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AND THEY’RE OFF!
This venerable line that means so much to us in Louisville took on another meaning over the last  
two years, but at the time of this writing, it seems fitting for where we find ourselves in Louisville’s 
tourism industry.

On the heels of a record-setting Kentucky Derby in hotel occupancy and the start of what seems to be a 
rebounding summer and fall schedule of events and trade shows, Louisville truly finds itself off and 
running again.

If we have learned anything about being resilient as an industry, we have also learned to plan to be 
flexible and adaptable to constantly changing market conditions.

The destination sales and marketing plan over the next pages outlines the strategies that had us seeing 
record visitation in 2019 and the adjustments made to get us on track to grow from 19 million visitors to 
25 million by 2030.

The recovery that began to show promise in 2021 is being more fully realized in 2022 with occupancy 
and ADR continuing to rise and attraction attendance breaking 2019 numbers.

Our sales team just finished the fiscal year with over 700,000 room nights on the books for future years, 
and 2023 is looking strong. Pent-up demand for leisure travel combined with a strong brand has our 10 
Bourbon distilleries at full capacity with three-month wait times for weekend bookings.

This demand is not lost on private development that continues to look at the market for hotel growth 
with 2,380 rooms opened over the last 18 months and four additional hotels currently under 
construction, taking us to a total inventory of over 22,000 rooms in 2023.

Development is not limited to lodging. Nearly every distillery is in some phase or plan of expansion, with 
new Bourbon experiences also opening at the Frazier History Museum and Louisville Slugger Museum & 
Factory. A pivotal addition to the city center will include the opening of Derby City Gaming in 2023 that 
will give downtown Louisville and our visitors a taste of the Churchill Downs brand all year. Our signature 
attractions are flourishing and expanding programs and exhibits.

All of this is not without challenges. As the demand for Louisville continues, we are not unlike other 
popular destinations suffering from staff shortages. We will continue to focus on workforce 
development, providing a platform for job seekers and posters, sponsoring career fairs and launching 
programming that includes front-line and customer service training. I encourage you to pay 
particular attention to a new program called 78 Social that will build and grow brand ambassadors.  
The program will make its debut this year.

We need fully staffed venues with the best in customer service to host the conventions that are returning 
at a strong pace. The meetings may be slightly smaller in some cases in what is a national trend, but they 
are booking Louisville.

The sports market in particular has been a strong generator and includes some high-profile events for 
2023 and 2024, including many nationally televised ones from golf and horse-racing to elite youth 
basketball and international women’s soccer.

Louisville’s brand resonates with meeting planners and leisure travelers alike. Louisville Tourism staff will 
continue delivering robust marketing and sales campaigns to drive business to our destination. We know 
you, our hospitality industry partners, will continue to deliver on our brand promise. 

Cheers!

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 media coverage, innovative 
advertising, outstanding marketing and sales collateral, robust advocacy, digital and social media 
campaigns and differentiating brand strategy.

OBJECTIVE
Utilize core brand pillars (Authenticity, Bourbon, Culinary, Southernness) to position Louisville as the 
premier 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 maintain Louisville’s brand and awareness of new product

Leverage digital programs to reflect a lifestyle brand that will grow engagement

Drive campaigns to support developing new markets

Continue communication with a regional drive audience to inspire short-term travel

MEASURABLE GOALS
Generate and service 50 hosted media visits

Generate website traffic of 1,750,000 unique visitors

Engage and retain 140,000 social network subscribers

Convert 44 press pitches to regional or national coverage in our primary feeder markets

LEISURE MARKETING OVERVIEW
Louisville had developed as a leisure tourist destination prior to the pandemic and has continued to 
make great strides in recent years on recovery. We will continue to work to recover this traffic in key 
feeder markets while also expanding efforts into key seed and grow markets, 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 achieve sustained brand awareness. 
This will be achieved by various tactical approaches including paid advertising, public relations, 
marketing partnerships, email marketing, content marketing and social media.
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TARGET AUDIENCE
PRIMARY: General Leisure Traveler 

Adults ages 25–54 which now encompasses both Millennials (adults ages 25–40) and Gen Xers (adults 
ages 41–56), with a sweet spot of 25–45. Since 2019, Millennials are the largest generation in the work 
force and claim the biggest share of the U.S. population. These are highly connected travelers who value 
authentic experiences when traveling, including Bourbon and culinary highlights. 

TARGET MARKETS
Target geographic markets were established based on the analysis of several data points including but 
not limited to Arrivalist, Google Analytics, quarterly Longwood Research reports and the 2019/2020 
Destination Analysts Visitor Profile Study. These markets were then grouped and categorized based on 
priority and known exposure of the Louisville Tourism brand.

Growth Markets – These are our core feeder markets that Louisville Tourism has put a large focus in over 
the past 3–5 years, and they continue to show up high in visitation data. These markets have a higher 
awareness of the Louisville brand, as well as a high importance to maintain current momentum and 
brand recognition. These markets offer continued growth opportunity. They include: 

    Indianapolis, IN  Chicago, IL 

    Cincinnati, OH  Atlanta, GA

    Nashville, TN   Columbus, OH

Seed Markets – These are newer markets for Louisville Tourism, both regional and national. They either 
continue to show up higher in visitation data or offer potential growth opportunity based on airlift 
development at the Louisville Muhammad Ali International Airport. These markets offer no known direct 
exposure to the Louisville brand or tourism messaging. They could include*:

Austin, TX

Boston, MA

Charlestown, WV

Cleveland, OH

Dallas, TX

Detroit, MI

Los Angeles, CA

New Orleans, LA

New York, NY

St. Louis, MO

*Continued monitoring of data points will determine market targeting prior to campaign launch

MESSAGING STRATEGY 
We will continue to implement brand-centered messaging and promote Louisville as “Bourbon City” 
where applicable. 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. Instead, we’ve developed 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, safe, affordable and diverse things to do for all travelers. 
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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 to keep Louisville top of mind when travel decisions 
are being made.

