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Back on Track 
 
As our Louisville Tourism team worked over the last several months laying out the strategies 
that will help put our destination into recovery mode, I kept postponing these opening comments 
for fear of yet another pivot. 
 
The word of the year for 2020 indeed.  And pivot we have.  I surely don’t need to enumerate all 
the ways in which the tourism industry has had to adapt to new normals, but I did want to take a 
quick look back at how our destination got to the levels of success we were achieving in 2019.  I 
think it serves as a reminder of how creative our industry is, how strong our brand was before the 
pandemic as it continues to resonate and how we have the tools to truly get back on track and 
continue driving economic development through tourism. 
 
Even before the last decade of unprecedented tourism growth in Louisville with new hotels, a 
renovated downtown center and attraction investments, there were some key developments that 
got the needle moving.  In 2005, the first major hotel addition in decades, enhancing our 
convention package long before we would realize the leisure product we enjoy today.  Well 
before our bourbon revolution, Muhammad Ali and his wife Lonnie chose their hometown to 
open a signature attraction highlighting his ideals and leaving a legacy for us to build 
international marketing around.  New boutique hotels would set an elevated bar for what 
hospitality could look like in Louisville by repurposing our unique architecture in a modern 
way.  And the KFC Yum! Center would be a catalyst for a revived “arena district” in the heart of 
the city center in 2010. 
 
After an aspirational goal to brand Louisville as the Gateway to Bourbon Country by leveraging 
the assets surrounding the destination and the creation of our own Urban Bourbon Trail in 2008, 
we would finally see the first distillery visitor experience open in Louisville in 2013.  Now with 
more than a dozen new Bourbon attractions and a growing number of complimentary products, 
Louisville has lived up to this aspiration and become a true Bourbon destination that is setting us 
apart from our competition for both leisure and meetings travelers.  
 
There are of course so many other rich and authentic attractions beyond the Bourbon pillar and 
we will continue to work to integrate them into our destination story.  One that I’m particularly 
proud of is the launching of the new Black Heritage programming with many of our museum and 
attraction partners.  It ties into the bourbon story with the men and women of color that 
contributed so much to Kentucky’s signature product, but also helps us more richly share 
Louisville’s culinary heritage, horseracing dominance and many other stories that are sure to 
resonate with a general audience and also help us grow our mix of Black travelers. 
 
We strongly believe leisure interest in our destination will continue to help us weather the 
pandemic storm and keep our brand strong among meeting planners that will bring lucrative 
meeting, convention, and event business back to the city. 
 
The youth sports market had led our booked business over the last year as one of the first to 
resume convening. Looking at the first and second quarters of 2022, we are seeing a diverse set 



of definite groups. We are estimating the first quarter will still be down about 25% in room 
nights and the second quarter performing 35% under when compared to 2019.  
 
Throughout the plan, you will note specific tactics that resulted from our Destination Strategic 
Plan.  We have several ongoing committees that are working across numerous sectors to drive 
our ultimate goal of realizing 25 million annual visitors by 2030. We will also continue our 
efforts to incorporate a Diversity, Equity, and Inclusion lens in our activities from how we 
market the destination to recruiting and supplier efforts, knowing this is important to our 
customers and will help us grow business. 
 
According to U.S. Travel, the travel outlook remains positive with travel sentiment remaining 
strong despite an increase in virus activity due to the Delta variant. The percentage of travelers 
with travel plans over the next six months ticked up slightly to 88% with the business travel 
sentiment improving significantly. There are some positive indicators to back that up.  In 2021, 
we have seen occupancy rise from 30.7% in January to 56.9% in June and attraction attendance 
rise from 38,000 in January to well over 480,000 in the last six months.  While only 164,000 
room nights from group business were realized in 2020 after 2019’s record 798,000, the forecast 
for 2022 is 604,000.  As the industry’s recovery continues, one of our biggest challenges for our 
destination and others across the nation will be workforce development which is why we have 
several staff working in tandem with local organizations to address this vital need. 
 
As we get back in the tourism saddle, I am appreciative we have such a strong foundation to rely 
on.  Pre-pandemic, we hosted a record 19 Million visitors in 2019, turning heads with our new 
tourism products, experiencing the meeting, convention and event business growth we were 
striving for after the renovation of KICC. We added crucial airlift and recorded a healthy 60,000 
plus local jobs that were supported by our own hospitality industry. 
 
We WILL get there again. 
 
I am grateful for the work our entire industry has done over the past year and a half and want to 
thank each and every one of you for YOUR contribution to our strong tourism product as we are 
all playing a part in the slow and steady industry recovery. We have aggressive goals with our 
Destination Strategic Plan to surpass where we were in 2019, and I am bullish on achieving our 
goals.  
 
Cleo Battle, Louisville Tourism President & CEO 
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MARKETING COMMUNICATIONS 
 
The Marketing Communications staff works to create awareness about Louisville as a sought-after and 
unique destination for individual and group travelers through positive publicity, innovative advertising, 
outstanding marketing and sales collateral, robust digital and social media campaigns and differentiating 
brand strategy. 
 
OBJECTIVE 
Utilize core brand pillars to position Louisville as the premiere destination for meetings and leisure 
travel by increasing brand awareness in key target markets to increase ROI and help achieve strategic 
sales goals.  
 
OVERARCHING STRATEGIES 
Utilize advertising to drive visitation in current traveling markets:  

Frequent Individual Traveler (FIT/Leisure) – Short term travel focus 
Group Tour – small affinity group focus 

Sustain branding in Convention market for long term business 
Target earned media efforts to rebuild Louisville’s brand and awareness of new product 
Evolve digital programs to reflect a lifestyle brand that will grow engagement 
Continue weekly communication with a regional drive audience to inspire short term travel 
 
Measurable Goals 

Generate and service 40 hosted media visits 
Generate website traffic of 911,000 unique visitors 
Engage and retain 100,000 social network subscribers 
Convert 20 press pitches to regional or national coverage in our primary feeder markets 

 

LEISURE MARKETING OVERVIEW 
As a leisure tourist destination, Louisville was performing stronger than many previous decades leading 
up to the pandemic. This was largely based on the improvement of product, expanded offerings and 
brand awareness. We will continue to work to recover this traffic in key feeder markets while focusing 
efforts to increase visitation and support leisure development sales initiatives and attraction ticket sales.   
 
MARKETING STRATEGY 
As we continue to increase awareness of Louisville as a top leisure destination, we will focus our 
strategy to reach our target at every point of the travel purchase funnel to attain sustained brand 
awareness.  This will be achieved by various tactical approaches including paid advertising, public 
relations, marketing partnerships, email marketing, content marketing & social media.  
 
TARGET AUDIENCE 
PRIMARY: General Leisure Traveler  
Adults ages 25-54 which encompasses both Millennials (adults age 25-40) and Gen Xers (adults age 41-
56), with a sweet spot in 25-45 year old’s. As of 2019, Millennials are the largest generation in the work 



force and claim the largest share of the U.S. population. These are highly connected travelers who value 
authentic experiences including bourbon and culinary highlights.  
 
