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The last few years have been transformative for 

Louisville’s tourism infrastructure.  The hospitality 

industry weathered the closing of one key convention 

facility for two years and has come back strong 

with a state-of-the-art center, 14.2% increase in hotel 

inventory, a lucrative market built around bourbon 

tourism, investment in iconic attractions and the 

addition of new festivals as visitation drivers.  

“Even if you are on the right track, 
you’ll get run over if you sit there.” 

   Will Rogers 
  20th Century American Humorist, 
  Performer, Columnist

To continue this momentum, we must strategize 

for future growth.  In this new fiscal year, we will 

strengthen many of the marketing strategies that 

have proven successful.  They are outlined in the 

following pages by department and market segment. 

They include tactics such as extending our hosting of 

industry tradeshows,  building on the recent success 

of TEAMS in the trending sports market and the 

American Bus Association in group travel. In August 

of 2019, Louisville will host the premier hosted-buyer 

show for meetings and events, Connect Marketplace.”  

In 2020, the “show for shows” for the exhibition and 

event industry will take place when the International 

Association of Exhibitions and Events brings their 

Expo! Expo! to Louisville.  For continued leisure 

development, we will enhance regional drive market 

campaigns featuring attendance-driving festivals and 

launch a new weekly e-marketing program meant to 

inspire short term travel in a 100-mile radius leveraging 

local events as content. Our Bourbon and Culinary 

brand pillars will continue to headline marketing 

collateral across both leisure and convention markets 

to differentiate Louisville as a unique and authentic 

destination with its own version of Southerness.

Louisville Tourism will invest this year in additional 

research to drive effective marketing decisions.  A 

new Visitor Profile Study will provide consumer 

insights and a new conversion tracking software 

will monitor the real-time performance of our paid 

advertising campaigns.

Finally, we will develop a new Strategic Destination 

Plan with the Louisville Tourism Board and industry 

partners to determine the future of Louisville as a 

destination.  Our goal is to grow visitation to 25 million 

by 2030 and we will build the road map to do that 

together as an industry.

Tourism’s impact can be felt in our community through 

visitor spending, which in turn supports 27,500 jobs. 

Tourism is a significant economic driver as Louisville’s 

third largest industry and although it is just one part of 

overall economic development, it is a very critical one, 

playing a vital role in Louisville continuing to become 

a more attractive destination city. Tourism has the 

unique position of making a first impression, opening 

the door to business growth, investor development, 

attracting new collegiate students, and encouraging 

new talent to move here as they are likely one of our 

16.4 million visitors FIRST.
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Room Tax Breakdown

Louisville Tourism Budget By Segment 2019 -2020

Visitor Growth
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Louisville has transformed its hospitality 

infrastructure in the past three years.  A renovated 

and expanded downtown convention center 

spurred the simultaneous development of new 

and renovated hotel projects, and investment 

by private industry in the city’s primary visitor 

corridor and beyond. There is an entirely new 

tourism market being built around sprits-related 

travel highlighting a signature Kentucky industry 

while also exposing new audiences to the city’s 

other heritage attractions.  Neighborhoods offering 

authentic experiences including local dining and 

lodging have become vital assets to attracting new 

visitors including adventure-driven millennials. 

While hotel, restaurant and exhibit openings 

seem to fill the monthly calendar, the destination 

is already positioned to deliver on Louisville’s 

strongest brand pillars: Authenticity, Bourbon, 

Culinary, and Southerness.  A growing number of 

special events round out the calendar as major 

tourism drivers, often with themes that directly 

reflect Louisville’s brand.

A trend continues in the tourism industry as 

travelers, including convention delegates, are 

wanting to experience the sights, sounds and 

tastes of a destination. Louisville has been 

uniquely positioned for this trend over the last 

decade purposely driving a brand around the 

concept of one of our most authentic assets as 

the homeplace of bourbon.  Two of the top nine 

travel trends forecast by Trekkblog for 2019 are 

“local experiences” and “traveling for history and 

culture”. This research stresses that “Travelers 

are choosing to become more immersed in the 

local culture when visiting a destination”. This 

bodes well as Louisville continues to position 

its marketing around the cultural heritage of 

our bourbon and culinary scenes. These themes 

have proven successful as key lead messages in 

advertising and earned media campaigns across 

markets.  These “hooks” are driving interest in the 

destination overall and helping draw attention to 

all of the city’s diverse offerings.

As travelers continue to search out and distill 

authentic, one-of-a-kind experiences Louisville’s 

spirit continues to mature.  It’s not the only 

message, but it helps to differentiate the city from 

the competition and drive visitation.  Once they 

are in the city, visitors will get a different taste of 

Louisville’s unique brand of Southern-ness and 

hospitality. A spirit that is embodied by icons such 

as Muhammad Ali, Louisville Slugger, and three-

year-old thoroughbreds that begin their quest 

for a crown at the longest running consecutive 

sporting event in America, the Kentucky Derby. 

A spirit that defines Louisville’s culture and 

compassion, the arts and parks, the creative 

energy, the highly acclaimed culinary scene and 

the authentic hospitality that greets 16.4 million 

convention delegates and leisure travelers annually.

DESTINATION OVERVIEW
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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. 

