical / Life Sciences 5 444 89 38 7,742 204

Scientific / Engineering / Technical / Computers 4 354 89 9 1,151 128
Environmental / Energy 1 817 817 8 1,419 177

Manufacturing 2 223 112 6 351 59
Outdoor 0 0 0 5 555 111

Total 12 1,838 66 11,218

FY21 FY22

Industries # of 
Definites 

Rmnts 
Definites

Average         
Size  

Health / Wellness / Pharma / Medical / Life Sciences 43 8,186 190
Scientific / Engineering / Technical / Computers 13 1,505 116

Environmental / Energy 9 2,236 248
Manufacturing 8 574 72

Outdoor 5 555 111
Total 78 13,056

FY21-22

FY21-22 – Turned Definite
Meeting Sales
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FY21/FY22 – Turned Definite
Meeting Sales
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SCIENTIFIC / ENGINEERING  
TECHNICAL / COMPUTERS
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FY21/FY22 – Turned Definite
Meeting Sales

Weekday/Weekend
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KEY SUMMARY POINTS
ACTION PLAN

• Definite Roomnights produced during FY22 reached 95% of FY19 production levels. 

• More business is turning definite quarter over quarter.
• 37% more leads turned definite in 2nd quarter (calendar year) of 2022 than did in 

1st quarter of 2022, representing 14% more roomnights put into the win column.

• Focusing on NEW Business has led to a significant increase in both the quantity of 
New Business definites, as well as the roomnights turned definite in FY22. 

• Meetings turned definite in FY22 were smaller in size, more regional, and had shorter 
lead-times.



KEY SUMMARY POINTS
ACTION PLAN (CONTINUED)

• South Carolina has shown strong movement this past fiscal year. 

• Continue to leverage regional markets and push more into the right national 
markets, especially as we gain traction in key sectors. (Medical/Life 
Sciences/Wellness, Environmental/Energy, Advanced Manufacturing, 
Scientific/Engineering/Technical/Computers, as well as Outdoor). Financial market 
also shows growth.

• 1st quarter (calendar year), especially January and February, will be evaluated to 
understand the consistent trend of business loss during these months.

• Weekday Business was especially impacted by Key Sectors and will continue to 
be a focus moving forward in order to complement strong weekend business. 



THANK YOU!

Turning Data into 
Intelligence and 

Intelligence into Action
2800 S. River Road, Chicago, IL. 60018

(847) 803-6341



CITY COUNCIL UPDATE

Councilmember Sandra Kilgore

Asheville City Council Update



BC COMMISSION UPDATE

Commissioner Robert Pressley

Buncombe County Commission Update



MISCELLANEOUS BUSINESS

Chair Kathleen Mosher



Chair Kathleen Mosher

Members of the Public were invited to sign-up to virtually 
share live comments during today’s in-person BCTDA 
meeting. 

As of the 12:00 p.m. registration deadline on Tuesday, 
July 26 no requests to speak had been received. 

LIVE VIRTUAL PUBLIC COMMENTS



Chair Kathleen Mosher

Upon arrival to this morning’s BCTDA meeting, anyone 
who indicated a desire to make public comments 
completed the Public Comment Sign-In Sheet, affirming 
they agree to abide by the Rules of Decorum. 

IN-PERSON PUBLIC COMMENTS



ADJOURNMENT
Chair Kathleen Mosher

Motion for Consideration:
Motion to adjourn the BCTDA meeting

Motion Second
Discussion
 Vote



NEXT BCTDA MEETING

Thanks for attending!
The next BCTDA meeting:

Wednesday, August 31, 2022 | 9:00 a.m.
Center for Craft | Michael Sherrill Loft

67 Broadway Street | Asheville 
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