FEEDER CITIES*  

1. Indianapolis 
2. Cincinnati 
3. Atlanta 
4. Chicago 
5. Nashville 
6. Detroit 
7. Columbus, OH 
8. St. Louis 
9. Memphis 
10. Washington, DC 
 

*These are the top cities feeding travel to Louisville according to Destination Analysts 2019/20 Visitor Profile.   
Markets within close proximity to facilitate a day trip have been removed with the goal of overnight guests.   
Bolded cities indicate key markets targeted in leisure campaigns. 
 
MESSAGING STRATEGY  
We will continue to implement brand-centered messaging and market Louisville as 'Bourbon City,' 
including the recently launched new product of Bourbon City’s Black Heritage. This Bourbon City 
message will be featured across all markets and will focus on the spirit of bourbon and how it ties 
together all four of Louisville’s core brand pillars. Since the inception of the new brand platform and 
strategic planning we have not simply launched a single year campaign or initiative but a long-term 
approach to destination marketing.  
 
In addition to a consistent brand message, we will tailor messaging to hit on Louisville’s value 
proposition – easy to get here, affordable and diverse things to do for all travelers.  
 
TACTICS 
Paid Advertising  
Paid advertising efforts will consist of multiple campaigns targeted to reach consumers at as many touch 
points as possible along the travel purchase funnel.  
 

General Leisure Awareness Campaigns  
With the main focus being awareness of Louisville as a top travel destination, these highly 
targeted flighted campaigns will allow us to cast a wider net and garner more attention from our 
target audience. The campaigns will be deployed seasonally, and the message will be focused on 
specific brand pillars 

 
• Flight #1 – Fall  

o September – October 2021 
o Bourbon & Culinary forward 

 
• Flight #2 – Spring 

o May – June 2022 



o Attractions & Family forward  
 

Some of the key media outlets will include: 
• Targeted out of home placements in top feeder markets (i.e. billboards, transit, signage) 

o High impact out of home placements in key ‘road trip’ feeder markets to coincide with 
our digital flights to garner additional awareness and add another touchpoint in highly 
valued and highly trafficked areas of that market.  

• Connected TV vendors such as YouTube TV, DirectTV Now and others 
• Programmatic digital buys  
• National & Regional print publications that align with brand pillars 

 
Reach and engagement will be the primary measurement when choosing media outlets, but a strong 
call to action that generates conversion will be incorporated and now tracked with new conversion 
software.   
 
Supplemental Leisure Awareness Campaigns  
In tandem to the larger general consumer targeted digital campaigns, we will deploy supplemental 
digital campaigns aimed to reach Black & LGBTQ+ travelers. These campaigns will be targeted to 
specifically reach these audiences in our key feeder markets at the same time the general awareness 
flights are running. The creative executions will be in line with the general awareness message, but 
the imagery and people featured in the ads will be tailored to the specific audiences.  
 
Inbound Flight Support Campaign 
Prior to the pandemic, the Louisville Muhammad Ali International Airport saw a record-breaking 
year in 2019 with 4.2 million total passengers. When the country began to see travel take off again 
in early 2021, the airport continued to outpace the national average of enplanements and secured a 
record high 36 nonstop flight to destination around the country. As the airport team continues to 
focus the majority of their marketing efforts in outbound traffic and airlift development, we will look 
to increase inbound flight traffic by focusing on building awareness of Louisville in direct flight 
markets.  
 
Online Travel Agency (OTA) Partnerships 
Louisville will continue to have an annual presence with the top US OTA, Expedia Brands. Expedia 
Brands, which include top sites such as Hotels.com, Travelocity, VRBO and more, account for about 
70% share of the U.S. market. As OTA's continue to fight for market share with the hotel brands, 
they remain a heavy source for end of the funnel travel research, especially during a time when 
discount travel is important.  
 
Comeback Campaign  
We will look to capitalize on both Louisville’s geographic location, being drivable to over 2/3rd of the 
U.S. population, and the overwhelming positive sentiment that our visitors have after having visited 
– over 96% of Louisville’s first-time visitors said they would make a return trip and over 75% of 
visitors in 2019 were repeat visitors according to the 2019/2020 Destination Analysts Report. This 
campaign will target individuals, within a defined geography, who have visited Louisville within the 
past 24-36 months based on their past credit card spending patterns. 
 
Arrivalist, an analytics and conversion attribution software, will help measure the effectiveness of 
our digital campaigns in real-time. This software will also provide greater insights on visitation 



behaviors, so the nimbleness of Louisville’s campaigns and message will remain very important to 
achieve the overall campaign goals.  
 

Email Marketing 
In 2020, we added to our stable of seasonal e-newsletters and digital event-specific communication with 
a fiscal year-long Sustained Leisure Event Email Campaign promoted as “The Front Runners – The 
Bourbon City’s weekly tipsheet.” More than a weekly newsletter, the Front Runner is supported 
holistically with video, web and social media elements.  It is intended to be an “immersion to 
conversion” campaign to reach primarily leisure visitors in a 100-mile drive-market radius.  The 
newsletter is a round-up of curated events leveraged to inspire short term travel and build brand 
awareness for long term and repeat travel business. Note that as “events” largely became virtual, we 
pivoted to feature more exhibit style offerings or itinerary experiences.  The Front Runner continues to 
utilize two signature Kentucky industries to provide a framing design element incorporating horse-racing 
and bourbon terminology.  Each week, events are curated by the Tourism Development staff that most 
closely align with the city’s brand pillars.  The Marketing and Communications staff designs and 
distributes the email campaign to a growing list of subscribers and monitors conversion.   
 
Leisure development is the primary purpose of this marketing vehicle with the knowledge that a strong 
leisure brand is often the first interaction potential meeting planners have with a destination. The 
program also features a potential community relations angle to have locals become brand ambassadors.  
Though a crowded marketplace exists for local event roundups, the intent is for the content to be 
compelling enough to grow a local follower audience as well to keep citizens informed of Louisville’s 
offerings. 
 
Social Media  
The use of social media platforms in tourism marketing continues to provide a significant connection to 
consumers and one of the most powerful means of building and increasing brand awareness. It also 
served as a primary tool to keep consumers informed (including a local audience) of timely information 
on what is going on in the city. Social media strategies and campaigns across three primary platforms – 
Facebook, Instagram and Twitter will be implemented to compliment the themes of our traditional 
marketing efforts.  We will continue providing daily content in line with an annual editorial calendar and 
supplemented with news in real time from our many industry assets. 