Leisure Awareness Campaigns: 

Growth Markets

Always On 

Coming out of the pandemic and with the pent-up demand for travel, 2022 has the potential to reach 
or surpass pre-pandemic levels. With this in mind, we will deploy an annual digital campaign in key 
growth markets with sustained Louisville messaging to maintain our position on travelers’ 
consideration sets. 

Flighted 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 Bourbon City forward 
but will also have specific brand-pillar twists.

• Flight #1 – Fall 

 » August, September, October 2022

 » Bourbon & Culinary

• Flight #2 – Spring

 » April, May, June 2023

 » Attractions 

Some of the key media tactics will include:

• Targeted out-of-home placements in top feeder markets (i.e., billboards, transit, signage)

 » High-impact out-of-home placements in key feeder markets to coincide with digital flights to 
garner additional awareness and add another touch point to highly trafficked areas.

• 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 tracked.

Supplemental Leisure Awareness Campaigns 

In tandem with the larger general consumer targeted digital campaigns, we will deploy supplemental 
digital campaigns that aim to reach Black & LGBTQ+ travelers. These campaigns will be targeted to 
specifically reach these audiences in target 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. 



6

Seed Markets

Inbound Flight Support 

Since 2019, Louisville Muhammad Ali International Airport has experienced exponential growth, from 
record-breaking total passenger traffic to the highest number of inbound direct flights. The airport 
team continues to focus the majority of its marketing efforts in outbound traffic and airlift development, 
so we will look to increase inbound flight traffic by focusing on building awareness of Louisville in 
direct flight markets. 

Regional Drive Markets 

Looking to expand the regional footprint of Louisville visitors, we will capitalize on Louisville being 
accessible by car to over two-thirds of the U.S. population by targeting new markets within a five-
hour-drive radius. This campaign will be flighted during the high-travel spring and summer seasons 
to take advantage of individuals actively looking for a road trip or a long weekend.

Online Travel Agency (OTA) Partnerships

Louisville will continue to have annual partnerships with the top OTAs, Expedia Brands and Booking 
Holdings. Expedia Brands includes top sites such as Hotels.com, Travelocity and VRBO, while Booking 
Holdings includes Priceline, Kayak and Open Table. These two companies account for over 92% of OTA 
market share in North America. As OTAs 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 still important. 

In addition to traditional OTAs, we will continue to have a partnership with Trip Advisor to reach people 
who are looking for travel inspiration and peer reviews of hotels, attractions, etc. This partnership will 
include publishing and maintaining the destination profile page as well as paid advertising targeting Trip 
Advisor users with itineraries and things to do in Louisville as they are planning. 

Content Marketing

An unchanged constant in tourism is the desire that people have to experience the authenticity of a 
destination. Louisville is positioned very well with an abundance of unique assets that appeal to such a 
diverse group of people.

Blog

From our neighborhoods to culinary traditions to attractions and events, we will utilize the Louisville 
Tourism blog to highlight the city’s authenticity through the eyes of local contributors. In addition to 
our own curated content, we will be working with local writers and experts from a diverse array of 
backgrounds to help tell these stories. Whether these are immersive looks into neighborhoods, local 
recommendations or other local lore, all these stories will have the same goal of inspiring that next 
must-do thing in Louisville. 

This content will be featured on our website, on our social media channels and in our email marketing 
efforts. It will also be utilized by our sales team to keep their clients wanting to book their next trip to 
visit Louisville. 

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 (or SLEEC) promoted as the weekly 
“Front Runners.” It is intended to be an “immersion to conversion” campaign to reach primarily 
leisure visitors in a 100-mile-drive radius. The newsletter is a roundup of curated events leveraged to 
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inspire short-term travel and build brand awareness for long-term and repeat travel business.  
Front Runners 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. Though a crowded marketplace exists for local event roundups, the intent 
is for the content to be compelling enough to grow a local-audience following as well to keep citizens 
informed of Louisville’s top offerings.

In addition to the weekly Front Runners, we will maintain a quarterly email newsletter showcasing 
the curated blog content and keeping the entire leisure database inspired to return. 

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 complement the 
themes of our traditional marketing efforts. We will continue providing daily content following an 
annual editorial calendar and supplemented with news in real time from our many industry assets.
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CONVENTION MARKETING OVERVIEW
Louisville’s convention package continues to grow as hotel development maintained even during the 
pandemic. Louisville has a seat at the table with some of the largest destinations and was recently listed 
the top market for hotel demand by CBRE. Louisville’s brand was at a high level of national awareness 
with meeting planners and decision makers. We will continue to capitalize on this, furthering Louisville’s 
growing reputation as a premier meetings destination and ensuring 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 events and monitor event activities.

SECONDARY: Association Executives and CEOs

The key influencers/decision makers and organizational leaders of professional associations.

TARGET CITIES
1. Washington, D.C.    

2. Chicago     

3. Atlanta     

4. Indianapolis    

5. Minneapolis 

6. Kansas City

7. Milwaukee

8. St. Louis

9. Nashville

*BOLD cities represent crossover markets (i.e., both leisure and convention)

MARKETING STRATEGIES
Louisville Tourism has formed integrated marketing and event partnerships with leading industry 
associations and media outlets to leverage the city’s brand assets and generate sales leads.

