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transformation.
In 2016-17 we drove smart and strategic innovation into almost 
every area of our organization. From developing a new approach to 
community partnerships to building our digital marketing channels 
and everything in between, we’ve recrafted our staff structure and 
processes to be more nimble. 

Last year alone we launched the Durham Sports Commission, 
pioneered a new initiative to build Durham’s hospitality workforce, 
significantly expanded our marketing reach to attract new 
visitors, and reorganized our Visitor Services efforts under a newly 
expanded partnerships umbrella.  

DCVB became a better version of itself when we stepped out of 
our collective comfort zone and challenged what we knew about 
marketing and how we attacked our mission.  

Change isn’t always easy, and I’m so proud of the work achieved by 
this team of professionals, as well as thankful for an outstanding 
board of directors who provide oversight and governance. Thanks 
for your interest in seeing what DCVB accomplished last year.  

Shelly Green, dcvb president & ceo



MARKETING 
CAMPAIGNS

01
DCVB uses marketing campaigns, mostly 
through digital advertising channels, to 
put Durham in front of potential travelers 
and inspire visitation. Campaigns offer 
an efficient way to reach prospective 
customers through several channels with a 
series of messages that share a theme and 
run for a specific time frame.

This past year, DCVB expanded the role 
of outbound campaigns by hiring a senior 
manager of marketing campaigns and 
running its most expansive outbound 
campaign to date.

“Durham. A Whole Lot of Different” was a multi-
channel outbound leisure campaign that ran in six 
geographic markets throughout the Southeast. It 
featured print, web, radio, and social advertising 
that reached 6.6 million 45- to 75-year-old adults in 
upper-income households. 

The “Whole Lot of Different” campaign encouraged 
potential visitors to download a guide to upcoming 
activities in Durham. DCVB will continue nurturing 
these relationships with engaged prospects through 
social media, retargeting ads, and email, leveraging 
our automated marketing platform.

We simultaneously ran a companion campaign 
targeting meeting planners in the technology sector. 
Future campaigns will target additional markets.

print advertising in 6 SE markets

targeted online advertising

We take our passion, add a different twist, 
mix in some ingredients you might not 
have thought of, and serve it up with flair. 
Come try it for yourself!

“ “

— Audio advertisement with Pandora

Sometimes, by design,  

our greatest efforts 

go unseen in the very 

community we serve.

This campaign reached 

6.6 million
45- to 75-year-old adults
in upper-income households



GROUP SALES  
& SERVICES02

DCVB’s group sales and services staff work 
with planners to generate interest in Durham 
as a meeting or convention destination. 
They identify prospects through a wide 
variety of sources, listen to the needs and 
wants of their customers, and then craft 
and present ways that Durham will help 
them achieve their goals.  

Last year the sales team booked 116 
meetings and conventions with 76,217 
hotel room nights, a 5% increase over the 
prior year. They also garnered recognition 
for Durham as a Platinum Choice Award 
winner and one of 10 emerging destinations 
featured by Smart Meetings, as well as a 
ConventionSouth Readers’ Choice Award 
winner.  
 

As you’ll see on the
accompanying chart,
DCVB finds prospects
through many different
channels including both 
traditional in-person 
prospecting as well as 
multiple online sources.

Once they have successfully 
garnered attention, they turn 
that interest into sales leads that are 
shared with hotels, meeting facilities and 
other service providers. Their enthusiasm 
in telling Durham’s story has resulted in 
bringing millions of dollars home to Durham.

PROSPECT SOURCES

While marketing involves a one-to-many approach, sales uses a one-to-one 

approach. Sales people don’t just communicate, they must convince. 

32%

11%

13%

27%
9%

8%



DCVB’s media relations efforts include pitching stories, 
creating itineraries, and facilitating visits by journalists. 
These activities secured national coverage throughout 
the year, successfully positioning Durham as a must-see 
destination to new and far-reaching audiences.  

In addition to the April Vogue article, DCVB helped CNN 
Travel, Garden & Gun, The Washington Post, The Local 
Palate and many others share what’s new and cool in 
Durham. That momentum further elevated Durham’s 
profile, fueling international coverage. 