 
 
 
 
 
 
 
 
 
 
 



CONVENTION OVERVIEW 
Louisville’s convention package keeps growing as hotel development continues even during the 
pandemic. Louisville has a seat at the table with some of the largest destinations and was listed the top 
market for hotel demand by CBRE for Q1 2019. Post pandemic, the city is positioned to compete for an 
additional 25% of the national share of meeting and convention business with a renovated and 
expanded Kentucky International Convention Center open for business. Louisville’s brand was at a high 
level of national awareness with meeting planners and decision makers. We will continue to capitalize 
on this, further growing Louisville’s reputation as a premier meetings destination and ensure meeting 
planners that Louisville and our facilities are safe and ready for their meetings. 
 
TARGET AUDIENCE 
PRIMARY: National and Local Convention Meeting Planners/Sports Event Owners and Rights Holders 
Those who plan meetings/events, solicit bids and negotiate agreements, perform site visits, influence 
site selections, coordinate services at event and monitor event activities. 
 
SECONDARY: Association Executives and CEOs 
The key influencers/decision makers and organizational leaders of professional associations. 
 
TARGET CITIES 

1. Washington, DC     
2. Chicago      
3. Atlanta      
4. Indianapolis     
5. Minneapolis  
6. Kansas City 
7. Milwaukee 
8. St. Louis 
9. Nashville 
 

*BOLD cities represent crossover markets (ie. both leisure and convention) 
 
MARKETING STRATEGIES 
Prior to the pandemic, Louisville Tourism had formed integrated marketing and event partnerships with 
leading industry associations and media outlets in order to leverage the city’s brand assets and generate 
sales leads. Many of these including trade show marketing and have had to pivot to other ways to reach 
the meetings audience.  We have invested time and resources in virtual events including tastings and 
cooking demos leveraging our in-house “Bourbon and Biscuits” programming.  This has resulted in 
positive feedback from the industry partners and meeting planner audience as a unique tool to remain 
engaged with Louisville’s brand. 
 
These partnerships have worked to align our strategies across markets and been a vital tool in building 
and maintaining brand awareness.  Louisville Tourism will continue to host events (virtual, hybrid and in-
person) and industry shows that will allow our target audience to immerse themselves in the 
destination’s culture and offerings and fully experience the authenticity of our brand. 
 
MESSAGING STRATEGY 



As Louisville’s meeting and convention package continues to evolve and expand, we will continue 
marketing an ongoing development message.  In addition to leveraging Louisville’s core brand pillars, 
the following will continue as key message drivers in this market: 

• Newly renovated and expanded KICC 
• Hotel development (both the increase in rooms and ongoing renovations) 
• Walkability of downtown with a tight concentration of dining and attractions  
• Safety – pushing GBAC messaging 

 
TACTICAL APPROACH 
Industry Partnerships 
Louisville will continue partnerships with the following meetings industry organizations: 

These industry partnerships will not only reach Louisville’s target convention market segments but also 
allow us to reach our primary and secondary convention audiences in our target cities nationwide. While 
these partnerships reach nationwide, we will focus on the top three convention cities listed below: 

o Washington, DC  
o Chicago  
o Atlanta  

 
Advertising  
As we continue to see success in our advertising & media partnerships, we will build upon those in the 
future when budgets rebound. For the short term, this will be primarily through targeting meeting 
planners directly through digital platforms, such as:  
 

• Growing our partnership with CVENT, which has shown over a 30% increase in RFPs to the 
destination over the last year.  

 
GROUP TOUR OVERVIEW 
 
TARGET AUDIENCE 
PRIMARY: Motor coach owners/operators 
These are typically the key decision maker(s) that include Louisville in their guided tour. Large 
companies but also small business owners; often times a husband and wife family-owned businesses, 
typically ABA members. Skews towards middle-class income level of $50K - $75K. 
 
TARGET CITIES    

1. Cleveland    
2. Cincinnati    
3. Chicago     

o American Society of 
Association Executives (ASAE) 

o Meeting Planners International (MPI) 

o Association Forum o Professional Convention Management Association 
(PCMA) 

o ConferenceDirect 
o CVENT  
o Experient 

o International Association of Exhibitions and Events 
(IAEE) 

o HelmsBriscoe o NorthStar Media 
 



4. St. Louis    
5. Columbus 
6. Indianapolis 
7. Dearborn, MI 
8. Chattanooga 
9. Nashville 
10. Philadelphia 

 
*BOLD cities represent crossover markets (i.e. both leisure and convention) 
 
TARGET MARKET SEGMENTSi 

• Student 
• Seniors 
• Boomers 
• Bank Travelers 

 
STRATEGIES 
Continue to build awareness of Louisville as a compelling group travel destination, and initiate 
partnerships with top industry associations and media outlets to leverage awareness into leads and site 
visits. As some group travel has suspended, we will be pivoting to small group travel and affinity markets 
for short term. 
 
TACTICS 
Paid Advertising  
We will partner with industry leader, Group Travel Media, to capitalize on their engaged audience in key 
niche publications to help support the Tourism Development team’s goals. These publications will 
include the National Civil Rights Trail Guide and the Travel South Tour Planner.  
 
Booking Incentives 
Incentives are specifically strong in the group tour market. We will work to consolidate incentives to 
make them more easily digested by our customers. These will be featured in a newly created 
promotional piece that we be a one stop shop for all offers. 

 
COMMUNITY AWARENESS OVERVIEW 
Tourism is the third largest industry in Louisville.  Prior to the pandemic it accounted for 60,000 local 
jobs and $3.5 Billion in economic impact.  Louisville Tourism has worked on increasing awareness of our 
destination in top feeder markets, but research shows that nearly 40% of Louisville’s visitors in 2019 
were here to visit friends and family. We must ensure our residents are educated and understand the 
full benefits of our city in order to influence future travel.  
 
AUDIENCE 
Local residents and businesses 
 
STRATEGY 
Empower residents and local business owners to become ambassadors and stewards of Louisville’s 
brand, while also supporting the local business community.  The pandemic has also made the 



importance of tourism more locally aware in the devasting effects to local jobs and lost convention 
business.   
 
MESSAGING STRATEGY 
The overall message will be told through a combination of local stories, photos and experiences, as well 
integrating powerful accolades where appropriate. We will also continue to leverage new leadership as 
an angle to build local advocacy. 
 
TACTICS 
Social Media 
These efforts will be supported by both organic and paid social media, as well as Louisville Tourism’s blog to 
help tell the full stories.   
 
Bourbon City Brief 
The monthly destination update is positioned as a leading news source for tourism related content. For 
the first time, last year the subscriber base was expanded beyond the hospitality industry to target 
residents as well.  The format was condensed to be more user-friendly and simplify messaging to be 
relevant to a broader audience.  The intent is to equip a larger audience with the tools to help market 
Louisville as a destination and increase the relevance of the tourism industry’s vital role in economic 
development. 
 
