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ECONOMIC IMPACT

Domestic 
tourists spent 

$281.29 million 
to Iredell 

County in 2019, 
a 3.5% 

increase. 

The county 
ranked 19th out 
of 100 counties 

in visitor 
spending.

Over 2,000 
direct tourism 
employees in 
Iredell County, 

up 1.05%.  

Tourism in 
Iredell County 

generated 
$46.53 million 
in payroll, a 

3.1% increase.



TAXES 
GENERATED

State Tax Revenue Generated: 
$15.29 million, a 3% increase 

Local Taxes Generated: 
about $8.57 million, a 2.6% 

increase

Tax savings per resident: 
$131.55, up from $127.19 

in 2018.



WALK-IN VISITATION DECREASES
The COVID-19 pandemic 
created significant 
decreases to walk-in traffic 
during FY2020. The CVB 
office was closed to the 
public from March 16-May 
25. 

Since reopening we have 
implemented safety 
measures and protocols 
outlined by the NC 
Department of Health and 
Human Services. We also 
completed the Count on Me 
NC certification.



LODGING METRICS
■ Mooresville's hotel metrics indicate a stable and year-round 

business. 
■ Also, in looking at occupancy by day of the week, Sunday 

continues to be the weakest day with only 10% of the total 
business. This is typical for destinations with strong 
business and sports travel.

■ The emphasis on sports and weddings has generated 
significant increases in weekend occupancy since our 2010 
baseline year. 



PANDEMIC’S IMPACT ON LODGING



PANDEMIC’S IMPACT ON LODGING



MARKETING STRATEGIES
Enhance digital 

advertising campaigns 
to promote Mooresville 

to leisure travelers, 
using personas and 
areas of interest to 

serve targeted 
messages.

1

Build weekday 
business by expanding 
our reach into markets 
such as meetings and 

groups. 

2

Adjust Marketing 
Strategies and 

messages to target 
more regional travel 
and focus on those 

within driving distance.

3

Continue our 
community partnerships 
to expand and enhance 

our sports facilities.

4

Leverage our earned 
media by hosting 

journalists, influencers 
and travel writers.

5

Increase weekend 
business by focusing 

on niche markets such 
as sports, weddings, 

family reunions, racing 
and outdoors/lake. 

6

Incorporate findings 
from Market Research 

into our marketing 
strategies.

7



MARKETING 
HIGHLIGHTS - 
VIDEO
We produced a new video to 
visually showcase Mooresville 
and increase engagement on 
the website and social media 
channels. The video was 
debuted on a Facebook post 
where it reached 11,000 
viewers. With the updated video 
library footage we integrated 
footage into digital media to 
reinforce the “find yourself here” 
tag.



MARKETING HIGHLIGHTS - OUTDOOR
Mooresville’s geographic location on I-77 gives us an advantage in attracting transient business as more 
than 62,000 people travel I-77 daily.   Billboards rotate between I-77 northbound and I-85. I-77 northbound 
and I-85 southbound promote the Fun Things to Do in Mooresville with rotating pictures. I-77 southbound 
promotes pet-friendly hotels and the visitor center. 
• 66% of American travelers will drive 100-500 miles on their next leisure trip. 
• 6.7 million impressions from billboards



WEBSITE AND 
DIGITAL MEDIA

Website Visitation
There was a 44% increase in 
visitation with 89,203 visitors to 
the website this year. 85% of 
visitors were new to the site, with 
14.2% returning. Page views 
were up 13%, meaning visitors 
visited more pages on the site.
We have seen significant 
increases in out-of-state website 
visitors due to targeted 
advertising in those markets.



GOOGLE 
ADVERTISING

We ran display and search 
ads across Google 

platforms highlighting 
racing, the outdoors, and 

wedding venues. Ads were 
paused on March 30 due to 

Covid restriction.



SOCIAL MEDIA 
ADVERTISING

Ads on Facebook and Instagram 
featuring Weddings and Lake 
Fun Getaways were started on 
May 23. The ads targeted an 
audience in a drive market and 
had a combined reach of more 
than 135,000 people in just over 
a month. The weddings ad had 
an impressive click through rate 
of almost 8%.



LEVERAGING SOCIAL MEDIA



MOST 
POPULAR 
FACEBOOK 
POSTS



INSTAGRAM 
PHOTO 
POLL
Implemented at the beginning of 
the Pandemic to keep visitors 
engaged, the Instagram Photo 
Poll post had a reach of over 
900 people, 45% of whom were 
not currently following Visit 
Mooresville.



TWITTER VIRTUAL 
ROAD TRIP

The Twitter Virtual Road Trip was 
a co-op effort through the US 
Travel Association for National 
Travel & Tourism Week. Every 
state had an appointed time to 
"welcome" visitors to their state 
with the hashtag #VirtualRoad 
Trip. We featured a total of 8 
tweets in our NC "hour" - 
reaching a total of 12,827 people, 
with 130 interactions taken on the 
posts.



BLOGS

We produce 
seasonal blog 
articles for the 
website to increase 
engagement on site. 
Blog articles are 
promoted on social 
media and also 
through pop-up 
modals on the site 
specifically for 
targeted audiences.



SPORTS TOURISM
Sports tourism continues to be a strong market. In 
FY2019 weekend occupancy was boosted by 
8.5% because of sports events and tournaments. 
However, the COVID-19 pandemic resulted in 
events being cancelled or rescheduled for later in 
2020.

New sports tournaments/events include:
•lacrosse
•bowling
•flag football
•kayak bass fishing
•mountain bike race 



WALK OF 
FAME
The CVB partnered with the 
NC Auto Racing Hall of 
Fame to add Tony Stewart 
and Jerry Cook to the Walk 
of Fame



MEETINGS MARKET
■ Association of 

Executives of 
North Carolina 
(AENC)

■  Meetings 
Planners 
International

■ Rendezvous South
■ North Carolina 

Business Travel 
Association



NICHE MARKETS

■ Weddings. We partnered with our industry 
partners for the Carolina Bridal Show. 
Personal sales efforts are supported by 
Google ads and Bound.

■ Student Youth Travel Association. 
Attended the Birmingham conference to 
promote Mooresville as a student travel 
destination. 

■ Travel South Media Marketplace. Met with 
Travel Writers, Journalists and Bloggers for 
summer and fall visits into the market.



2020-2021 PRIORITIES
■The CVB will continue to focus on: 
• leisure market
• weddings
• conferences/groups/associations
• sports tourism
• family vacations/reunions
• travel writers, journalists and bloggers