GOALS

• Generate and service 119 hosted media visits

• Generate website traffic of 1.65 million unique 
visitors

• Engage and retain 86,000 social network 
subscribers

• Convert 34 press pitches to regional or national 
coverage in our primary feeder markets

OVERARCHING STRATEGIES

• Continue to focus advertising on these primary 
markets to drive visitation: Frequent Individual 
Traveler (FIT/Leisure), Convention, and Group 
Tour/Motorcoach

• Balance earned media efforts with an effective 
mix of traditional journalists and targeted social 
influencers

• Evolve digital programs to reflect a lifestyle 
brand that will grow engagement

• Use a weekly communication with a regional 
drive audience to inspire short term travel

MARKETING COMMUNICATIONS
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LEISURE MARKETING OVERVIEW
We must continue to propel the destination 

forward and build upon the momentum we 

have gained over the past couple of years 

in establishing Louisville as a leisure tourist 

destination.  We will do this by focusing our 

efforts on increasing brand awareness in key 

feeder markets and speak to our target at every 

point of the travel purchase funnel.  We will also 

focus efforts to support leisure development sales 

initiatives to increase visitation and attraction 

ticket sales.  

TARGET AUDIENCE

PRIMARY: General Leisure Traveler 

Millennials (adults age 18-34) and Gen Xers 

(adults age 35-54); sweet spot is 25-40-year-olds.  

Millennials are now the largest generation in the 

work force while Generation X claim the biggest 

share of the U.S. Affluents with a median income 

by HH at $145K, mean reaching $227K. These are 

highly connected travelers who value authentic 

urban culture and culinary experiences.

SECONDARY: Affinity Group Leaders

This is the key person among a group of 

friends, club or organization that plans travel 

for the group. A leisure traveler in regard to 

general demographics with the added need for 

affordability and accessibility as it pertains to a 

small to medium sized group.

Awareness

Interest

Desire  
Action

CONSUMER MARKETING FUNNEL
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TARGET FEEDER CITIES** 

1. Indianapolis

2. Chicago

3. Cincinnati

4. Nashville

5. Columbus, OH

6. New York City (OTA and Influencer Campaigns Only)

7. Detroit

8. St. Louis

9. Atlanta

10. Washington, DC

11. Philadelphia

*BOLD indicates crossover market city (i.e. Cities where our 
convention development focus is as well)

** indicates markets within close proximity to facilitate a day trip 
have been removed with the goal of overnight guests. 

MARKETING STRATEGY

As we continue to promote Louisville as a top 

leisure destination, we will focus our strategy 

to reach our target at every point of the travel 

purchase funnel in order to achieve sustained 

brand awareness. This will be achieved by various 

tactical approaches including paid advertising, 

public relations, marketing partnerships, email 

marketing, social media, influencer marketing and 

event marketing.

MESSAGING STRATEGY

We will implement brand-centered messaging and 

continue pushing Louisville as ‘Bourbon City.’  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 integrate strong calls to action that garner 

conversions such as attraction ticket purchases 

through the GoToLouisville.com website.

TACTICS

PAID ADVERTISING CAMPAIGNS

Paid advertising efforts will consist of annual and 

flighted campaigns targeted to reach consumers at 

as many touch points as possible along the travel 

purchase funnel.

The flighted campaigns will continue to focus 

on brand awareness, allowing us to cast a wider 

net and garner more attention from our target 

audience. The campaign dates were chosen based 

on our latest travel decision data which shows 

leisure travelers are booking hotels on average 23 

days prior to arrival and airfare 27 days prior to 

travel day.

• Flight #1 - Fall Flight

 Ɵ July – Early September

 Ɵ Bourbon City/Urban Bourbon Experience 

• Flight #2 – Spring Flight

 Ɵ Late April – June

 Ɵ Family and Adventure (Attraction focused) 

 

Some of the new key media outlets will include:

• Experiential out of home placements in top 
feeder markets (ie. Billboards, Transit, Outdoor 
signage)

• 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 a new 

conversion software.  

Arrivalist, a new 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 nimbleness of Louisville’s 

campaigns and message will remain very 

important to achieve the overall campaign goals. 
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Online Travel Agency (OTA) Partnerships 

Louisville will continue to have a substantial annual 
presence with top OTA platforms, Expedia and 
Priceline. These brands account for two-thirds of the 
global online travel booking industry and 95% of the 
U.S. market.  As OTA’s continue to fight for market 
share with hotel brands, they remain a heavy source 
for end of the funnel travel research. Research from 
Google, noted in a recent Forbes article, says that it 
takes a consumer 32 visits to 10 different websites to 
book a simple airline ticket.  

In addition to the OTA sites we will continue 
to supplement this campaign with annual 
programmatic advertising buys focused on hotel 
booking and awareness driven channels.  We will use 
Adara, a world-wide travel data company to provide 
competitive set targeting. This supplement will offer 
an opportunity to weave in more brand awareness 
and highlight our destination booking incentives.

These campaigns will also be monitored through the 

Arrivalist software.

Anchor Events & Festivals

A major factor in Louisville’s growth as a weekend 
getaway destination is its world-class festival and 
events scene. This was noted in the 2015 Destination 
Analysts report which cites the top reasons for 
visitation are unique attractions, festivals and 
events, Bourbon and culinary.  We gained praise 
internationally in 2015 when Louisville was named a 
top “World Festival & Event City” by the International 
Festival and Events Association.

Using festivals and events as a key driver for 
visitation, advertising will target potential festival 
goers and leverage Louisville’s attractions and 

culinary scene to drive visitation.

Email Marketing

In July, we will add to our stable of seasonal 
e-newsletters and digital event-specific 
communication with a fiscal year-long Sustained 
Leisure Event Email Campaign (or SLEEC).  More 
than a weekly newsletter, SLEEC will be supported 
holistically with video, web and social media 
elements.  It is intended to be an “immersion to 
conversion” campaign to reach primarily leisure 
visitors within a 100-mile drive-market radius.  The 
newsletter will be a round-up of curated events 

leveraged to inspire short term travel and build brand 
awareness for long term and repeat travel business.  
SLEEC will utilize two signature Kentucky industries 
to provide a framing design element incorporating 
horse-racing and bourbon terminology.  Each week, 
events will be curated by the Tourism Development 
staff that most closely align with the city’s brand 
pillars.  The Marketing and Communications staff will 
design and distribute the email campaign to a newly 
built list of subscribers and monitor conversion.  