The Marketing Communications department will attend the following media marketplaces and 
consumer shows to promote the destination: 
             

Event   Location Date 
 
PRSA Travel & Tourism Conference 

  
Spokane, WA May 22-25, 2022 

 
Midwest Travel Journalists Assn Fall Conference 

  
Ft. Meyers & Sanibel Isl, FL October 17-21, 2021 

 
LGBT in Tourism Conference 

  
Virtual Symposium November 8-11, 2021 

 
New Orleans Bourbon Festival 

  
New Orleans, LA 

 
August 18-21, 2021, March 2022 

 
Midwest Travel Writers Assn Spring Conference 

  
TBD Spring, 2022 

 
International POW WOW 

  
Las Vegas, NV September 18-22, 2021 

 
Media Calls 

  
New York, Washington, DC February 2022,  June, 2022 

   
  

     
 

 

 



CONVENTION DEVELOPMENT 
It has been quite a year of sales endurance as we have had to reduce staff, account for group 
cancellations, and get creative on a very reduced sales and promotion budget. That is the somber news. 
After a challenging year, group demand is starting to turn the corner. We are seeing and feeling early 
activity begin to pick up as planners across all market segments are beginning to focus on their next 
face-to-face gathering. In hoping the worst of the pandemic impact is in the rear-view mirror, we feel 
confident we will see the return of convention activity to the levels we were experiencing pre-COVID as 
Louisville was coming off a record year in 2019 for hosted group meetings. 
 
Currently, the Convention Sales team consists of 13 managers, of which 11 are based in Louisville with 
two remote Regional Directors dedicated to the Chicago and Washington D.C. market they are based in. 
We currently cover the Atlanta feeder markets from our home office. Direct Sales activity continues to 
focus primarily on Associations, Trade Business Commercial, Corporate, Healthcare/Medical, Sporting 
events and conventions, State Associations, Religious and Direct Selling market segments.  
 
GOALS 
Produce 599,800 group room nights 
Generate 925 leads 
Host 85 site visits 
 
Overview 
Our 2021/22 fiscal year will be a tale of two “half” years. July through December we will continue to see 
group business gaining momentum and planners electing to conduct face-to-face meetings, but room 
demand and attendance will continue to be “COVID corrected” and our production numbers will reflect 
this dynamic. The second half of the year, January through June will see less impact on room and 
attendance demand but still not be back to 2019 group levels.  
 
Through our subscription services, we will continue to monitor the Tourism Economics (TE) group 
demand forecast for 2021 through 2024. Using 2019 as the baseline or 100%, the TE group demand 
benchmark forecasts the calendar year of 2022 to increase to 82%. Provided in quarterly snapshots, TE 
is projecting that by Q4 2024 the national aggregate group demand will return to pre-pandemic (2019) 
levels.  
 
Not all DMO’s will recover group business demand at the same pace. We feel Louisville, with its central 
location and less restrictive event operating requirements, will outpace larger gateway competition. 
These destinations normally rely more heavily on large national events attracting a larger percentage of 
international travelers. Also contributing to a quicker recovery is our early adoption and focus on GBAC 
protocols.  This effort has helped position Louisville as a safe, welcoming, and open destination.  
 
KEY MARKETING INITIATIVES 
 
Continued advancement of foundational or “Legacy” accounts 
Louisville Tourism maintains numerous annual and repeat conventions across every month of the selling 
calendar. Managing these accounts and securing their respective commitments on a two-year confirmed 



basis is a priority of the Convention Development team. Working closely with our venue partners we will 
consistently have these important accounts secured two years into the future.  
 
Target new business into new and renovated venues and facilities 
We will qualify and target new accounts across Trade Business Commercial, Direct Selling, Sports, and 
State Associations that can utilize new sports facilities, Kentucky Venues (Freedom Hall, KICC, KEC), the 
Galt House, and the new Lou City/Racing Academy to be opened later in 2021.  
 
Increased engagement with Association Management Companies (AMC) and 3rd party intermediaries 
We will successfully host the AMC Re-Engaged program in October 2021. Louisville will host 200 
attendees, half of the audience being planners for a 3-day conference and showcase the very best of 
Louisville’s capabilities. Sales missions will be scheduled at large AMC companies, Kellen, Bostrom, 
SmithBucklin, Association Management Center, and Lexington based AMR. 
Louisville Tourism hosted an education session while attending the AMC Institute over the dates of June 
2-4, 2021 in Orlando FL. 250 AMC executives were in attendance. 
 
Continue to push Louisville and destination assets through virtual and hybrid produced events 
Virtual and hybrid client engagement opportunities will continue to present themselves in 2021 and 
likely into 2022. The sales team has been very intentional in our virtual productions. Averaging one 
event every 6-8 weeks we have been successful in keeping planners updated and interested in the 
ongoing venue enhancements and new products coming into the destination. Response to these 
branded events has been strong and we see this as an important opportunity to reach clients as travel 
and site visits continue to be restricted.  
 
Push face-to-face client engagement opportunities 
Louisville Tourism will host Society of Independent Show Organizers (SISO) when they convene in August 
for their Global Leadership Summit with an expected 200 industry executives. Additionally, Meetings 
Today LIVE! will take place in September 2021 with an estimated attendance of 75 people.  
 
Continue to improve virtual site visit and e-bid book experience  
Clients will continue to rely on the ability to conduct site visits virtually and digest bid book contents 
digitally. With over 75 local hotels, facilities, and attractions available to tour virtually through Threshold 
360, the sales team will be able to continue conducting interactive, meaningful virtual site visits well 
beyond the pandemic. The new SendSites platform will also allow us to improve the e-bid book contents 
and integrate these into the Threshold 360 site visit experience.  
 
Improved use of CRM-SimpleView 
The Next Gen Mint database provides a significant opportunity for the sales team to pull more accurate 
meeting information. Louisville Tourism is a full subscriber to this newly launched group meeting 
database. Integrated with SimpleView CRM, MINT will also provide new scoring software (ESP) that will 
allow the sales team to target the best group business based on the meeting parameters we provide.  
We will continue to qualify accounts and import account contact and meetings data into the CRM. 
Individual dashboards charting definite and tentative productivity, sales reports, and key account traces 
will also become fully operational in 2021.  
 
Midwest Regional Office-Chicago 
Chicago and the Midwest market states of Indiana, Ohio, Michigan, Minnesota, Wisconsin, Iowa, and 
Kansas continue to be important locations for our selling activities. Sales leads and tentative room nights 



continue to be a focus. For the first time, we will incorporate a definite room night goal into the mix. 
These room nights will contribute to the team sales goal. 
 
