
The July 28, 2021 In-Person Meeting of the 
Buncombe County Tourism Development Authority

will begin at 9:00 in the Explore Asheville Board Room 
27 College Place | Asheville, NC

Also streamed live via Zoom Webinar

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 also 
available online and additional materials, 
including a recording of the meeting and 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! 
 Let’s make introductions around the room – share your first and 
last name and organization, please. 

Chair Kathleen Mosher



THANKS TO HIMANSHU KARVIR
Vic Isley

Thanks to Outgoing BCTDA 
Chairman Himanshu Karvir

Himanshu will remain on the board through August 31, 2021, 
completing his second 3-year term. 



WELCOME KATHLEEN MOSHER
Vic Isley

Welcome 
Incoming BCTDA Chair 

Kathleen Mosher



Chair Kathleen Mosher

June 30, 2021 Regular BCTDA 
Meeting Minutes

 Questions/Comments/Corrections
 Motion to Approve
 Motion Second
 Discussion
 Vote

MINUTES



REVISED RULES OF DECORUM, PROCESSES AND
PROTOCOLS FOR PUBLIC COMMENTS





REVISED RULES OF DECORUM, PROCESSES AND
PROTOCOLS FOR PUBLIC COMMENTS



Questions/Comments
 Suggested Motion:

Motion to adopt the Revised Rules of Decorum,  
Processes and Protocols for Public Comments during 
Regular Monthly BCTDA Meetings as presented.

Motion Second
Discussion
 Vote

PUBLIC COMMENT PROTOCOLS



FINANCIAL REPORTS

Jennifer Kass-Green
Explore Asheville Director of Finance

Presentation of the June 2021 Preliminary Financial Reports



PG 1



PG 2



PG 3



PG 4



PG 5



PG 6



PG 7



PG 8



Questions/Comments
 Suggested Motion:

Motion to approve the Preliminary June 2021 Financial 
Reports as presented.

Motion Second
Discussion
 Vote

FINANCIAL REPORTS



VIC ISLEY
PRESIDENT & CEO

PRESIDENT & CEO 
REPORT



JUNE LODGING OCCUPANCY 

42%

68%

81% 77%

Hotels Vacation Rentals
Jun-19 Jun-20 Jun-21

Source: STR and AirDNA

82%

64%

June 2021 
hotel occupancy

down 1% from 
2019 levels 

June 2021 
vacation rental 
occupancy up 
20% from 
2019 levels



BOARD MEMBER APPOINTMENTS



BOARD MEMBERS
COUNTY APPOINTMENTS

* 

 Applications close July 30

 Discussion/interviews scheduled August 24

Board Member Representation Term Expiration
Gary Froeba Lodging 101+ Rooms 8/31/21*
John McKibbon Lodging <101 Rooms 8/31/21*

* Or until someone is appointed to replace the position



BOARD MEMBERS
CITY APPOINTMENTS

* 

 Applications are currently open and will close on August 9 for three positions:
 Two (2) seats - Lodging 101+ Rooms
 One (1) seat - Lodging <101 Rooms

 Interviews will be scheduled September 14 followed by appointments that day

Board Member Representation Term Expiration
Himanshu Karvir Lodging 101+ Rooms 8/31/21*
John Luckett Lodging 101+ Rooms 8/31/21*
James Poole Lodging <100 Rooms 8/31/22

Resigned July 2021

* Or until someone is appointed to replace the position



EARNED REVENUE PLAN



• Grant cycle held annually. The 2021 grant application process is valid for festivals and 
cultural events occurring in the calendar year 2022. 

• Applications assessed by a F&CE Grant Committee, which will be comprised of five (5) 
members including one (1) BCTDA board member. Committee will make 
recommendations to BCTDA board for final approval. 

• Proposed timeline: Applications due September 29, 2021, and awards will be presented 
for approval at the October 27, 2021, BCTDA board meeting.

• Grants range from $1,000 to $5,000. (Funding level not exceed 50% total event budget) 
• The number of grant awards is limited by available funds. Available funds will vary from 

year-to-year and do not have to be fully appropriated.
• Funds are disbursed as a reimbursement/after event takes place.

FESTIVAL & CULTURAL EVENTS
GRANT PROGRAM



• Requests reviewed on a quarterly basis (Proposed August 15, November 15, February 
15, and May 15)

• Funding determined and notifications sent within two weeks following review date.
• VP of Community Engagement to collect, review and make recommendations for 

President & CEO.
• Funding awarded at the discretion of EA’s President & CEO.
• Sponsorships range from $500 to $10,000.
• Funds are disbursed immediately upon approval.