Leisure development is the primary purpose of 
SLEEC with the knowledge that a strong leisure 
brand is often the first interaction potential meeting 
planners have with a destination. Though a crowded 
marketplace exists for local event round-ups, 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.

KEY PERFORMANCE INDICATORS

• Unique Website Visits to pages of featured events

• Reach and Engagement on social media

• Ad Clicks/Video Completion

• Leisure Hotel Bookings 

• Subscribers – Initial goal of 5,000

Feeder Market Pop-up Events

As part of our “handcrafted event” series (term 
leverages Bourbon and Culinary pillars), the Tourism 
Department will host pop-up events in Chicago and 
Cincinnati. These events will be supported through 
paid social media with a specific RSVP call to action. 

These events have been successful in reaching our 
primary audience in the convention, group tour 
and leisure markets with a consistent and strong 

brand message. 
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Influencer Marketing 

Influencer marketing is one of the fastest-

growing online customer-acquisition method. 

49% of consumers rely on influencers for 

recommendations, and 57% of Millennials have 

made travel plans based on a friend’s social 

post. With influencer marketing remaining a key 

way to reach our core target market, we will 

maintain efforts in this campaign, focusing on the 

authenticity of Louisville’s brand. As consumers 

seek out authenticity when choosing brands, we 

will look to partner with influencers of varying 

reach that will help portray Louisville and its brand 

in this way.

Primary Focus: General Brand

Brand-driven content remains the primary 

piece of the influencer marketing program 

with a focus on partnering with those 

influencers from our top feeder markets that 

have affinity to one of four core areas:

• Bourbon enthusiasts (Urban Bourbon 
Experience)

• Culture lovers (unique festivals and events)

• Foodies (culinary/southernness)

• LGBT (compassionate/welcoming)

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.  We will continue to develop 

social media strategies and campaigns across 

three primary platforms – Facebook, Instagram 

and Twitter complimenting the themes of our 

traditional marketing efforts.  The entire staff 

of Marketing Communications will contribute 

to providing daily content in line with an annual 

editorial calendar and supplemented with news in 

real time from our many industry partners. 

KPI’s 

• Unique website visits 

• Reach and engagement

• Ad clicks/video completion

• Leisure hotel bookings 

• Attraction tickets purchased through 
GoToLouisville.com

Out-of-home advertising in top feeder market Chicago.
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Louisville’s convention package continues to grow 

as hotel development continues and authentic 

attendee experiences thrive. Louisville has a seat 

at the table with some of the largest destinations 

in the U.S. and was listed the top market for 

hotel demand by CBRE for Q1 2019.  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 

after a two-year closure. Louisville’s brand is at 

a high level of national awareness with meeting 

planners and decision makers. We will continue 

to capitalize on this  momentum and further 

Louisville’s growing reputation as a premier 

meetings destination. 

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

MARKETING STRATEGIES

Louisville Tourism has 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. 

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

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.

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 

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 and partnerships listed below:

• Washington, DC – ASAE (38% ASAE’s executive 
membership)

• Chicago – Association Forum, MPI

• Atlanta – MPI, PCMA

1. Washington, DC

2. Chicago

3. Atlanta

4. Indianapolis

5. Minneapolis 

6. Kansas City

7. Milwaukee

8. St. Louis

9. Nashville

• ASAE

• Association Forum

• Connect 

• Conference Direct

• CVENT

• Experient

• HelmsBriscoe 

• MPI

• PCMA

• IAEE

• TSNN

CONVENTION OVERVIEW



11

Advertising Partners 

As we continue to see success in our advertising 

and media partnerships, we will build upon those 

in the 2019-2020 fiscal year. Specifically, 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. 

• With the continued success of additional RFPs 
secured through CVENT, we will test new paid 
campaigns targeted directly to their proprietary 
meeting planner database.

Experiential Events

In 2019-2020 we will continue to enhance our 

face-to-face sales tactics through events that go 

beyond the table at a tradeshow and truly immerse 

our clients in what makes Louisville uniquely 

authentic. In addition to on-site show specific 

events, other events include:

• Bourbon Heritage Month will once again be 
owned by Louisville. We will host two events in 
our core convention markets: Bourbon, Bluegrass 
& Blue Jeans in Chicago and Art of Bourbon in 
Atlanta. These events will be supported by direct 
mail invitations and paid advertising will increase 
in these markets throughout September and 
October. 

• The Lunch in Louisville FAM will continue and 
focus on a strategic local experience that goes 
beyond facility tours and once again gives 
potential clients a taste of Louisville.

Inbound Industry Shows 

The hosting of world-class industry tradeshows 

at the newly expanded and renovated Kentucky 

International Convention and new hotel product 

will serve as a premium showcase. We will host:

• Shepard Sandbox – July 2019 

• CONNECT Marketplace – August 2019

• Conference Direct CDX – September 2019

KPI’s

1. Unique visitors to GoToLouisville.com/meet

2. Ad clicks/video views

3. RFP submissions and lead generation

4. Event registration & RSVP 

@GoToLouisville

Louisville has invested more than a billion dollars in new hotels and a world-class convention center – all in the heart of the city. Plus, it’s 

home to one of America’s hottest local culinary scenes, with nationally lauded chefs and award-winning restaurants on seemingly every 

corner. Choose Louisville to host your next gathering, and enjoy all the entertainment, attractions – and food – the city have to offer.

Meet in Louisville, and explore what USA Today calls “one of the nation’s best local food scenes.”

 Visit GoToLouisville.com/Meet.