For example, the Toronto Star produced several articles 
introducing Canadians to the Bull City, and a Canadian 
TV show featured local Durham favorites and hotel 
properties. DCVB also hosted a group of French 
journalists shortly after RDU announced its direct flight 
from Paris, showcasing our community, region, and 
state  to a new audience with direct access to Durham. 

Looking ahead, DCVB’s media relations efforts show no 
signs of slowing, with many pitches and stories already 
planned for journalists interested in what to see and do 
in Durham in 2018.

EARNED MEDIA0303

Vogue confirmed to the world what 
we’ve known all along – Durham is 

North Carolina’s hippest city.



Durham usually loves the role of underdog, but we 

know today it stands tall as a major contender for 

new and recurring sports events.0404 SPORTS
COMMISSION

Sports are woven into the fabric of Durham. We already boast the  
iconic  Durham Bulls baseball team,  two Division I sports teams, the 
NCCU Eagles and Duke Blue Devils, a wide range of youth athletic 
teams, and even some out-of-the-ordinary offerings like curling 
and quidditch. Launching a sports commission to lead Durham in 
attracting more sports teams and events that benefit athletes and the 
community was a visionary next step.
 
The Durham Sports Commission’s publicly appointed board of 
directors held its first meeting in August 2016. This milestone followed 
two years of discussion and execution of an Interlocal Agreement 
between the City, County, Greater Durham Chamber and DCVB, which 
created the DSC.  

DCVB has the awesome opportunity and responsibility of operating 
the Durham Sports Commission, so it hired an experienced Executive 
Director, Ashleigh Bachert, to lead the effort. From completing 
organizational startup endeavors, to navigating logo and brand design, 
to representing Durham with rights holders and sports organizations 
at trade shows, the DSC had a busy first year.

The DSC works with local event owners, providing services 
and support to tournaments to help grow their size and 
impact. It has also identified and is aggressively pursuing 
opportunities to host major sporting events in Durham  
over the next 2-5 years.



0505 CONTENT MARKETING
Content marketing is the hallmark of destination 
marketing. It’s the art of developing engaging 
stories and then distributing them through 
the right channels to reach and motivate 
prospective visitors.

In 2016-17 DCVB’s content marketing team 
reimagined its annual Visitor Inspiration 
Guide (for which it won top awards at the NC 
Tourism Leadership Conference), launched a 
new welcome video produced by an acclaimed 
Durham videographer, and rolled out a new 
blog (Bull Voyage) to push out frequent features 
on the Bull City.

The Durham Welcome video, released in May 
2017, is the culmination of a year-long planning, 
development, and editing process. The music 
video-style short film features an original 
soundtrack, which helps showcase Durham’s 

vibrant personality and diversity. It has been 
viewed more than 400,000 times in fewer than 
five months.

Bull Voyage gives visitors a local’s perspective on 
Durham. With more than 100 posts garnering 
over 175,000 pageviews, the blog features 
itineraries, things to do, places to eat, videos 
and seasonal event rundowns to expose visitors 
to both popular mainstays and hidden gems.
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DCVB inspires visitors with stories focused

on Durham’s grit, hipness, and colorful soul.

  Comments from facebook fans:
Outstanding job of captivating the 
best city in the world!!!!!!!!!!!!

— Fredericka C.

“ “

I love how the city of Durham
embraces its diversity!

— Joey a.

“ “

Loving my Bull City.....
great video!

— Virginia C.

“ “
This is like a beautiful love letter to Durham.

— robert m.“

“

Got emotional watching this.
— e. Barnes“

“
So proud to call this city our home!

— Megan a.“

“

http://


We know DCVB can’t do what we do 

without our partners, so we worked 

hard this past year to create the 

foundation for a fuller, better partner 

program to engage with you. 

0606 PARTNERSHIPS
This past year DCVB expanded the role 
of partnerships in the organization 
by hiring a VP of Partnerships and 
Engagement. This move signifies 
an increased emphasis on building 
cooperative relationships with 
community organizations, visitor sector 
businesses, and individuals, increasing 
DCVB’s impact on the destination. 