2021/22 Midwest Regional Office goals 
Produce 325 sales leads 
Produce 525,000 tentative room nights 
Produce 8-10k definite room nights 
 
 
Convention Development will attend the following key Industry Meetings & Tradeshows: 
 
Event        Location    Date   
              
Destination International     Hybrid/Baltimore, MD  July 2021 
 
PCMA Education Conference     Phoenix, AZ    2021 
 
Smart Meetings      New York    July 2021 
 
DC Sales Mission      Washington, DC   July 2021 

 
KSAE        Belterra Resort, IN   July 2021 
 
CVENT Connect      Las Vegas, NV & Virtual  August 2021 
 
American Society of Association Executives (ASAE)  VIRTUAL    August 2021 
 
Society of Independent Show Organizers Leadership Conference (SISO) Louisville, KY  August 2021 
 
CVB Reps August Reception     Washington, DC   August 2021 
 
ASAE XDP National      Hybrid/TBD   August 2021 
 
Connect Sports      Tampa, FL   August 2021 
 
Connect Corporate      Tampa, FL   August 2021 
  
PCMA Visionary Awards     Washington, DC   August 2021 
 
Meeting Planner Mastermind     Louisville, KY   August 2021 
 
Meetings Today Live     Louisville, KY   September 2021 
 
The Art of Bourbon Client Event    Atlanta, GA   September 2021 
 
Travel, Events & Management in Sports (T.E.A.M.S.)  Atlantic City, NJ   September 2021 
  
Destination Showcase     TBD    September 2021 
 
PCMA Partnership Summit      TBD    September 2021 
 
IAEE Women's Leadership Forum    Washington, DC   September 2021 
 
African American Travel Conference POST FAM   Louisville, KY   September 2021 
 
DC Sales Mission      Washington, DC   October 2021  



 
National Association of Sports Commissions Symposium  Kansas City, MO   October 2021 
 
ECEF       Washington, DC   November 2021 
 
IMEX America      Las Vegas, NV   November 2021 
 
Nursing Organizations Alliance - Fall Summit   Virginia Beach   November 2021 
 
Association Forum - Holiday Showcase    Chicago, IL   December 2021 
 
Holiday Showcase      Chicago, IL   December 2021 
 
CVB Reps December Reception    Washington, DC   December 2021 
 
International Association of Exhibitions & Events (IAEE)  Philadelphia, PA   December 2021 
 
Professional Convention Management Assn (PCMA) Annual Meeting  Las Vegas, NV   January 2022 
 
RCMA Emerge      Sacramento, CA   February 2022 
 
AMC Institute      Colorado Springs, CO  February 2022 
 
Friends of Marlene      Chicago, IL   March 2022 
 
Sports Travel Road Show     Colorado Springs, CO  March 2022 
 
Pharma Forum      New York City, NY   March 2022 
 
PMPI Derby Days      Washington, DC   April 2022 
 
Industry IX Change      Chicago, IL   April 2022 
 
PCMA Visionary Awards     Washington, DC   May 2022 
 
Lunch in Louisville      Louisville, KY   June 2022 
 
Direct Selling Association Annual Meeting (DSA)   TBD    June 2022 
 
MPI-WEC       San Francisco, CA   June 2022 
 
Association Forum - Honors Gala    Chicago, IL   June 2022 
 
PCMA Educon      New Orleans, LA   June 2022 
 
Kentucky Society of Association Executives (KSAE)  TBD    July 2022 

 
 
*Tradeshows with marketing activations in bold 

 

 



DESTINATION SERVICES 
The Destination Services team provides industry-leading customer service and support to meeting 
planners and event organizers of all group gatherings including conventions, meetings, sporting events, 
trade shows and festivals through strategic services, community connections and creative attendance 
building.  
 
Prior to the COVID-19 pandemic the destination was on an upward trajectory and the department saw 
record growth across all service metrics including hosted groups, attendance, and economic impact.  
 
Looking ahead, the role of Destination Services as a resource for meeting and event planners has 
become even more pivotal, as vacillation among planners and the industry has become the new normal. 
We have moved from reopening to recovery and the climb back to a pre-pandemic industry has begun. 
While there will be pockets of swift activity and destination-specific wins, most models point to late 
2023 and early 2024 to fully recover to 2019 levels.  
 
Providing services with a focus on digital experience, assisting with event recovery and destination 
preparedness and engaging the community more strategically will be focal points for the department 
moving forward.  
 
GOALS 
400 Convention/Event Partner Referrals   
600 Leisure Partner Referrals  
6.8 - 7.0 PCE Dept Avg (7.0 scale)   
7,000 Visitor Inquiries Serviced 
  
STRATEGIES 
Destination Services in a Hybrid World 
While the term “hybrid” has come to mean many things the idea of both in-person and virtual 
experiences will be here to stay at least through the next year. During this time, the services team will 
focus on strengthening the digital services we provide and offer new opportunities to engage with 
stakeholders. This will be done throughout the planning process beginning with offering virtual 
promotional experiences one year out through video promotions or self-serve experiences onsite at the 
event. 
 
Stakeholder engagement will be sought after and could include exhibitor and sponsor webinars or live 
video conferences. The goal would be to answer questions regarding the latest health and safety 
protocols and provide additional details on transportation, restaurants, offsite events and more.  
 
Once a group is onsite the services team will ensure attendees have multiple ways to access city 
information. Traditional face to face interaction along with limited printed collateral will be available. 
However, city information will also need to be accessible digitally, through QR codes and other mobile-
friendly formats. 
 
 
 



Event Recovery and Destination Preparedness 
As group business continues to recover it is essential for not only the events to be prepared but also the 
destination. The services team continues to work closely with planners and organizers to ensure they 
remain current on the latest updates and guidance for Louisville and the Commonwealth of Kentucky.  
 
As the frequency and scale of group business continues to grow, communication with key partners is 
essential. Both pre-pandemic strategies and new efforts will be made to effectively relay key details 
related to incoming groups to the restaurant community, transportation services and public safety 
officials. The importance of health and safety for visitors remains a top priority for the destination. The 
Services team will continue to maintain and grow relationships with Louisville Downtown Partnership, 
LDMD, LMPD, Metro Special Events and downtown property owners to assist in recovery and provide 
updates on group business and demographics. 
 
Community Engagement 
A supporting element to destination preparedness is engaging with the community. New opportunities 
have been born out of the pandemic. Sports infrastructure and investment have grown significantly and 
the first of several priorities will be to continue fostering relationships with the venue leaders, including 
the new Lynn Family Stadium and Norton Healthcare Sports and Learning Center. Highlighting 
investments being made by long-term partners such as the KFC Yum! Center, Louisville Slugger Field, the 
University of Louisville and other local institutions will also play a key role. Athletics has shown 
tremendous resiliency throughout the pandemic and has consistently ranked in the top three producing 
market segments over the last several years. Understanding the goals and developing a collective vision 
for sporting events in Louisville and how these facilities continue to act as demand generators will be 
essential to a swift and sustained recovery. 
 
Regardless of size or scope the importance of facilities and venues creating demand throughout 
Louisville has never been felt so much as it has throughout the pandemic. Early on, a working group of 
venue leaders representing non-hotel indoor and outdoor venues was created and led by the services 
team to reopen the destination. Now this Louisville venues committee will focus on recovery, event 
coordination, best practices, and trend discussions to ensure the community works in tandem to host 
concerts, events, and festivals safely and successfully.  
 