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 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.
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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:

• Walkability of downtown with a tight concentration of dining and attractions 

• Renovated and expanded KICC 

• Hotel development (both the increase in rooms and ongoing renovations)

• Other attraction and venue development

TACTICAL APPROACH
Industry Partnerships

Louisville will continue partnerships with the following meetings industry organizations:

 » American Society of Association 
Executives (ASAE)

 » HelmsBriscoe

 » Association Forum  » International Association of 
Exhibitions and Events (IAEE) 

 » ConferenceDirect  » Meeting Planners  
International (MPI)

 » CVENT  » NorthStar Media

 » Experient  » Professional Convention  
Management Association (PCMA)

 

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 markets 
 listed below:

• Washington, D.C. 

• Chicago 

• Atlanta  
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GROUP TOUR MARKETING OVERVIEW
TARGET AUDIENCE
PRIMARY: Motorcoach Owners/Operators

These are typically the key decision maker(s) that include Louisville in their destination tour itineraries. 
Large companies but also small business owners; oftentimes a husband and wife family-owned 
businesses, typically ABA members. Skews toward middle-class income level of $50K–$75K.

TARGET CITIES   

1. Cleveland   

2. Cincinnati   

3. Chicago    

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 SEGMENTS
• 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.

TACTICS

Paid Advertising 

We will partner with industry leader Group Travel Media to capitalize on its 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. 
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The Marketing Communications department will attend the following media marketplaces and 
consumer shows to promote the destination:

Event Location Date 
Leisure Promotion with Garden and Gun New Orleans September 2022

Society of American Travel Writers Bogota, Columbia September 2022

Midwest Travel Journalists Fall Conference Mammoth Lakes, CA October 2022

World Travel Market London November 2022

Visit KY USA Sales Mission Europe Spring 2023

New Orleans Bourbon Festival New Orleans Spring 2023

Midwest Travel Journalists Spring Conference TBD Spring 2023

PRSA Travel & Tourism Madison, WI June 2023

Leisure Promotion with Garden and Gun Austin Spring 2023

IPW International POW WOW San Antonio May 2023

Media Missions NYC, D.C., Chicago, LA Ongoing
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CONVENTION DEVELOPMENT
Fiscal Year 2021/2022 was more optimistic than the past two years as Louisville’s meeting clients gained 
more confidence to move forward with their face-to-face meetings and we continued to encourage 
“meeting safely” at our GBAC-accredited venues. Louisville hosted the largest trade show in the country 
with the most square footage used since the pandemic, the Utility Expo, and the sixth largest, Equip 
Expo. Hosting some key industry events helped position our destination ready to welcome other groups, 
such as the Society of Independent Show Organizers, Meetings Live Today, the Joint Commission on 
Sports Medicine & Science, and Healthcare Convention & Exhibitors Association.

The convention sales team participated in major trade shows such as Cvent Connect, Sports ETA, IMEX, 
MPI, PCMA and IAEE. This past December, the team traveled to 10 cities and hosted clients in various 
activations and events, including Austin; Atlanta; Dallas; Las Vegas; Philadelphia; New Jersey; New York; 
Boston; Washington, D.C.; and Chicago. 

We had an increase in site visitations and hosted our first FAM trip in March 2022 with 20 qualified 
meeting planners. As we continue to advance, we will use available resources to generate awareness and 
interest in the convention market that has the strongest client engagement.

MEASURABLE GOALS
Produce 677,040 group room nights

Generate 1,218 leads

Host 158 site visits

OVERVIEW
Our goals and sales strategies for FY 22/23 represent an aggressive jump over previous years’ goals.  
We will deploy a unique approach to pursue groups that will bring the biggest return-on-investment 
both on room nights generation and economic impact. All selling activities such as sales missions, FAM 
tours, client activation events and industry shows will be intentionally amplified by using many of our 
promotion vehicles, including social media platforms LinkedIn and Facebook. We anticipate this year to 
be another strong production year with minor disruptions expected. The return of the Kentucky Derby 
Race, Louder Than Life and Bourbon and Beyond by Danny Wimmer Presents, the soon-to-be-opened 
Derby City Gaming downtown and new hotels, coupled with new direct flights and hosting the 
International Association of Exhibits & Events in December 2022 will bring over 2,500 attendees. It is 
exciting for Louisville to be the center stage for these marquee events and setting pace for a successful 
future ahead.

KEY MARKETING INITIATIVES

Re-introduce Southeast Regional Director

Having a presence in one of the most convention-active markets will help achieve our sales goals.  
The regional director will immediately be active in the Southeast region and apply selling priorties in key 
cities such as Atlanta, Austin, Charlotte, Dallas, Nashville, New Orleans and Raleigh. We will re-engage 
our customers by hosting Louisville events, convention sales trips and activations showcasing our brand.

Leverage Maritz Global Events Strategic Partnership 

To increase awareness and tap uncovered markets, we will use Maritz’s monthly and quarterly data to 
analyze market demands and trends to proactively solicit and allocate adequate resources to generate 
more production on leads, bookings and room nights. We will host a focus group of meeting planners to 
push our assets and engage presentation at Maritz’s office to promote Louisville. 
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Leverage Direct Flight Marketing Campaign to Target Meeting Planners 

With upcoming new launches of direct flights, the convention sales team along with our local partners 
will be present in these cities. Using our network of third-party intermediaries plus association 
management companies to engage interest and build relationships, we will host quarterly luncheons, 
dinners and sales calls. Our marketing team will leverage these events with “city take-over” campaigns 
to amplify the awareness of our brand in these flight markets.