The former visitor services area is now 
under the partnerships umbrella with 
a focus on shaping visits in Durham 
and improving customer service 
community-wide.  

DCVB wants to connect partners and 
people in more innovative ways than 
ever before. As a part of increasing 
engagement with the community, 
our Visitor Info Center has become a 
“front porch” for Durham by hosting 
Third Friday events, walking tours, and 
receptions for locals and visitors alike. 

The partnerships program has 
also provided value for Durham 
stakeholders and visitors through 
mystery shop programs at 100 hotels 
and visitor features, with constructive 
feedback provided to businesses and 
multiple resources for online, including 
in-person training.
 



0707 WORKFORCE DEVELOPMENT
As Durham rebounded from the recession and jump-started 
the growth of restaurants, hotels, and retail shops, it found 
itself with a shortage of trained workers. Visitor satisfaction 
levels were slipping in surveys and employers were unable 
to find qualified people to hire.

DCVB knew that the key to visitor satisfaction was having 
knowledgeable frontline staff who cared about the 
community as well as their customers. To address this need, 
DCVB focused on strategies to improve the talent pipeline, 
starting with training programs for existing employees. 
An online training portal, in-person training sessions, and 
hosted familiarization tours helped expand the knowledge  
 

of Durham’s frontline staff as a starting point. 
To continue to feed the pipeline with qualified workers, 
DCVB also partnered with several private sector employers, 
Durham Tech, NCCU, Made in Durham, and Durham Public 
Schools to launch a two-week hospitality training pilot 
program. 

Called Durham Careers in Hospitality, the program provided 
hands-on training to a select group of Durham youth, 
with sessions on topics like customer service and how to 
navigate the job application process. The program earned 
one of 13 inaugural Innovation Awards from the Triangle 
Business Journal.  

ADVOCACY
Advocacy is how DCVB influences and 
promotes policies that support and 
empower the visitor sector to thrive and 
grow.  

We work with a statewide coalition of 
public and private-sector colleagues on 
issues impacting visitation like the repeal 
of House Bill 2, passage of legislation 
authorizing the sale of alcoholic beverages 
on Sunday morning, increasing funding 
for statewide tourism marketing and 
promotion, and supporting consumer 
protections regulating the resale of 
concert and sporting event tickets.

This year we also worked with 
Destinations International, our 

international trade association, on a 
study of the “weaponization of travel.” 
As North Carolinians know firsthand, 
when controversial social legislation is 
passed, unintended consequences occur 
such as widespread boycotts and travel 
bans.
   
This is happening all over the country, 
resulting in economic harm to a 
vulnerable constituency.  

DCVB will continue to work at the local, 
state, and national levels to advocate for 
policies that help Durham residents and 
businesses thrive through visitor-related 
economic development.  

08 DCVB is Durham’s voice for economic development

on a local and national  level, pushing for policies that

benefit both visitors and the businesses that serve them.



In 2016-17, dcvb achieved: which resulted in:

1,039
MEDIA STORIES 

PITCHED

91,000+
SOCIAL MEDIA 

FOLLOWERS

386,549
LITERATURE

DISTRIBUTED

1.2M
WEBSITE USER 

SESSIONS

NEW GROUP SALES LEADS
DISTRIBUTED TO HOTELS

236236
CONVENTION/MEETING

GROUPS BOOKED

116116
GROUP ROOM

NIGHTS BOOKED

73,77073,770
OVERALL SATISFACTION

LEVEL OF VISITORS

4.694.69
TAX REVENUE FOR

LOCAL GOVERNMENTS

$54.1M$54.1M
VISITOR-RELATED

JOBS

12,98412,984
OCCUPANCY TAX

REVENUES

$11.7M$11.7M
ANNUAL TAX SAVINGS PER

DURHAM HOUSEHOLD

$965$965

11.1m day visitors

4.7M overnight visitors

14.1M leisure Visitors

1.7M business visitors

15.8M
VISITORS TO DURHAM

IN 2016

$928M
IN DURHAM

WHO SPENT
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