As events begin to breathe life back into the community it is vital that the local stakeholders understand 
and value the positive impact of group business. Advocacy will be an essential role of the services team 
among the neighborhoods and cities throughout the metro. This will include being a connector and 
supporter for the creation of new events. The services team will work closely with the chamber of 
commerce and city leaders in all communities to facilitate conversations around the impact of 
conventions and events in their areas. 
 
LEGACY ORGANIZATIONS AND EVENTS 
To receive the legacy designation, the organization has shown a strong commitment to Louisville while 
meeting specific criteria for size and reach of their event(s) held in the city on an annual or regular basis. 
The legacy organizations that receive Louisville Tourism services and are planning to hold their events in 
the 2021-2022 fiscal year are listed below:  
 
CONVENTIONS & TRADESHOWS 
National Street Rod Association – 52nd Annual Street Rod Nationals (August 2021) 
 



Association of Equipment Manufacturers - The Utility Expo (September 2021) 
 
Kentuckiana Cluster of Dog Shows (March 2022) 
 
Mid-America Trucking Show (March 2022) 
 
National Farm Machinery Show and Championship Tractor Pull (February 2022) 
 
North American International Livestock Expo (November 2021) 
 
Outdoor Power Equipment Institute – GIE+EXPO (October 2021) 
 
Together for the Gospel 
 CROSS (December 2021) 

Together for the Gospel (April 2022) 
  
 
 
SPORTING EVENTS & FESTIVALS 
Danny Wimmer Presents 

Louder Than Life (September 2021) 
 
Forecastle Festival (May 2022) 
 
Junior Volleyball Association World Challenge (April 2022) 
 
Kentucky Derby Festival (April 2022) 
 
KIVA Adidas Bluegrass Volleyball Tournament (March 2022) 
 
National Archery in the Schools Program National Tournament (May 2022) 
 
St. James Court Art Show (October 2021) 
 
TFN Camps & Clinics 

Run 4 Roses (July 2021) 
Battle in the Boro (July 2021) 

 
USA BMX 

Derby City Nationals (August 2021) 
 
Varsity Brands 

World Spirit Federation Cheer and Dance Competition (December 2021) 
U.S. Finals (Cheer) (April 2022) 
 

 
2021/2022 PROMOTIONAL TRAVEL 



The Destination Services team is planning to promote Louisville at the following events: 
Event         Location          Date   

National Association of Elementary School Principals*  Chicago, IL July 2021 

National Association of Pastoral Musicians National Convention* New Orleans, LA July 2021 

National Rifle Association Houston, TX September 2021 

American Association for Laboratory Animal Science Kansas City, MO October 2021 

American College of Allergy, Asthma and Immunology New Orleans, LA November 2021 

Council for Exceptional Children Orlando, FL January 2022 

Hearth, Patio & Barbecue Expo Atlanta, GA March 2022 

Ambulatory Surgery Center Association Dallas, TX April 2022 

 
*These are non-staffed  experiences designed and coordinated by Louisville Tourism 
 

 

 

 

 

 

 

 

 



TOURISM DEVELOPMENT 

The Tourism Development staff is dedicated to selling Louisville as a leisure travel destination and 
servicing visitors from across a spectrum of individual leisure travelers and ever-evolving tour and travel 
markets. 
 
GOALS 

• Generate leisure attraction attendance of 2,273,550 
• Generate group tour attraction attendance of 541,105 
• Generate 42,743 group tour room nights 
• Host 43,492 walk-in visits to Visitor Center 
• 3,500 Leisure Partner Referrals 

 
LEISURE INDIVIDUAL MARKET OVERVIEW 
Spring 2021 traveler sentiment studies by Destination Analysts highlight that enthusiasm for travel, even 
while still challenging, continues to significantly improve with 27.7% of survey respondents noting that 
they are ready to travel but still have some hesitation, while 32.4% are ready to travel or are already 
traveling. This is consistent with Longwoods International Travel Sentiment Survey data from Spring 2021 
that notes that 81% of those surveyed, planned to travel within the next 6 months, with 34% mentioning 
that their trip will be a road trip. 
 
STRATEGIES 
There is a positive upward trend in traveler sentiment and 56.6% of survey respondents note that they 
are excited to learn about new travel destinations to visit. The Tourism Development team will continue 
to focus on strategies to keep Louisville top of mind with leisure travelers by presenting inspirational 
content, product and programing that presents Louisville as a safe and affordable road trip destination 
with assets and information that help ease any travel hesitations of potential visitors. Destination Analysts 
data reinforces the notion that travelers will feel the safest taking a road trip as the travel economy 
rebounds. Our leisure outreach will be particularly focused on driving awareness around Louisville’s 
convenient geographic location targeting potential visitors within a 300-mile radius which allows for an 
easy drive to visit the city. 
 
Key Marketing Initiatives:  

• Curate inspirational content that will best drive visitation based on visitor research, create 
leisure-friendly product to promote through creative itineraries, incentives and packages. 

• Drive community-wide programming with partners based on editorial calendar and consumer 
research. Lead work related to Destination Strategic Plan priorities related to Attraction Product 
Development and Neighborhood Development/Preservation. 

• Reimagine regional feeder market pop-ups to provide engagement with potential leisure 
travelers to motivate immediate bookings through exclusive access to special programming and 
incentives. Leverage strategic partnership with Garden & Gun magazine in two major markets 
with coordinated marketing outreach to activate. 

• Continue to build leisure database by maintaining a presence in regional feeder markets via 
leisure travel consumer show activations and hosting themed online sweepstakes periodically 
throughout the year. 



• Focus on the sustained leisure event email campaign featuring the weekly Front Runners, to 
subscribers in the leisure database to motivate, inspire and influence short-term overnight 
bookings to Louisville. 

  
Bourbon City’s Black History & Heritage Leisure Outreach Overview 
Louisville Tourism has officially launched a specific leisure outreach strategy highlighting Louisville’s 
Black History & Heritage- featuring Muhammad Ali Tourism and the Unfiltered Truth Collection of 
immersive experiences. One of the specific goals for Louisville Tourism is to increase African American 
visitation to Louisville by 3% in 5 years, from 11% of total visitation in 2020 to 14% in 2025.  The year 
2020 brought about an incredibly powerful shift in how African Americans and all travelers looking for 
more culturally diverse experiences will seek out places to explore, discover and stay. In addition to 
being intentional in the growth of Black travelers, this programming will be marketed to all visitors as 
uniquely Louisville assets. 
  
According to Travel & Leisure, there is a “powerful new Black travel movement that has emerged over 
the past decade — one centered on giving travelers of color the advice, inspiration, and sense of 
community we need to explore the world.”  This new movement is primarily centered on the Gen Z and 
Millennial travelers looking to community travel groups and word of mouth to shape their plans to visit 
destinations that are inclusive, culturally diverse, and safe.  To address this movement amongst Black 
travelers, it will be a priority to demonstrate Louisville’s commitment to being an inclusive and 
welcoming destination while also highlighting the culturally diverse stories of city’s authentic Black 
history and heritage.   
 