AN AMAZING PLACE TO MEET
AN UNFORGETTABLE PLACE TO EAT

18LT092_ConnectFaith_Winter_Issue_Ad_FIN.indd   1 9/18/18   3:01 PM

OUR OFFICIAL DRINK IS OLD FASHIONED  
BUT EVERYTHING ELSE IS NEW

Visit Louisville Tourism at booth #B834 and raise a glass to our all-new downtown convention 

experience which includes a recently renovated and expanded convention center, 6,000 hotel rooms, 

seven urban bourbon distilleries, and over 130 bars and restaurants all within walking distance. 

GoToLouisville.com/Meet

LT073_IMEXad_8.25x10_V5.indd   1 8/20/18   5:06 PM

Experience a city that has given the world 144 Derby champs. A city where the fastest two-minutes 

in sports has become a two-week festival. A city where hundreds of world-class sporting events 

have taken place, thanks to nearly 20 years of teamwork between Louisville Tourism and Louisville 

Sports Commission.

Get a different taste and visit GoToLouisville.com/Sports

DISCOVER THE CITY WHERE CHAMPIONSHIPS
ARE CELEBRATED FOR TWO WEEKS

@GoToLouisville
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GROUP TOUR OVERVIEW
Louisville continues to gain momentum as a 

Group Travel destination. After having a very 

successful 2019 Marketplace for the American Bus 

Association, we plan to keep to the momentum 

moving forward. Louisville has more success 

in securing business when we can get clients 

in market to experience the destination for 

themselves. This tactic will be a continued focus.  

TARGET AUDIENCE

PRIMARY: Motor coach owners/operators

These are typically the key decision maker(s) 

that include Louisville in their guided tour: 

large companies primarily but also includes 

small business owners, often husband and wife 

businesses that skew towards the 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 
 (e.g. both leisure and convention)
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TARGET MARKET SEGMENTS 

• Students

• 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.

TACTICAL STRATEGY

Group Travel Leader Partnership

Partner with respected industry media partner in 

a package that is focused on increasing site visits 

among tour operators with the intent of converting 

the visits into RFPs.

Seasonal Direct Mail

We will produce a quarterly direct mail piece 

sent to Louisville’s top 100 group tour operators 

focused on seasonal and cultural experiences in 

the destination. These will have a call to action and 

analytics component driving clients to engage on 

social media or through the website.

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 qualifies us as a one stop 

shop for group tour marketers.

KPI’s

• Click-thru & engagement

• Incentives activated by clients

• Group tour rooming lists

louisville & the ark encounter

two by two Incentive

Book TWO...
(Book one from each category)

Hub Experiences...
•  Belle of Louisville
•  Frazier History Museum
•  Kentucky Derby Museum
•  Louisville Slugger Museum
   & Factory

Spoke Experiences...
•  The Ark Encounter
•  The Creation Museum

...AND GET TWO
1. $10 Room Rebate (for up to 25
rooms). Overnight stay must be
booked in a Louisville hotel.

2. A Personalized Welcome Re-
ception with Red Carpet Arrival
at the Louisville Visitor Center.
We will include a free souvenir for
each member of your group. 

Make Louisville the overnight hub
for your trip to The Ark Encounter and save.

Book one experience from each of the categories below
and “get two” rewards in return.

This incentive is available only one time per six-month period, and is honored only after a rooming list and
itinerary has been provided to Louisville Tourism. Group must be present in Louisville. Restrictions may apply.

*Need assistance with your plans? DAT Travel is the exclusive travel provider for The Ark Encounter. 

800 626-5646

Nicole Twigg, CTIS
VP Tourism Development

ntwigg@gotolouisville.com
502.560.1477

Saundra Robertson, CTIS
Tourism Sales Manager
srobertson@gotolouisville.com
502.560.1496



14

COMMUNITY AWARENESS OVERVIEW  Get a Taste of
Bourbon City

Discover the one-and-only Urban Bourbon Experience®, made up of 10 distilleries, 
44 bars & restaurants on the Urban Bourbon Trail® and six signature Bourbon events.

Plan your next weekend at GoToLouisville.com

Bulleit Frontier Whiskey Experience

@GoToLouisville.com

Tourism in the third largest industry in Louisville.  

It accounts for 27,500 jobs and a $3.5 Billion 

economic impact.  Since the roll out of a new 

brand in 2016, Louisville Tourism has worked on 

increasing awareness of our destination in top 

feeder markets.  But nearly 40% of Louisville’s 

visitors in 2017 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. 

MESSAGING STRATEGY

The overall message will be told through 

a combination of local stories, photos and 

experiences, as well integrating powerful accolades 

where appropriate. 
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2019/20 PROMOTIONAL TRAVEL

The Marketing Communications department will attend the following media marketplaces and 

consumer shows to promote the destination:

Event

PRSA Travel & Tourism Conference

Midwest Travel Journalists Association Fall Conference

LGBT in Tourism Conference

New Orleans Bourbon Festival

WhiskyFest

Midwest Travel Writers Association Spring Conference

International POW WOW

Media Calls

Location

Philadelphia, PA

Wichita, KS

Las Vegas, NV

New Orleans, LA

Chicago, IL

TBD

Las Vegas, NV

NYC, Atlanta, Chicago

Date

June 16-19, 2019

September 2019

November 3-5, 2019

March 2020

March 2020

Spring 2020

May 2020

Seasonal

TACTICS

Paid Advertising

These efforts will be supported by some paid 

media, social media, as well as public relations and 

earned media efforts.

Neighborhood FAMS

The tourism department will work with the 

neighborhood associations to hold events and 

FAM experiences with the goal of getting residents 

into new parts of town. This will increase overall 

knowledge of the city and benefit the local 

communities. Neighborhood content curated 

through this work will be shared on social media, 

Visitor Guides and GoToLouisville.com. 