SPONSORSHIP FUNDING



Webinar: 
Responsible Travel & Sustainability in 
Tourism

 Tuesday, August 3
 10:00 – 11:15 a.m.
Online/Virtual

UPCOMING EVENT

AUG 3

Register: AshevilleCVB.com



Summer Social & Sustainability 
Resource Fair

 Tuesday, August 3
 4:00 – 6:00 p.m.
 Highland Brewing 

Company

UPCOMING EVENT

AUG 3

Register: AshevilleCVB.com



• CVB Staff Recap
• Destination Dashboard
• Quick List
• Questions?



VIC ISLEY | EXPLORE ASHEVILLE

COLLEEN SWANSON | MEETINGS DATABASE INSTITUTE

CLARK DUNCAN | ECONOMIC DEVELOPMENT COALITION OF 
ASHEVILLE-BUNCOMBE COUNTY

MARSHALL HILLIARD | EXPLORE ASHEVILLE

GROUP SALES 
STRATEGY



INTRODUCTION
VIC ISLEY, EXPLORE ASHEVILLE



EXPLORE ASHEVILLE’S 
STRATEGIC IMPERATIVES

Balance resident and visitor needs, recognizing the 
necessary role that sustainable, long-term growth of travel 
has in achieving a healthy, collective economy.
Focus on the quality of each visit to our community –
balancing growth across the seasons, business and leisure 
travel, and throughout Asheville and Buncombe County.

Deliver Balanced Recovery &
Sustainable Growth

Extend a genuine invitation to Black travelers and other diverse 
audiences including LGBTQ visitors – connecting them with local 
neighborhoods, businesses and entrepreneurs – creating more 
opportunities for all to win. 
Support product development, place making and community 
connections, enabling new experiences and business opportunities 
throughout our community.

Engage & Invite 
More Diverse Audiences

Engage residents and visitors with shared values 
to care for and respect natural, cultural and human 
resources vital in delivering quality guest experiences.  
Collaborate with community organizations, local businesses 
and environmentally focused partners to support the 
sustainability and growth of our outdoor economy. 

Encourage Safe & 
Responsible Travel

Share stories of creators and makers who help differentiate our 
destination through food and drink, visual and performing arts, 
experiences and more. 
Support product development, place making and community 
connections, enabling new experiences and business opportunities 
throughout our community.

Promote & Support Asheville’s
Creative Spirit



 Deliver Balanced Recovery & Sustainable Growth
 Accelerate proactive sales efforts to increase net new business to the destination
 Create local referral group of influencers in economic development sectors and community assets
 Deploy sales team in alignment with broader economic development sectors
 Drive revenue in need periods through updated group sales strategy

 Encourage Safe & Responsible Travel
 Identify, qualify and engage purpose-driven companies to choose Asheville for meetings and events

 Engage & Invite More Diverse Audiences
 Increase outreach in recruiting DEI meetings and events

 Promote & Support Asheville’s Creative Spirit
 Actively promote our creative community and resources to groups and events

GROUP SALES STRATEGY
STRATEGIC IMPERATIVES



GROUP PRODUCTION HISTORY

FY 14-15 FY 15-16 FY 16-17 FY 17-18 FY 18-19 FY 19-20* FY 20-21* 

Roomnight Goal 60,900 61,000 72,000 77,200 80,000 82,400 23,565

Roomnights Booked 60,906 64,965 74,797 82,415 80,314 62,983 25,568

Sales Leads Issued 727 782 787 797 987 889 503

Lead Roomnights 172,604 202,486 209,942 188,830 221,855 217,863 116,483

Definite Bookings 379 392 376 412 530 447 214

Canceled Leads 2 2 2 0 3 101 117

Canceled Roomnights 82 63 55 0 2,101 38,835 13,433

*Pandemic Period beginning 3/20 



CRM ANALYSIS
COLLEEN SWANSON, 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 2017+ Leads Generated (excluded weddings and family reunions)
Segmentation #1 = Overall (Sports, Associations, Corporate, SMERF, Government)
Segmentation #2 = Corporate ONLY
Segmentation #3 = Association ONLY
Segmentation #4 = Sports ONLY