Use CRM to Its Full Potential 

We currently use Simpleview CRM to handle account management, traces and important personal data 
on clients. This important sales tool will help our team continue to be successful in managing the 
accounts with an Event Scoring Profile (ESP). ESP is software tied to our client database that allows us 
to score group business on the best economic impact for the destination. We will pursue the business 
with the highest impact and continue training our staff to stay up to date on new features and 
capabilities of the CRM for our benefits. 

Regional Directors’ Key Role

Regional directors’ focus are sales leads, tentative room nights and conversion of sizable definite room 
nights. Key states identified in each region are important locations for our selling activities. We are 
introducing some new events in the Northeast and Southeast and re-activating events that were popular 
pre-COVID-19 in the Midwest. 

MIDWEST REGIONAL OFFICE – CHICAGO
Chicago and Midwest market states of Illinois, Indiana, Ohio, Michigan, Wisconsin, Minnesota, Iowa, 
Missouri, Arkansas, Oklahoma, Kansas, Colorado and – for the first time – Northern California. This year, 
we will re-activate the high-end Bourbon event many of our Midwest clients look forward to attending 
each year. 

MEASURABLE GOALS
Produce 343 sales leads

Produce 548,000 tentative room nights

Produce 11,800 definite room nights

NORTHEAST REGIONAL OFFICE – DC/VA/MD
Washington, D.C.; Virginia; and Maryland are key association markets as well as the Northeast market 
states of West Virginia, Pennsylvania, Delaware, Connecticut, New York, New Jersey, Rhode Island, 
Massachusetts, Vermont, New Hampshire and Maine. This year, we will introduce an activation in D.C. 
around National Cherry Blossom Festival in March. 

MEASURABLE GOALS
Produce 308 sales leads

Produce 406,000 tentative room nights

Produce 9,800 definite room nights
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SOUTHEAST REGIONAL OFFICE – ATLANTA
Atlanta and Southeast market states of Florida, South Carolina, North Carolina, Alabama, Tennessee, 
Mississippi, Louisiana and Texas. We will take advantage of Bourbon Heritage Month in September and 
produce the Art of Bourbon. Key markets in the Southeast include Corporate, Scientific & Engineering 
and Technology.

MEASURABLE GOALS
Produce 218 sales leads

Produce 250,000 tentative room nights

Produce 8,000 definite room nights

Convention Development will attend the following key industry meetings and trade shows: 

Event Location Date
Destination International Toronto, Canada July 2022

Meeting Planner Mastermind Louisville, KY July 2022

Northeast Sales Calls (PA, NY, NJ, MA) PA, NY, NJ, MA July 2022

Smart Meetings National 3-Day Experience Nashville, TN August 2022

Kellen Management Meeting Atlanta, GA August 2022

American Society of Association Executives (ASAE) Nashville, TN August 2022

Society of Independent Show Organizers – Leadership Conference (SISO) Oklahoma City, OK August 2022

CVB Reps August Reception Washington, D.C. August 2022

Connect Sports Detroit, MI August 2022

Connect (Association, Corporate, Specialty) Detroit, MI August 2022 

NEXT & Maritz Tampa, FL August 2022

Conference Direct CDX TBD August 2022

HPN Sourcing Scottsdale, AZ September 2022 

The Art of Bourbon Client Event Atlanta, GA September 2022

Bourbon Heritage Month Chicago, IL September 2022

Association of Chief Executive in Sport (ACES) Colorado Springs, CO September 2022

Atlanta Sales Mission Atlanta, GA September 2022 

PCMA Partnership Summit Miami, FL September 2022 

A Taste of Louisville FAM Tour Louisville, KY September 2022

IMEX America Las Vegas, NV October 2022 

DC Sales Mission Washington, D.C. October 2022

Travel, Events & Management in Sports (T.E.A.M.S.) Oklahoma City, OK October 2022

Charlotte Sales Mission Charlotte, NC October 2022 

Connect Marketplace (DC) Washington, D.C. November 2022

Connect Marketplace (TX) El Paso, TX November 2022 

Nursing Organizations Alliance – Fall Summit Des Moines, IA November 2022

Dallas Sales Mission Dallas, TX December 2022 

Holiday Showcase Chicago, IL December 2022 

CVB Reps December Reception Washington, D.C. December 2022 

International Association of Exhibitions & Events (IAEE) Louisville, KY December 2022 

Professional Convention Management Association (PCMA) Annual Meeting Columbus, OH January 2023 

RCMA Emerge Chattanooga, TN January 2023
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Event Location Date
Compete Diversity Summit Las Vegas, NV January 2023 

AMC Institute City TBD, FL February 2023

Louisville Derby Days/Cherry Blossom Event Washington, D.C. March 2023 

Sports Travel Road Show Colorado Springs, CO March 2023 

Connect Marketplace (NY) New York, NY March 2023

Business Events Industry Week (DI, IAEE, PCMA joint events) National Harbor, MD March 2023