VIC Ambassador Program

The Visitor Center will continue with its successful 

event series making it a hub for locals to network 

and learn more about the city. An “insider” 

ambassador program will continue as well offering 

another touchpoint through email and face to face 

events for locals to get involved and learn to sell 

the destination.

Bourbon City Brief

The bi-weekly 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.

ROSE Awards

The ROSE Awards (Recognition of Service 

Excellence) will again be supplemented by paid 

advertising to help educate the community 

through hospitality and service recognition. It is 

through human interest story-telling of front-line 

staff that the general public can see the real faces 

of tourism and its impact on the community.

“Louisville: Top 20 Places to Visit in the US in 2019” 
      – TripAdvisor
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CONVENTION DEVELOPMENT
The Convention Sales Team consists of eleven 

convention sales managers based in the Louisville 

main office. Regional Directors cover the three key 

regional hubs for Associations, Corporations, and 

third-party contacts that are based in Washington 

DC and the mid-Atlantic region, Chicago and the 

Midwest region, Atlanta and the Southeast region. 

In the new fiscal year, an additional Convention 

Sales Manager will be added to target business in 

the Northeast markets. As a connected sales team, 

our goals are built around driving groups to meet 

in Louisville, producing room nights, restaurant 

activity, visits to Louisville’s attractions and other 

activities that drive economic impact.

The Sales team generates leads from all market 

segments throughout the U.S. The combined goals of 

the Louisville, Northeast (Washington D.C.), Midwest 

(Chicago) and Southeast (Atlanta) offices are:

GOALS

• Generate 695,000 room nights   

• Generate 1,495 convention sales leads  

• Host 375 site inspections 

OVERVIEW

With Louisville’s overall hotel product growing and 

improving, forecasts for 2019 are somewhat mixed. 

Occupancy is forecasted to remain flat to 2018 

actuals. In some areas, occupancy shows a slight 

decrease of .5%. 2019 average rate is projected to 

increase over 2018 at approximately 2.5%. While 

the growth in hotel average rate is encouraging, 

Louisville Tourism will be increasing our room 

night goals to help support the addition of new 

hotels rooms throughout Jefferson County.

Louisville has enjoyed significant improved 

product development throughout the region. 

The expansion of the Kentucky International 

Convention Center, (KICC), the completion of 

the 600-room Omni Louisville along with other 

new hotels and renovations at large legacy 

properties, coupled with high-profile attractions 

have continued to reenergize the city. Demand 

in the form of Associations, Special Events, and 

Corporate interest is very high. Louisville Tourism is 

in strong position to capitalize on this interest and 

demand. CBRE Research listed Louisville with the 

highest year over year growth in hotel demand in 

the US for Q1 2019.

KICC is open for business and has been very active 

with National and Regional customers. Client 

feedback has been very positive and interest on 

dates and space continues to be strong. As of 

printing (June 2019), 45 different organizations 

holding dates in 2019 are confirmed definite for 

KICC totaling over 161k room nights. Louisville 

Tourism continues to work toward generating on 

average 42-45 confirmed groups booked into KICC 

generating 160-180k room nights each year. New 

market segments are emerging as KICC and other 

city investments are creating new interest with 

Corporate and Medical/Healthcare segments.

Short term meetings continue to show tremendous 

results. “Short term” is defined as a booking that 

is placed on the calendar less than 18 months 

into the future. Our team of five Sales Managers 

generates in house, or one-hotel bookings 

across Jefferson County and other surrounding 

areas. Transactions and associated room nights 

continue to grow. In 2018, we placed 560 groups 

representing 141,376 room nights into the market. 

Most of this booking activity was generated “in the 

year, for the year”. 2019 is tracking as another very 

strong booking year for the Meetings Sales team.

Selling Louisville to meeting planners at the American Society of Associaton Executives. 
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KEY STRATEGIES

To support the destination’s growth in available 

rooms and other enhancements the Convention 

Development team will be focused on the 

strategies outlined below. 

• Improve 2021 group rooms pace. Improving our 
conversion of existing tentative opportunities, 
covering need time calendar periods, promotion 
of incentives tied to citywide and one-hotel 
opportunities, partnerships with existing third-
party organizations are all activities we will be 
pursuing to improve 2021 group rooms pace.

• Continue to pursue and drive demand from 
market segments that generate higher 
attendee spend. We will add sales resources 
into Healthcare, Medical, and Corporate markets, 
specifically increasing sales presence in the 

Northeast and other group markets. We plan to 
increase our presence at the IMEX tradeshow 
and new tradeshows and events tied to these 
market segments. A Sales Mission is planned in 
the Northeast territory with Philadelphia being 
the focus city.

• Capitalize on the hosting of Connect 
Marketplace (August), Conference Direct 
CDX (September) and IAEE Expo Expo pre-
promote (December). Clients across various 
vertical market segments will be targeted 
for complimentary registration to Connect 
Marketplace. A Pre and Post site visit plan will 
be developed for Connect Marketplace and 
Conference Direct CDX program. Develop a 
compelling Expo! Expo! pre-promote and closing 
luncheon program and energize attendees 
during the 2019 Las Vegas conference. The 
closing lunch will be an important message and 
interest builder for 2020 attendance in Louisville.

is the 3rd largest
industry in Louisville

(Only the automobile and 
healthcare industries are bigger)

It supports more than

local tourism-related jobs

More than 158,000
guests attend the 

Kentucky Derby

$47 MillionCreates more than in local tax revenue

$320 MillionCreates more than in state tax revenue

Louisville households paid 
$1,198 less in local and state 

taxes because of tourism 

V

isitors Annually
 

Lo

uisv
ille Welcom

es16.4
MILLION

Louisville has more 
than 20,000 hotel 
rooms – including 

almost 6,000 hotel 
rooms downtown 

Louisville is within a day’s drive of

OVER 1/2
of the US population

Why are people coming to Louisville?
38% to visit friends and family

48% are marketable leisure trips 
   (or general leisure) 