Key Performance Indicators Analyzed: Types of Analysis:
• Feeder States Roomnight Production - Definites
• Segments and Industries # of Events - Definites
• Business Sources Conversion Rates – Leads Created 
• Types of Opportunities    Turned Definite
• Peak Room Ranges Year over Year Trending – Leads Created
• Roomnight Ranges Turned Definite
• Lead Created Months
• Arrival Months
• Arrival Day of Week
• Lead-time: Created to Arrival
• Lost Reason and Lost To City



SEGMENTS

Conversions-
Segments (Lead Level)

Definites
Conversions

Roomnights
Definite

Conversions
Association 32% 21%
Sports/Athletics/Competitions 64% 46%
Corporate 27% 12%
Social, Military, Education, Religious, 
Fraternal 37% 14%
Government 34% 22%

• Associations: 31%
• Sports/Athletics: 24%
• Corporate: 30%
• SMERF: 12%
• Government: 2%

% of Definites (# of Events)

2017+ Leads Created that have turned definite

Sports, 32%

Association, 37%

Corporate, 20%

SMERF, 8% Govt, 2%

% of Roomnights Definite

Sports Association Corporate SMERF Govt



INDUSTRIES

25%

8% 8%
4%

6%
4%

2% 3% 4% 4% 4% 5%
1% 2% 2%

37%

10%
6% 5% 4% 4% 3% 3% 3% 3% 3% 2% 2% 1% 1%

0%

5%

10%

15%

20%

25%

30%

35%

40%

Definites Roomnights

*

**
*

*

2017+ Leads Created that have turned definite



ACCOUNT FEEDERS

3% 6% DC/VA/MD

52%

4%
14% = Other

7%

2%

2%

6%

2%
2%

80%

Roomnights Definite



PEAK ROOMS

60%

18%

14%

4% 2% 1% 0% 0% 0% 1% 0%

21%
18% 24%

15%

8% 3%
1% 2% 1%

4% 3%
0%

10%

20%

30%

40%

50%

60%

70%

1 - 50 51 - 100 101 - 200 201 - 300 301 - 400 401 - 500 501 - 600 601 - 900 901 - 1,000 1,001 - 2,000 2,001 - 5,000

Definites Roomnights



ARRIVAL MONTHS

3%

6%

9%

11%

8%
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8%
9%

13% 13%
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7%
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0%
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6%
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10%

12%

14%

16%

18%

January February March April May June July August September October November December
Definites Roomnights Leads Lead Roomnights

Jan. Conversions Feb. Conversions Mar. Conversions Apr. Conversions May Conversions Jun. Conversions Jul. Conversions Aug. Conversions Sep. Conversions Oct. Conversions Nov. Conversions Dec. Conversions
Definites =     30% Definites =      36% Definites =      34% Definites =      36% Definites =       29% Definites =       35% Definites =       31% Definites =      42% Definites =      34% Definites =      37% Definites =      39% Definites =      43%
Roomnights = 7% Roomnights = 26% Roomnights = 12% Roomnights = 17% Roomnights = 18% Roomnights = 23% Roomnights = 13% Roomnights = 40% Roomnights = 29% Roomnights = 27% Roomnights = 20% Roomnights = 18%

2017+ Leads Created – Leads and Turned definite



WEEKEND / MIDWEEK

61%

39%

54%

46%

0%

10%

20%

30%

40%

50%

60%

70%

Weekend Midweek

Definites Roomnights

2017+ Leads Created that have turned definite
Including Weddings



LEAD-TIME
CREATED TO ARRIVAL

5%

8%

31%

27%

9%
8%

7%

3%
2%

0%
2% 2%

20%

27%

12%
11%

13%

7%
5%

1%
0%

5%

10%

15%

20%

25%

30%

35%

1 - 30
 days

31 - 60
days

3 - 6
months

7 - 12
months

13 - 18
months

19 - 24
months

25 - 36
months

37 - 48
months

49 - 60
months

61 - 72
 months

Definites Roomnights



RFR SCORING
RFR is designed to gain a greater understanding of your 

customers (definites) based on logic reasoning and empirical 
evidence of customer behavior across a 3-dimentional value set.  

 R = Recency – When did they last buy from you.
 F = Frequency – How often do they buy from you.
 R = Roomnights – How many roomnights did they bring to your 

property or destination – Lifetime Value (LTV). 