A Taste of Louisville FAM Tour Louisville, KY March 2023 

PMPI Derby Days Washington, D.C. April 2023 

Industry IX Change Chicago, IL April 2022

Chicago Sales Mission Chicago, IL May 2023

Sports ETA Symposium Kansas City, KS May 2023

Conference Direct Annual Partner Meeting TBD May 2023

HelmsBriscoe Annual Partner Meeting TBD May 2023

Lunch in Louisville Louisville, KY May 2023

CVENT Connect Las Vegas, NV June 2023

Association Forum Honors Gala Chicago, IL June 2023 

Direct Selling Association Annual Meeting (DSA) TBD June 2023 

MPI-WEC Riviera Maya, Mexico June 2023 

Association Forum - Honors Gala Chicago, IL June 2023

ECEF Washington, D.C. June 2023 

PCMA Education Conference TBD June 2023

A Taste of Louisville FAM Tour Louisville, KY June 2023 

Kentucky Society of Association Executives (KSAE) TBD July 2023
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DESTINATION SERVICES
The Destination Services team provides industry-leading customer service to meeting planners and 
event organizers of all group gatherings including conventions, meetings, sporting events, trade  
shows and festivals. Event and destination success happens through strategic services and  
community connections. 

Group business continues to return as the industry rebuilds from the pandemic. The 2021/2022 fiscal 
year saw the actualization of several key legacy events, including the Utility Expo (formerly ICUEE), 
DWP’s Louder Than Life and GIE+EXPO, which is now Equip Exposition. These events helped take several 
key dates in the fall to near-2019 levels in hotel occupancy and ADR. Looking ahead, the destination will 
continue to see growth in group business. While a full recovery to 2019 levels is not forecasted until early 
2024, Tourism Economics shows group business returning to 94% nationally in the second quarter of 
2023. Currently, we are at approximately 80% nationally of where group attendance and block utilization 
stood in 2019.

As business returns, the role of Destination Services continues to evolve. Successful group events require 
strategic services and deepened connections within the community. Providing both will be crucial to not 
only event success but also a continued positive impact on the destination. 

To support and grow our connectedness in the community, Partner Development will merge with the 
Destination Services department in the 2022/2023 fiscal year. Both partnership and services will work 
seamlessly to create strategic alliances and streamline the services we offer while better connecting the 
community and our stakeholders.

MEASURABLE GOALS
90% Partner Retention

6.8–7.0 PCE Dept Avg (7.0 scale)  

13,000 Visitor Inquiries Serviced

KEY MARKETING INITIATIVES
Strategic Alliances

Connections to Louisville’s knowledge hubs will remain crucial to better service incoming conventions 
and events. Organizers are seeking ways to tap into local business clusters and key industries in the 
destination. Discovering strategic alliances within the city will help grow attendance and revenue for 
both local partners and incoming groups. 

Expanding our knowledge base and engagement within the community is a key strategy moving forward 
and will be supported by merging the partnership development department and destination services.  
In addition to the merge, a new position will be created to support both local housing growth and new 
strategic alliances. This position will coordinate new engagement opportunities through events, 
networking and a newly created professional development and loyalty program – ’78 Social. This paid 
program will serve as a diplomat society for engaging brand stewards and providing networking and 
educational opportunities.

The nonprofit sector will also be a focus. A re-structured and reimagined corporate social responsibility 
program will provide seamless access for incoming groups to Louisville’s locally grown charities and 
nonprofits. Each event will have the opportunity to leave a legacy in Louisville.
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Group Business Recovery
DSP 2030 Component: Policies for Sustainable Tourism Growth

As group business continues to recover, the attendee experience is more important than ever. Safety is 
the primary priority. The services team will continue to share operational details of all groups to key  
city partners, including LMPD, LDMD, Metro Council Districts and local governments, to ensure the city  
is prepared.

Pedestrian enhancements will continue to be reviewed in the Phillips Lane corridor as well as other 
visitor epicenters throughout the city. These projects could include infrastructure improvements, 
wayfinding, beautification, improved transport options or other opportunities. 

Engaging with visitors and attendees onsite and providing curated information will also continue to be 
an important way to enhance their experiences. Re-imagining the city information booth program to 
create more engagement with attendees will be a priority. Areas of improvement will include built-in 
access to digital information, designing a more approachable experience with improved functionality for 
the staff and the ability to be utilized when staffing is not present. 

Leveraging Our Value proposition
DSP 2030 Component: Product Development

The Sports Enhancement Committee continues toward the goal of growing Louisville’s economy and 
promoting healthy lifestyles through the improvement of existing or the development of new sports 
infrastructure. The committee will add processes when supporting new opportunities and engage new 
members and key contributors. Identified areas of deficiency include flat sports, diamond sports, 
swimming and diving and indoor cycling, which will be the primary focus moving forward. 

Sporting events have been a key driver in growing group and leisure housing services in the Louisville 
market. This service supports new business attraction, client retention and growth in local partnerships. 
Through a unique value proposition and superb customer service, the 2021/2022 fiscal year saw the 
most housing events since this service was first offered over two decades ago. The addition of a 
manager that is dual focused in housing and strategic alliances will help support the current workload – 
once handled by three full-time staff – and pursue growth opportunities. 

New growth will be achieved by proactively engaging with groups during the sales process and by 
connecting with local organizations and legacy events in the community. Whether it be infrastructure or 
enhanced services, Louisville will continue to present a value proposition that very few destinations  
can offer.