11% for business, 3% business leisure

64% are day trips

36% are overnight trips

500,000 - 700,000 people attend 
Thunder Over Louisville (the largest annual 
fireworks display in North America and the 
kickoff to the Kentucky Derby Festival)

Longwoods International Study (2016)
[1]“Economic Impact of Kentucky’s Travel and Tourism Industry.” (2013-2017) Prepared for the Kentucky Tourism, Arts and Heritage Cabinet by Certec, Inc., Versailles, Ky.
[2]Additional analysis by the Office of Research, Kentucky Department of Travel & Tourism.
[3]U.S. Census Bureau, 2015; www.census.gov.10-First-Time-Homebuyer-Facts_MGIC-Infographic.jpgbottled-water-facts-infographic.jpgflorida-facts-infographic-620x1478.jpg

Louisville is home to the Old Fashioned 
Cocktail. There are More aging bourbon 
barrels in Kentucky than there are People! 

TOURISM

27,000

122 total parks
covering 12,500
      acres, eighteen
          Frederick Law
            Olmsted
              designed
                  parks

For more information, visit
www.GoToLouisville.com

TOURISM in

Infographic placed in convention market publications. 
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DIRECT PROMOTION AND SELLING 

We have added new shows to our selling calendar 

that target new and developing markets. CESSE 

(Council of Engineering and Scientific Society 

Executives) will be a show we reconnect with 

and position to host in the future. Convention 

Sales will be bidding on a future PCMA Education 

Conference that if successful will bring 700-800 

attendees to Louisville. We will continue Sales 

missions in Chicago, Washington DC and Atlanta. 

Site visits continue to be frequent with record 

number hosted and clients attending. New and 

improved concepts around sites and how we 

present the destination have been developed.  

We plan to continue with our improved Lunch in 

Louisville program and the Mastermind Meeting 

Planner Bootcamp. Mastermind attracted more 

than 30 prospects to Louisville in 2018, mostly 

representing the Corporate market.

  Quartlerly communication to convention 
client database. 
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SALES LEAD ADMINISTRATION
The volume of tentative and definite leads has 
been increasing over the previous year. Meeting 
Database Institute (MDI) will continue to provide 
valuable SimpleView (CRM) generated data for us to 
deploy sales resources against.  Our sales coverage 
within each market segment will be stronger with 
improved data and a more strategic approach 
to each account. Qualified account templates 
will continue to be a priority with the entire sales 
team. Each sales manager and their assigned 
administrative assistant will work together to qualify 
accounts and update important SimpleView contact 
information. MDI through their SimpleView interface 
will refresh our data twice a year.  More accurate 
account information will allow us to communicate 
more effectively with the accounts and clients we 

want to bring to Louisville.  

Midwest Regional Office - Chicago

The Chicago and the Midwest continue to be 
productive markets for Louisville. Our goal will 
be to continue our strong presence in Chicago 
and the surrounding states. Specifically focusing 
more resources in Ohio, and Indiana targeting our 
third-party relationships in each of these states. 
ASAE offers a great opportunity for us to advance 
relationships as we convene in Columbus for this 
August conference. A Sales mission is again being 
planned for Chicago as well as two to three other 
high-profile activities tied to Association Forum, 
PCMA and our annual bourbon-themed client event 

in September.

• Generate 425 sales leads

• Generate 725,000 tentative room nights per year

Northeast Regional Office - Washington DC, 

Virginia

Growing our brand and presence in this important 

market segment will continue to be our priority. 
Added resources in the way of a new National 
Sales Manager position will help support deeper 
penetration into the Northeast markets- Baltimore, 
Philadelphia, New York and Boston. Citywide and 
mid-size convention continues to be our focus. 
Relationships with hotel NSO’s, our third-party 
organizations, and AMC partners are all targets to 
generate more leads and definite bookings. We are 
excited to deploy another sales manager with a 

definite room night goal into this regional market.  

• Generate 430 sales leads

• Generate 660,000 tentative room nights per year

Southeast Regional Office - Atlanta

The Southeast market continues to grow and mature 
for Louisville. Feeder markets Charlotte, Nashville, 
Raleigh, and top client targets within each are being 
identified. We continue to see leads and room nights 
grow as our presence in Atlanta, now in its fifth year 
strengthens. Corporate clients, Association contacts 
are growing and will continue to be targeted in 

Atlanta and in the identified support markets. 

• Generate 330 sales leads

• Generate 525,000 tentative room nights
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Convention Development will attend the following key Industry Meetings & Tradeshows:

Event

Destination International

Industry IX Change

CVENT Connect

IAEE Midsouth Chapter Signature Event

CESSE

DC Sales Mission

American Society of Association Executives (ASAE)

Connect Marketplace (Sports, Corporate, Specialty) 

Society of Independent Show Organizers – Leadership Conference (SISO)

IAEE Chapter Leaders

CVB Reps August Reception

Meeting Planner Mastermind

TSE Gold Gala 100  

Bourbon, Bluegrass & Blue Jeans Client Event

The Art of Bourbon Client Event

IMEX America

NASC 4S Summit 

Connect Faith

Chicago Sales Mission

Travel, Events & Management in Sports (T.E.A.M.S.)