 Each category is rated between 5 (highest) to 1 (lowest).
 Based on these combined variables , we can determine which accounts 

warrant your time and energy for pursuit. 
 13-15 = Highest Lifetime Value
 10-12 = 2nd Highest Lifetime Value
 7-9     = 2nd Lowest Lifetime Value
 3-6     = Lowest  Lifetime Value



BUCKETS - PRIORITIZE
Asheville Bucket Criteria

Bucket Criteria
Pursue 
Aggressively

2015+ - account and/or 2017+ lead edited, astatus = DEF (AND)
13-15 RFR (OR)
Pareto - top 20% Roomnight producing groups (OR)
101+ Peak (OR)
51+ Peak December, January, February, March (OR)
51+ Peak April thru November and peak night = midweek (OR)
51+ Peak - Top Markets

Develop 
Aggressively 2015+ - account and/or 2017+ lead edited (AND)

10-12 RFR (OR)
101+ Peak (OR)
51+ Peak and December, January, February, March (OR)
51+ Peak and April thru November and peak night = midweek (OR)
51+ Peak and Top Markets

Maintain 2015+ - account and/or 2017+ lead edited (AND)
7+ RFR
25+ peak 

Low Touch Remaining

Pursue Aggressively 
and 

Develop Bucket:

10% of Accounts 

92% of Definite Roomnights

94% of Lead Roomnights  

Pursue Aggressively: top performing customers based 
on data variables that drive success to your 
destination.  

Develop: accounts that have leads matching your top 
performing customers. These accounts should be 
targeted for development.  

Maintain: lower performing accounts that do not 
necessarily merit sales resources as a priority.  

Marketing Only/Low Touch: lowest performing 
accounts and account with no lead productivity.



DATA TO ACTION
Industries – Enhanced Key Business with specific Industries for understanding and targeting

Account Listing Enhanced and Prioritized for Proactive Targeting: 
 Overall Lead and Turned Definite Production - # of Events and Roomnights
 Sourcing Timeframes – Monthly and Quarterly
 RFR Scores (3-15) and each category detail
 Months Meetings are held - # of Events each month
 Peak Room Size Categories
 Average Size of Leads
 Segments
 Industries
 Midweek Business Flag
 Account Conversion Rates
 Profile Detail

Deployment – Key Industries – Year over Year Analysis 

Chicago Targets - Luncheon

Need Periods Targets – 1st Quarter and Midweek April



THANK YOU!

Turning Data into 
Intelligence and 

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

(847) 803-6341



ECONOMIC DEVELOPMENT SECTORS
CLARK DUNCAN, EDC



EDC & EXPLORE ASHEVILLE
PARTNERSHIP

CLARK DUNCAN, EXECUTIVE DIRECTOR



THE AVL 5X5 2025  - 5 STRATEGIES

SITE
DEVT



THE AVL 5X5 2025
5 TARGET INDUSTRIES

TARGET 2018 
JOBS

2013-2018
% CHANGE

AVERAGE
EARNINGS

WORKFORCE 
STRENGTH

NUMBER OF 
BUSINESSES

ADVANCED
MFG 18,088 $68K 38x avg 321
LIFE

SCIENCES 645 $64K 2x avg 13
CLIMATE &

ENVIRONMENT 1,171 $73K 3x avg 385
OUTDOOR
PRODUCTS 624 $57K 18x avg 21
OFFICE &

TECHNOLOGY 11,708 $73K 5x avg 2,592

25

15

3

22

71



THE AVL 5X5 2025
PROMOTING CLUSTER GROWTH

ELECTRONICS, TECH & 
COMMUNICATIONS

AUTOMOTIVE & 
AEROSPACE

FOOD & BEVERAGE 

ADVANCED MANUFACTURING



THE AVL 5X5 2025
PROMOTING CLUSTER GROWTH

LIFE SCIENCES



THE AVL 5X5 2025
PROMOTING CLUSTER GROWTH

CLIMATE & ENVIRONMENTAL TECH 



THE AVL 5X5 2025
PROMOTING CLUSTER GROWTH

OUTDOOR PRODUCTS 
& RECREATION TECH



THE AVL 5X5 2025
PROMOTING CLUSTER GROWTH

OFFICE & TECHNOLOGY
THE PURPOSE DRIVEN COMPANY



DEPLOYMENT 
MARSHALL HILLIARD, EXPLORE ASHEVILLE



• 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 SALES



 Advanced Manufacturing

 Life Sciences

 Climate Technology and Environment

 Outdoor Products and Industries

 Technology

ECONOMIC DEVELOPMENT SECTORS



 Diversity, Equity, Inclusion

 Culinary, Food and Beverage

 Music Industries

 Wellness

 Adventure Travel

STRATEGIC PILLARS &  
COMMUNITY ASSETS



HISTORICAL GEOGRAPHY

Tina Porter 

Connie 
Holliday

Kathryn Dewey



 Life Sciences / Medical / Pharmaceutical
 11% of 4-year lead average
 Majority volume NC, PA, NJ, DC