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). The legacy organizations that receive 
Louisville Tourism services and are planning to hold their events in the 2022/2023 fiscal year are  
listed below: 

CONVENTIONS & TRADE SHOWS

National Street Rod Association – 53rd Annual Street Rod Nationals (August 2022)

Mid-America Trucking Show (March 2023)

National Farm Machinery Show and Championship Tractor Pull (February 2023)

North American International Livestock Expo (November 2022)

Outdoor Power Equipment Institute – Equip Exposition (formerly GIE+EXPO) (October 2022) 
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SPORTING EVENTS & FESTIVALS

Danny Wimmer Presents

Bourbon & Beyond (September 2022)

Louder Than Life (September 2022)

Forecastle Festival (May 2023)

Junior Volleyball Association World Challenge (April 2023)

Kentucky Derby Festival (April 2023)

Adidas Bluegrass Volleyball Tournament (March 2023)

National Archery in the Schools Program National Tournament (May 2023)

St. James Court Art Show (October 2022)

TFN Camps & Clinics

Run 4 Roses (July 2022)

Battle in the Boro (July 2022)

Grassroots Showdown (April 2023)

The Classic (Mary 2023)

USA BMX

Derby City Nationals (September 2022)

Varsity Brands

WSF Louisville Grand Nationals (December 2022)

Dance Super Nationals (February 2023)

Encore Louisville Showdown (March 2023)

U.S. Finals (Cheer) (April 2023)

INDUSTRY EVENTS

Travel South USA – 2022 International Showcase (November 2022)

International Association of Exhibitions and Events – 2022 Expo! Expo! (December 2022)
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2022/2023 PROMOTIONAL TRAVEL

The destination services team is planning to promote Louisville at the following events:

Event Location Date
American Association of Community Colleges TBD Spring 2024

American Orthopedic Foot & Ankle Society Quebec City, CA September 2022

Barbershop Harmony Society Charlotte, NC July 2022

National Institute of Governmental Purchasing Boston, MA August 2022

PGA Championship Rochester, NY May 2023

Professional Photographers of America Nashville, TN January 2023

Society of Environmental & Toxicology Chemistry Pittsburgh, PA November 2022

Sweet Adelines Int’l Convention & Competition Phoenix, AZ September 2022

2022/2023 INDUSTRY TRAVEL
The destination services team will be traveling with convention development to the following events:

Event Location Date
ASAE Annual Meeting & Exposition Nashville, TN August 2022

IMEX America Las Vegas, NV October 2022

MPI World Education Congress Riviera Maya, MX June 2023

PCMA Convening Leaders Columbus, OH January 2023

Sports ETA Symposium Kansas City, MO May 2023

TEAMS Conference + Expo Oklahoma City, OK October 2022
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TOURISM DEVELOPMENT 
The Tourism Development staff is dedicated to selling Louisville as a leisure travel destination and 
servicing visitors from across multiple and evolving consumer and travel trade markets.

MEASURABLE GOALS
Generate leisure attraction attendance of 3,505,628

Generate group tour attraction attendance of 551,638

Generate 65,906 group tour room nights

Host 57,089 walk-in visits to Visitor Center

19,245 Leisure Partner Referrals

CONSUMER MARKET – INDIVIDUAL LEISURE OVERVIEW
Despite persistent inflation and geopolitical tensions creating uncertainty, domestic travel and pent-up 
demand remain surprisingly strong. The jobs market is improving while still creating challenges, wages 
are rising, businesses are increasing investment and an improved health situation paired with eased 
restrictions is boosting confidence among leisure travelers. Together, these factors should facilitate a 
continued rebound of leisure travel. After nearly two years of the pandemic, consumers have learned 
how to travel under ever-changing circumstances, based on their comfort level and local government 
and health guidance. Consumer market sales efforts emerging from the pandemic will focus on 
continuing to attract leisure visitors seeking quick getaways. In the most recent Visitor Profile Study 
conducted by Destinations Analysts, it was found that the primary reason visitors came to Louisville was 
for leisure with weekend getaways or vacations as the leading purpose of a visit at 38%. According to 
Expedia’s Traveler Value Index, the outlook for the year from a global survey of 5,500 adults found that 
81% of travelers are planning to take a leisure trip in the next year, which indicates the strongest travel 
year in over five years. 

Efforts will continue to focus on attracting visitors from the top feeder drive markets with points of 
origin including Chicago, Indianapolis, Cincinnati, Nashville, Atlanta and Columbus while expanding 
efforts in to emerging feeder cities as a result of increased airlift into the market. The Louisville 
Muhammad Ali International Airport has 39 nonstop destinations and has added three new airlines 
within the last five years: Allegiant, Breeze and Spirit. In 2021, New Orleans and Austin were added to the 
nonstop destinations list, and American Airlines started direct service to Boston in June. With continued 
tourism product growth and expanded access to the city, Louisville is viewed as a top leisure destination 
for the weekend getaway traveler anchored by the city’s Bourbon and culinary scene, live events, vibrant 
hotels and iconic museums and attractions. 

KEY MARKETING INITIATIVES
• Activate in top leisure feeder markets and expand outreach to include markets that align with 

new direct flight development through trade shows and events to continuously drive inspiration 
toward overnight visitation while building consumer database for future e-marketing. 

• Create emotional connections with leisure database subscribers from our feeder markets by 
moving from transactional to relationship-building sales interactions that are more likely to drive 
action to book our destination.

• Louisville Handcrafted Pop-Up Event Series in Nashville – August 2022 – alignment with  
ASAE convention.

• Louisville Handcrafted Dinner Series in Austin – April 2023 – to follow Austin Food & Wine 
Festival Fall 2022 activation.
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• Build creative Ares packages with cohesion in theme and timing with Louisville Tourism’s  
overall Editorial Content Calendar and Marketing Leisure Ad Campaigns to maximize  
booking opportunities.