Financial & Insurance Conference Professionals

Trade Show News Network

Nursing Organizations Alliance - Fall Summit

Service Club Leaders

AEM Annual Meeting

IAEE December Midwest Event

Association Forum - Holiday Showcase

Lunch in Louisville

CVB Reps December Reception

Location

St. Louis, MO

Chicago, IL

Las Vegas, NV

TBD

Baltimore, MD

Washington, DC

Columbus, OH

Louisville, KY

Detroit, MI

TBD

Washington, DC

Louisville, KY

TBD

Chicago, IL

Atlanta, GA

Las Vegas, NV

Providence, RI

Grand Rapids, MI

Chicago, IL

Anaheim, CA

Austin, TX

Dallas, TX

Cleveland, OH

TBD

Marco Island, FL

TBD

Chicago, IL

Louisville, KY

Washington, DC

Date

July 2019

July 2019

July 2019

July 2019

July 2019

July 2019

August 2019

August 2019

August 2019

August 2019

August 2019

September 2019

September 2019

September 2019

September 2019

September 2019

October 2019

October 2019

October 2019

November 2019

November 2019

November 2019

November 2019

November 2019

November 2019

December 2019

December 2019

December 2019

December 2019
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Event

Direct Selling Association - Be Connected  

International Association of Exhibitions & Events (IAEE)

Professional Convention Management Association (PCMA) Annual Meeting

RCMA Emerge

AMC Institute

Destination Showcase

Meeting Professional International - Mid America

ASAE Great Ideas Conference

ASAE Advocacy Day at the Capitol 

NASC Women’s Summit

Sports Travel Road Show

Pharma Forum

ACES Meeting

ASAE XDP

Society of Independent Show Organizers - CEO Summit (SISO)

Christian Meetings & Conventions Association (CMCA)

IAEE Women’s Leadership Forum

National Associaiton of Sports Commissions Symposium

PMPI Derby Days

Simpleview Summit

Direct Selling Association Annual Meeting (DSA)

Experient on the Road

IAEE Advocacy

MPI-WEC

PCMA Partnership Summit

Association Forum - Honors Gala

PCMA Education Conference

Kentucky Society of Association Executives (KSAE)

Location

TBD

Las Vegas, NV

San Francisco, CA

TBD

Long Beach, CA

TBD

Cincinnati, OH

Orlando, FL

Washington, DC

New Orleans, LA

Colorado Springs, CO

New York City, NY

Colorado Springs, CO

Washington, DC

TBD

TBD

Washington, DC

Kansas City, MO

Washington, DC

Phoenix, AZ

Phoenix, AZ

TBD

Washington, DC

Grapevine, TX

TBD

Chicago, IL

TBD

TBD

Date

December 2019

December 2019

January 2020

January 2020

February 2020

March 2020

March 2020

March 2020

March 2020

March 2020

March 2020

March 2020

April 2020

April 2020

April 2020

April 2020

April 2020

April 2020

May 2020

May 2020

June 2020

June 2020

June 2020

June 2020

June 2020

June 2020

June 2020

June 2020
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DESTINATION SERVICES
The Destination Services team provides industry-

leading support for booked conventions, meetings, 

sporting events, trade shows and festivals based on 

the unique needs and specific goals of each group. 

Since the re-opening of the Kentucky International 

Convention Center and the continued rise in leisure 

tourism, Destination Services has experienced 

record growth across all service metrics. In the 

2018/2019 fiscal year the destination hosted over 

1,000 groups and the team saw substantial growth 

in planning visits, high profile events, housing 

reservations, promotional trips, registration 

services and more. 

The 2019/2020 fiscal year will prove once again to 

set the bar high for event growth and engagement. 

Over 1,000 hosted groups are expected in the 

fiscal year, including the continuation of our vital 

annual shows and the hosting of national industry 

events like Connect Marketplace, which will bring 

1,300 meeting planners to the city.

The landscape has changed for the services industry 

as groups prepare for their arrival to Louisville. 

Convention and event services is no longer valued 

or differentiated by the commodities we offer, but 

by the community partnerships we help groups 

build. Meeting and event planners are focused on 

creating an authentic experience for their attendees 

and maintaining a positive bottom line for their 

stakeholders. Both goals require the Destination 

Services team to understand the local landscape 

and seek out connections between the hospitality 

community and our public and private partners.   

GOALS

• 400 partner referrals

• 6.8% - 7.0% Post-convention evaluation average

• Process 16,675 housing reservations

STRATEGIES

Streamline Market Segments

The services industry has not significantly changed 

how market segments are delineated or serviced 

in many years, sports being the only outlier. In the 

new fiscal year, we will more strategically align our 

services team to meet the various and growing 

needs of groups in our destination. We will do this 

by drawing more distinct lines between market 

segments and aligning resources to better support 

the specific goals and strategies of each group. 

The first phase will result in a services strategic 

plan for both convention and leisure. Convention 

will largely remain unchanged. However, the newly 

added leisure category will strive to outline the 

goals and needs of more leisure-oriented groups. 

We will add an additional Services Manager to 

support this investment in our markets.

Groups that fit the leisure category would be 

those with ticket sales, spectator goals, and a wide 

attendee demographic. For instance, festivals, 

events, and sporting groups will now be aligned 

under the leisure services category. Simply 

understanding the differences will not be enough, 

we need to create strategy to support the unique 

goals of each group and provide resources for 

support. By doing so the Destination Services 

department will increase efficiencies and provide 

more relevant services.
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Increase Housing Services Scope

The housing team has continually set the bar high 

in our industry with excellent customer service 

and a consistent top 5 ranking for reservations 

processed. The team is also uniquely positioned 

with an onsite call center staffed with local agents. 

To maintain a high level of customer service and 

flexibility with our groups we will be transitioning 

to a new housing software provider in the 

2019/2020 fiscal year. Meetingmax will become 

the official housing provider for Louisville Tourism 

taking the place of Passkey. 