The Black Traveler Movement is also being shaped by several key influential leaders in the travel 
planning space. To attract visitors to Louisville, forming partnerships aligned with these influential 
leaders building the channels and networks and partnering with them to share their recommendations 
will be a key focus of our strategy.  One of these partnerships will be with Nomadness Travel Tribe a 
group synonymous with community and storytelling. With 25,000 users strong this group is the leader in 
influencing Black travelers' decision-making process.   
 
The Tourism Development team will seek out those visitors looking to learn more about Louisville’s 
diverse culture and heritage through storytelling and immersive experiences never seen or heard before 
through the Unfiltered Truth Collection and the newly created Bourbon City Black Heritage platform.  
According to Airbnb’s Black Travel Trends Survey, 50% of Black adults plan to travel to a location or 
landmark associated with their ethnic culture and heritage.  Reaching these potential travelers through 
a combined strategy focus on product development, strategic partnerships and promotion in targeted 
regional feeder markets will be the focus in this new fiscal year.  
 
Key Marketing Initiatives:  

• Continue to work with local attraction partners to interpret the story of Louisville’s Black History 
and Heritage. Explore opportunities to expand on the immersive experiences known as the 
Unfiltered Truth Collection. 

• Host mini pop-up events with Black Bourbon influencers in key feeder market cities aligning 
strategic partnership and event activation with Nomadness Travel Tribe. 

• Organize Black travel planner/agent familiarization tour in partnership with Association of Black 
Travel Professionals. 



• Launch strategic partnerships with local events and organizations to endorse and represent 
Louisville Tourism and the Black Heritage experience found in our destination. 

• Activate in regional feeder markets at consumer events to drive short-term overnight bookings 
at events such as Cincinnati Music Festival. 

• Continue ongoing diversity, equity, and inclusion training for the hospitality industry. 
 
LEISURE GROUP TOUR/MOTORCOACH MARKET OVERVIEW 
It is obvious that the landscape for group travel, especially tours, has changed dramatically since the 
pandemic hit. As resilient as the travel industry has been through multiple events over the last 100 
years, COVID-19 has been the ultimate game-changer. Tour companies, and coach companies, now have 
to re-think how they contract, market, and operate to succeed in a very dynamic and unpredictable 
environment. 
 
Collective group buying and negotiations have been changed as volumes are down, groups are much 
smaller and traveling in larger groups is temporarily on hold. Regional restrictions and irregularities in 
attraction, restaurant, and hotel openings have made tour planning much more challenging. From an 
operational standpoint, the urgency is now around safety and cleanliness protocols to prevent the 
potential spread or transmission of Covid-19. From a sales and marketing perspective, those 
aforementioned key tour selling propositions have been sidelined due to social distancing requirements 
and the overall avoidance of large group gatherings. 
 
There are signs that the tide is turning and changing for the better. In fact, Globus & Cosmos and 
Collette Vacations, two long-standing group tour clients to Louisville and several other tour operators 
have recently moved groups, with travelers enthusiastically reporting that they loved the experience, 
and the implementation of safety and cleanliness protocols made travelers feel very comfortable, which 
only continue to improve as vaccines are more widely implemented. 
 
The Tourism Development team will focus on strategies targeting group tour planners that highlight the 
trust factor in light of the pandemic. Group tour planners will increasingly return to destinations and 
tourism agencies that they trust for accurate information ahead of and during their plans for future 
group tour travel.  
 
Key Marketing Initiatives:  

• Maximize relationships with existing clients who have the highest likelihood to return to drive 
short-term overnight business. Focus on the rebound by offering virtual events, site visits, and 
other cooperative promotional opportunities in partnership with customers to promote existing 
group tour packages to Louisville. 

• Drive short-term bookings with a continued focus on the availability of overnight and day trip 
incentives. 

• Leverage clients who have the capacity for repeat visitation by replacing group leader shows 
with more personalized regional sales missions. 

INTERNATIONAL MARKET OVERVIEW 
Before the pandemic, Louisville was on the path to increase market share for international visitation and 
while those original goals and objectives remain, the timeline is elongated to reflect the current market 
in a year of recovery and rebounding. The timing of the return of international visitors continues to 



evolve as borders reopen and air service returns to normal levels.  The Tourism Development team will 
spend this time focused on rebuilding hotel product inventory in receptive tour operators' catalogs.  We 
will continue to build relationships with tour operators and agents abroad through presence at domestic 
trade shows. The primary goal for Louisville Tourism is preparing our partners to host Travel South 
International 2022 which was delayed from the original 2021 date.  It will also be key to rebuild 
relationships with trade reps in our top five international markets (Canada, UK, Australia, Germany, 
France) to recruit interest to attend this 2022 as it will showcase Louisville as the host for the first time 
at an international travel trade event. This will be achieved by three main tactics, presence at top-tiered 
B-2-B international events domestically, supporting in-market sales missions, and training and virtual 
destination presentations.  
 
Key Marketing Initiatives:  

• Increase distribution channels offering Louisville FIT-friendly hotel products to tour operators. 
• Attend signature domestic-based international B-2-B events: IPW and Travel South 

International. 
• Execute virtual events to tour operators throughout the year to inspire future plans. 
• Support sales and marketing efforts with in-market country reps through Visit Kentucky co-

operative partnership. 
• Host Familiarization Tours in partnership with Visit Kentucky. 
• Prepare Louisville Tourism hotel and attraction partners to host Travel South International 2022, 

marking the first time-ever for Kentucky to host an international travel trade show. 

• Engage with the Muhammad Ali International Airport team as it relates to the Destination 
Strategic Plan priority highlighting the need for focus on air service development.  
 

LOCAL COMMUNITY ENGAGEMENT 
As Louisville begins to recover from COVID-19, it is key that we remind local residents what is special 
about their hometown and make sure that they have accurate information to share with the visiting 
friends and relatives market who make up over 40% of visitation to the city. Coming out of the pandemic 
our local residents will be some of our toughest critics and will need the opportunity to “see it, to 
believe”- the fact that the local tourism industry is fully open for business and ready to host both 
residents and visitors in a safe and healthy way. The launch of the 1778 Society will allow us to highlight 
the destination at work again for this most important group of stakeholders. 
 
The 1778 Society will be a grassroots initiative that is focused on local residents and tourism/hospitality 
industry professionals alike. Recruiting local community members to be involved in this program will 
drive Louisville residents to rediscover their hometown through immersive learning, reengage with local 
hospitality offerings by experiencing them firsthand and recommend their hometown to visiting friends 
and relatives to receive rewards. 
 