• Fall and Spring Leisure Packaging/Ad Campaign themes: Fall 2022 – Bourbon Centric Packaging 
around Old Fashioned Getaway and Spring 2023 – Family Travel Packaging around key  
signature attractions.

NICHE/AFFINITY – BLACK HERITAGE & LGBTQ+ MARKET – OVERVIEW
Niche markets are described as a visitor segment where travelers see themselves and their interest in the 
destination they are planning to visit. Increasing African American and LGBTQ+ visitation is an ongoing 
initiative for Louisville Tourism. Our specific goals include growing African American visitation from 11% 
to 14%, an increase of 62,700 visitors by 2025. It was reported in 2018 that the economic value of African 
American travelers had increased to $63 billion from $48 billion in 2010. As this segment of traveler 
begins the vacation planning process, activities participated in while traveling is the leading factor in the 
decision-making process. 

According to Community Marketing & Insights, it is difficult to pin down the precise size of the LGBTQ+ 
travel market because no one knows exactly how big the community is. Assuming 5% of the population 
is LGBTQ+, it’s a $50 billion market. If you assume a 10% number, it’s a $100 billion market. The large 
majority of LGBTQ+ travelers hold passports. On the business side, in 2019, all domestic and international 
LGBTQ+ travelers spent $103 billion in the U.S. alone. The aim will be to reach these two particular niche 
audience segments through our traditional feeder drive markets as well as top inbound-flight cities 
through community festival events, Pride activations and specific travel expos.

KEY MARKETING STRATEGIES
• Seek opportunities to activate in top feeder markets for leisure travel specifically in the Black 

Heritage & LGBTQ+ segment to build consumer database to include Cincinnati Music Festival, 
Nomadness Festival – Newark, Black Travel Expo – Atlanta, Columbus Jazz Festival, Annual 
African World Festival – Detroit, Indianapolis Pride and Cincinnati Pride.

• Deepen strategic partnership with Nomadness Travel Tribe by hosting Spring 2023 – Nomadness 
Meet Up in Louisville with a Black Heritage FAM tour for 50 most influential Tribe Leaders to 
increase our potential for hosting national membership event in 2024.

• Continue to focus on experience and product development that reflect both the Black Heritage & 
LGBTQ+ segment.

• Operate as industry leader, ensuring access to ongoing complimentary DEI training for hospitality 
partners to ensure equitable industry and destination for all.

• Identify and develop partnerships with like-minded organizations locally, regionally and nationally 
to partner with to endorse and represent Louisville Tourism and the Black Heritage and LGBTQ+ 
experience found in our destination to drive leisure visitation.

INTERNATIONAL TRAVEL TRADE MARKET OVERVIEW
International inbound travel has been the last to rebound as a result of the post-pandemic travel era, 
however, according to the U.S. Travel Association, international travel to the U.S. will surge in 2022 and 
will fully recover by 2024. Pent-up demand coupled with easing of restrictions and consumer confidence 
will be the driving force in this market segment recovery. The UN World Travel Organization (UNWTO) 
sees scenarios that indicate international tourist arrivals could grow by 30% to 78% in 2022 compared to 
2021. However, this is still 50% to 63% below pre-pandemic levels. 
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In 2019 Kentucky had 383,000 international visitors with a growth of 18% forecasted in the next five 
years according to Visit Kentucky’s International research. International visitors currently represent 3% of 
Louisville’s overall visitation of 16.4 million. Relationship building with domestic receptive tour operators 
and travel trade reps in our top five international markets will be key for travel trade development in the 
international market. This will be achieved by three main tactics, presence at top-tiered B-2-B 
international events, supporting in-market sales missions, and training and destination familiarization 
tours for top international tour operators and travel agents. 

TOP FIVE ESTABLISHED INTERNATIONAL MARKETS 
Canada

Great Britain

Australia

Germany

France

KEY MARKETING STRATEGIES
• Leverage the opportunity to host Travel South International Showcase with an in-person 

opportunity to feature the destination to tour operators from 20 different originating countries.

• Activate in top international feed markets at legacy shows to continuously drive brand awareness 
and inspiration toward visitation to Kentucky such as IPW, Travel South International, World Travel 
Market and Brand USA Week.

• Hire independent international sales reps in top international feeder markets launching ongoing 
and consistent agent training, sales outreach and public relations efforts.

• Increase distribution channels offering Louisville FIT-friendly hotel products to tour operators.

• Execute in-market sales missions, growing awareness of Louisville and Kentucky as a destination 
in the United Kingdom and Europe.

• Host Familiarization Tours in partnership with Visit Kentucky, Travel South International and  
Brand USA.

• Grow relationships, partnerships and alliances with domestic receptive tour operators who have 
the highest likelihood to send international business to Louisville.

DOMESTIC TRAVEL TRADE – GROUP TOUR/MOTORCOACH MARKET OVERVIEW
Group tour customers are ready to travel, with more discretionary funds to spend, and they are seeking 
new experiences. According to Trip Advisor behavioral data, the top-three most important 
considerations in future travel plans were to get immersed in new places, have new experiences and 
learn about history and culture. The key to supplying these curated experiences in Louisville is to build a 
strong infrastructure with domestic travel trade partners supplying unique travel experiences to visitors. 
American travelers are expected to spend 29% more on their average trips in 2022 than they did in 2019. 
Over a quarter of travelers surveyed said it is more important now than before the pandemic to splurge 
on a big trip. 