 Climate and Environmental
 3% of 4-year lead average
 Majority Volume NC

Kathryn Dewey

DEPLOYMENT



 Technology
 4% of 4-year lead average
 Majority volume FL, SC, TN

 Manufacturing
 3% of 4-year lead average
 Majority Volume SC, GA

 Food and Beverage
 5% 4-year lead average
 Majority volume GA, FL

 Diversity, Equity, Inclusion

Connie Holliday

DEPLOYMENT



 Sports
 14% of 4-year lead average

 Health and Wellness

 Outdoor Products and Industries

Tina Porter

DEPLOYMENT



 Adventure Travel

 Weddings

 Group Tour

 Reunions

 SMERF (rooms only 20 peak and under)

Beth McKinney

DEPLOYMENT



 Major 3rd Parties – Relationships
 (Conference Direct.  Helms Briscoe.  HPN)  

 Music Industry Related Events

 Events requiring major investments from 
Explore Asheville & Community

Marshall Hilliard

DEPLOYMENT



OUTDOOR RETAILER SHOW

Outdoor Retailer Show – Denver, CO (August 10-12, 2021)

Attendee List and Exhibitor List  – Targets
352 Exhibitors 
2,000+ Attendees – includes state in list supplied by show

Strategy/Execution:  Target Key Feeder States: NC, SC, GA, FL, TN, DC/VA, IL, OH, TX, 
CA, CO
Conducting internet research against the Exhibitor and Attendee list as well as proactive 
prospecting against a number of companies that matched a data cross-check against MDI 
data sources.

To date we have Identified about a dozen companies that show they hold meetings and 
should be targeted at show.  

Using QR Code technology to build a contact list from exhibitors.

Geo-fencing marketing; Asheville messaging on the devices of those in attendance.



LOCAL INFLUENCER INITIATIVE

Group of local leaders in the economic development and community asset sectors

Convening initially this Fall

Strategy/Execution:  Seek the assistance of local leaders to encourage the solicitation of 
meetings in their hometown.  Educate on the resources available to recruit meetings.  

Currently developing a list of influencers in each sector.

Next steps are to find a suitable date and venue followed by save the date and 
invitations.



VIC ISLEY | EXPLORE ASHEVILLE

COLLEEN SWANSON | MEETINGS DATABASE INSTITUTE

CLARK DUNCAN | ECONOMIC DEVELOPMENT COALITION OF 
ASHEVILLE-BUNCOMBE COUNTY

MARSHALL HILLIARD | EXPLORE ASHEVILLE

GROUP SALES 
STRATEGY QUESTIONS



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 27, 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 that they have read, understand, 
and agree to abide by the Rules of Decorum. 

IN-PERSON PUBLIC COMMENTS



RULES OF DECORUM FOR PUBLIC 
COMMENTS

Rules of Decorum for Public Comments during BCTDA Meetings:

• Public commenters will have up to 3 minutes to speak and agree to follow the Rules of 
Decorum.

• Public commenters shall refrain from personal attacks and/or threats directed towards the 
BCTDA board members, Explore Asheville staff, and meeting presenters and attendees. 

• Public commenters agree to be civil and courteous with their language. Insults, profanity, use 
of vulgar language or gestures, or other inappropriate behavior are not allowed.

• Public commenters should not expect BCTDA board or Explore Asheville staff members to 
respond to their comments during the meeting. 

• Failure to follow these rules will result in the immediate termination of the privilege of 
commenting, whether calling-in virtually or attending the meeting in-person. 

• The chair or online moderator has the authority to enforce the Rules of Decorum.



ADJOURNMENT

Chair Kathleen Mosher
 Suggested Motion:

Motion to adjourn the BCTDA meeting
Motion Second
Discussion
 Vote



NEXT BCTDA MEETING

Thanks for attending!
The next BCTDA meeting will be on

Wednesday, August 25, 2021 | 9:00 a.m.
Explore Asheville Board Room

27 College Place | Asheville 
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