The 1778 Society will be made up of the following multi-faceted local audience: 
-Louisville residents 
-Members of former #LouisvilleLove VIP program 
 
Key Marketing Initiatives:  

• Encourage local residents to rediscover what is special and unique about their hometown as a 
destination through opportunities to rediscover, reengage and recommend the city of Louisville. 



• Develop virtual and in-person content and education calendar for the year. 
• Invite Louisville Love VIPs to join the 1778 Society at no charge for the first year. 

 
VISITOR INFORMATION CENTER OVERVIEW 
The primary mission of the Louisville Visitor Center is to be a beacon of information for any visitor and 
local.  As the digital age evolves, especially in the midst of the pandemic, people still value a physical 
location to obtain the latest information about Louisville, the ability to speak to a live person, to have 
printed materials in-hand, and the opportunity to get an “insider or locals” recommendation of what to 
see and do in Louisville. 
 
Key Marketing Initiatives:  

• Build Louisville VIC operating schedule back to seven days a week based on visitor demand and 
while keeping the health and safety of our staff a top priority.  

• Focus on highlighting local businesses and artists consistently and deliberately through 
merchandising 
and event partnerships as well as Fourth Street artist feature window in conjunction with the 
leisure outreach strategy.  Be intentional about including minority-owned businesses, 
specifically highlighting Louisville’s Black History and Heritage. 

• Track individual leisure travel referrals to partner businesses to learn what customers are 
interested in to help drive future visitation.  

• Engage with other downtown organizations and initiatives as it relates to the Destination 
Strategic Plan priority highlighting the need for sustainable policies to address homelessness & 
panhandling.  

 
Tourism Travel Schedule 2021-2022 

 
Tourism Development will attend the following key 2021/2022 Tour & Travel industry tradeshows and 
events: 
 
Event     Location    Date__________            
IPW      Las Vegas, NV                                    September 2021 
Travel South International   New Orleans, LA                   November 2021 
National Tour Association Travel Exchange Cleveland, OH   November 2021 
American Bus Association   Grapevine, TX   January 2022 
Heartland Travel Showcase   TBD    February 2022 
STS Domestic Showcase    Virginia Beach, VA                    February 2022 
African American Travel Conference  Topeka, KS   March 2022 
IPW     TBD    June 2022 
Visit KY Sales Mission   UK    June 2022 
*Motorcoach/Group Travel Sales Mission TBD    Summer 2021 
*Motorcoach/Group Travel Sales Mission TBD    Fall 2021 
*Motorcoach/Group Travel Sales Mission TBD    Spring 2022 
 
 
Tourism Development will attend the following key 2021/2022 Leisure travel shows/promotional events: 
Event     Location    Date__________             
Cincinnati Music Festival   Cincinnati, OH   July 2021 
Atlanta Travel Show   Atlanta, GA   October 2021 
Chicago Travel & Adventure Show  Chicago, IL   February 2022 
*Mini Regional Market Pop Ups & Multicultural Outreach Events   All TBD 
 -Atlanta, Washington D.C., Chicago, Columbus, Indianapolis, & Nashville   



PARTNER DEVELOPMENT  
 
The department is dedicated to maintaining and expanding partnerships with the local business 
community through our partnership program, strategic advertising and promotional 
opportunities, and special events aimed to cultivate relationships and educate our partners on 
the marketing tools available to them. 
 
GOALS 
Retain 90% of the partners in our partnership program 
Generate $300,000 in partnership/advertising revenue 
 
OBJECTIVES 
Continue to focus on building a strong partnership with the local hospitality community, 
seeking new ways to increase the effectiveness and relevance of our marketing tools and 
benefits.  
Engage partners with outstanding events and partnership opportunities. 
Foster networking among partners to encourage business-to-business partnerships and cross 
promotional opportunities 
 
KEY STRATEGIES 

• Continue to create more actual and perceived value for partners, particularly in the 
benefit, extranet and customer service training area. 

• Continue to provide a high level of personalized customer service to our partners 
• Continue to patronize and learn about our partner’s businesses and connect their 

businesses with other partners and Louisville Tourism staff.  
• Partner with internal departments to ensure individual partner opportunities are 

maximized. 
• Orchestrate several quality networking and educational events to familiarize partners 

with Louisville Tourism activities, educate on industry trends, and further expand 
partner networking opportunities with industry peers, local meeting planners and 
Louisville Tourism team members. 

• Continue to evolve our partner events to increase engagement with improved event 
formats, locations and entertainment. 

• Manage and oversee Louisville Tourism’s Annual Gala and ROSE Awards community 
outreach and event. 

• Identify and solicit new partners while refining and expanding existing partnerships. 
 

PARTNERSHIP EVENTS 
Several opportunities are offered to help partners maximize success by getting involved in 
events that are relevant, effective, interactive and memorable. We offer year-round networking 
events & activities designed to help partners make the most of their partnership. The events 



connect partners with tourism experts and other hospitality partners who share our passion to 
keep tourism flourishing.  
 
Louisville Tourism Annual Gala & ROSE Awards 

 
Our Annual Gala is the largest hospitality gathering celebrating the spirit of Louisville tourism 
with over 600 in attendance. This elegant event celebrates the industry’s accomplishments as 
well recognizes the many people on the front line of the hospitality industry that has made 
Louisville a success. The 2021 Annual Gala & ROSE Awards will be held on Thursday, October 
28th at the Galt House.  
 

 
Partnership 101: Orientation & Refresher 
Partner Orientation isn’t just a great way to get acquainted with who we are and what we do. 
It’s also an opportunity to keep up-to-date on new developments and initiatives that we’re 
working on. 
 
 

 
Partner Showcase 
We spend a lot of time telling you what we do-so here’s your chance to turn the tables and put 
the spotlight on you! You’ll have the undivided attention of our convention, tourism, 
communications and marketing teams to present what your business does, who your target 
market is and what your goals are with working with the Louisville Tourism. Partner Showcase 
is held bi-monthly, and fills up fast, so register early to save a spot!  
 

 
Network Nights 
Louisville Tourism Network Nights are a fun and casual way to network with other members of 
the travel and tourism community. Held at different venues throughout the city, with light bites, 
beverages, fun music and door prizes to enjoy, this partner business exchange is a great 
opportunity to make valuable connections. 
 



Board of Directors 
Sarah Robbins 
Chair 
Chief Operating Officer 
21c Museum Hotels 

David Greene 
Vice-Chair 
General Manager 
Louisville Marriott Downtown 

Mary S. Moseley 
Secretary/Treasurer 

David Beck 
President & CEO 
Kentucky State Fair Board 

Ryan Bridgeman 
President  
Manna 

Laura Douglas 
Acting Co-Executive Director 
TARC 

Guy Genoud 
Owner 
Brassiere Provence 

Chris Poynter 
Public Relations & Partnership Manager 
Woodford Reserve 

Scott Shoenberger 
President/CEO 
Al J Schneider Company 

 
 
For a Louisville Tourism Staff Listing: https://www.gotolouisville.com/contact-us/ 
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