Travel trade customers, including group, motorcoach and travel agents, will help guide their clients 
toward unforgettable trip experiences. The Louisville Tourism Development Team will focus efforts on 
driving visitation through the development of authentic travel packaging options with perceived added 
value in itinerary offerings. 
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This year more than ever, buyer/supplier connections are a critical networking tool to establish and 
strengthen relationships with top buyers within this all-important tourism sector. This will be a key 
strategy in the overall tourism segment recovery, and it is one of the most powerful and effective ways 
to not only forge and build upon business relationships with travel buyers but also to showcase the 
destination’s ongoing commitment to forging diverse relationships with different audience channels. 

KEY MARKETING STRATEGIES
• Grow relationships and presence at legacy travel trade shows and within Travel Trade associations 

targeting the Niche/Affinity market.

• Continue American Bus Association Super Floor Lounge Sponsorship.

• Leverage partnership opportunities through cooperative advertising, fam tours and agent training 
with clients who have the highest likelihood to drive the most group tour business to Louisville.

• Explore cooperative marketing and advertising programs to partner with customers who are 
actively promoting tours to Louisville. 

• Offer Group Tour Booking Incentives to offset the costs of clients overnighting in Louisville.

VISITOR INFORMATION CENTER OVERVIEW 
The Louisville Visitor Center serves as not only the physical embodiment of our thriving destination but 
also as the official welcome mat to the city. In a year of continued recovery, we will remain focused on 
driving as much walk-in traffic to the Visitor Center as possible, leveraging and expanding Louisville’s 
destination brand awareness by launching an online retail store and continuing to invest in the level of 
service we offer to our visitor. 

KEY MARKETING STRATEGIES
Investment in Our Level of Service

• Offer consistent professional development to Louisville Visitor Center staff, volunteers and 
walking tour team, including regularly scheduled customer service and DEI trainings, attraction 
site visits and access to expanded technology to assist in their duties.

• Professional training for “Looking at Louisville” Downtown Walking tour guides.

• Re-launch monthly Louisville Handcrafted Event series.

• Expand Accessibility to Visitor Center Services including continuing curbside service offerings.

• Launch an online retail store.

Local Business Outreach

• Inspire attraction attendance and memorable destination experiences by referring Louisville 
Tourism partner businesses to visitors who seek suggestions on how to spend their time  
in Louisville.

• Expand Attraction Partner Window Display Program by inviting scheduled Attraction Partners to 
showcase their merchandise inside the VIC. 

• Deepen collaboration with hotel, attraction and other partner businesses to drive awareness of 
the benefits of the Louisville Visitor Center, including hosting regular meetings inside the VIC.
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Supporting Local Arts & Culture

• Grow our current Local Artist Window Display Program by providing opportunities for local artists 
to sell their works onsite.

• Establish a process for all featured local artists to connect across departments at Louisville 
Tourism to expand future partnership opportunities. 

Tourism Travel Schedule 2022-2023

The Tourism Development Department will attend the following key industry trade shows and promotional 
events, broken down by market: 

Domestic Travel Trade

Spotlight on the Southeast St. Mary’s Parish, LA July 2022

Ontario Motorcoach Assn. (OMCA) Niagara Falls, NY November 2022

American Bus Assn. (ABA) Detroit, MI February 2023

Heartland Travel Showcase Cincinnati, OH March 2023

Southeastern Tourism Society Domestic Showcase (STS) Huntsville, AL April 2023

Group Tour Sales Mission Canada TBD 

International Travel Trade

Travel South Global Partnership/Sales Mission 1 France September 2022

Brand USA Week Frankfurt, Germany September 2022

World Travel Market London, England November 2022

Travel South International Showcase Louisville, KY November 2022

Visit KY USA Sales Mission Europe Spring 2023

International Pow Wow (IPW) San Antonio, TX May 2023

Travel South Global Partnership/Sales Mission 2 TBD June 2023

Niche/Affinity – Black Heritage & LGBTQ+ Market

Columbus Jazz Festival Columbus, OH July 2022

Annual African World Festival Detroit, MI July 2022

Nomadness Festival Newark, NJ September 2022

African American Travel Conference TBD April 2023

Travel Professionals of Color Conference TBD May 2023

Black Travel Expo Atlanta, GA June 2023

Cincinnati Pride Festival Cincinnati, OH June 2023

Indianapolis Pride Festival Indianapolis, IN June 2023

National Blacks in Travel & Tourism TBD June 2023

Consumer Market – Individual Leisure Overview

Cincinnati Music Festival Cincinnati, OH July 2022

Virtuoso Travel Week Las Vegas, NV August 2022

Austin Food & Wine Festival Austin, TX November 2022

Chicago Travel & Adventure Show Chicago, IL January 2023

Washington DC Travel & Adventure Show Washington, D.C. February 2023

Atlanta Travel & Adventure Show Atlanta, GA April 2023
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   Louisville Tourism Fiscal Year Budget 2022–2023 

 

BOARD OF DIRECTORS 
Sarah Robbins 
Chair 
Chief Operating Officer 
21c Museum Hotels

David Greene 
Vice-Chair 
General Manager 
Louisville Marriott Downtown

Chris Poynter 
Secretary/Treasurer 
Public Relations &  
Partnership Manager 
Brown-Forman Corporation

Ryan Bridgeman 
President  
Manna

Laura Douglas 
Interim President and CEO 
West End Opportunity Program

Guy Genoud 
Owner 
Brassiere Provence

Scott Shoenberger 
President/CEO 
Al J Schneider Company

George W. Stinson 
Owner 
SLS Management

Kate Latts 
Co-President 
Heaven Hill Brands