This transition will allow the team to refocus 

efforts and act as a catalyst to increase the scope 

of services. This will result in a departure from 

the passive service model and create a unique 

value proposition that utilizes our capabilities as 

a sales booking and retention tool. We will launch 

a new training and promotional strategy with our 

internal staff and key stakeholders to engage more 

groups. During this time, we will also maintain the 

partnership with aRes (a private label booking 

engine) which has been successfully filling our 

leisure and attractions accommodations needs.

Engage and Grow Community Partnerships

The Destination Services team is fortunate to 

maintain strong relationships with key local 

partners such as the Louisville Downtown 

Partnership, Louisville Regional Airport Authority, 

Louisville Metro Police Department, Mayor’s Office 

and many more. In the new fiscal year, we will 

continue to build upon those relationships and find 

new opportunities, in both the public and private 

sectors, where we can help connect the hospitality 

industry to the local community. 

Now more than ever there is a growing need for 

group community support. This support goes 

beyond traditional sponsorship asks and involves 

educational programming, membership growth 

and community service projects to name a few.

TOP CONVENTION AND LEISURE EVENTS

Hosted groups in the 2019/2020 year are expected 

to bring over 1.5 million people and more than 

$400 million in estimated economic impact.

For the first time we will begin to reclassify our 

annual clients and other qualifying associations as 

Legacy Organizations. To receive this designation, 

the organization has to have shown a strong 

commitment to Louisville while meeting specific 

criteria for size and reach of their event(s). 

The Legacy Organizations and industry events 

that receive Louisville Tourism services in the 

2019/2020 fiscal year are listed on the next page.
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2019/2020 Promotional Travel

The Destination Services team will promote Louisville at the following events:

Event

USA Fencing World Championships

National Association of Pastoral Musicians National Convention

The American Legion National Convention

Lions Clubs International Annual USA/Canada Forum

American Association of Bovine Practitioners 

Sweet Adelines International

International Association of Exhibitions and Events Expo! Expo!

American Institute of Steel Construction NASCC Steel

Sporting Events & Festivals

Danny Wimmer Presents - Hometown Rising

Danny Wimmer Presents - Bourbon & Beyond

Danny Wimmer Presents - Louder Than Life

Forecastle Festival

IRONMAN Louisville

Junior Volleyball Association World Challenge

Kentucky Derby Festival

KIVA Ultra Ankle Bluegrass Volleyball Tournament

National Archery in the Schools Program National Tournament

St. James Court Art Show

TFN Camps & Clinics - Run 4 Roses

TFN Camps & Clinics - Battle in the Boro

USA BMX - Derby City Nationals

USA BMX - Bluegrass Nationals

Varsity Brands - World Spirit Federation Cheer and Dance Competition

Varsity Brands - U.S. Finals (Cheer)

Location

Columbus, OH

Raleigh, NC

Indianapolis, IN

Spokane, WA

St. Louis, MO

New Orleans, LA

Las Vegas, NV

Atlanta, GA

Date

July 2019

July 2019

August 2019

September 2019

September 2019

September 2019

December 2019

April 2020

Date

September 2019

September 2019

September 2019

July 2019

October 2019

April 2020

April 2020

March 2020

May 2020

October 2019

July 2019

July 2019

August 2019

February 2020

December 2019

April 2020

Industry Events

Shepard Expositions, Sandbox Live!

Connect Marketplace

ConferenceDirect CDX – Fall

Conventions & Tradeshows

50th Annual Street Rod Nationals

International Construction Utility Equipment Expo

Kentuckiana Cluster of Dog Shows

Mid-America Trucking Show

National Farm Machinery Show and Championship Tractor Pull

North American International Livestock Expo

Outdoor Power Equipment Institute – GIE+EXPO

REC Foundation VEX Robotics World Championships

SkillsUSA National Leadership & Skills Competition

Together for the Gospel

Date

July 2019

August 2019

September 2019

Date

August 2019

October 2019

March 2020

March 2020

February 2020

November 2019

October 2019

April 2020

June 2020

April 2020
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TOURISM DEVELOPMENT
The Tourism Development staff is dedicated to 

selling Louisville as a leisure travel destination 

and servicing visitors from the domestic 

and international individual, group tour and 

motorcoach markets. 

GOALS

• Generate leisure attraction attendance of 
4,600,562

• Generate group tour attraction attendance of 
89,481

• Generate 60,337 group tour room nights

• Host 90,816 walk-in visits to Visitors Center

• 375 Certified Tourism Ambassadors 

Leisure Individual Market Overview

Domestic leisure travel is expected to grow 

approximately 2.4% through 2019 according to the 

Travel Trends Index released by US Travel due to 

increases in wages and high consumer confidence. 

A third of American travelers say they plan to 

travel more in 2019. Between 1997 and 2017, road 

trip travel grew from 7% to 9% for leisure travelers, 

who are taking shorter road trips to destinations 

that are within driving distance of where they live 

since 76% utilize their own cars for transportation. 

Louisville is a growing destination for road trip 

travelers of this nature since the city is only a day’s 

drive of a third of the U.S. population, and within 

a 5 to 6-hour drive of major markets like Atlanta 

and our top feeder market for leisure travelers-- 

Chicago. The 2019 forecast is also strong for 

international visitation to Louisville and Kentucky 

beating the national average at 3.1%. International 

travel agent clients are passing along a desire to 

push non-gateway destinations, like Louisville, 

to the international traveling market who have 

already been to gateway cities. 

Louisville will continue to grow as a top destination 

for leisure travelers looking to build their 

experience economy in ways that generate life-

long memories, since statistics have found that 

80% of travelers prefer experiences over items.  

The growing list of festivals, events and concerts 

held throughout the year in Louisville will aide in 

fulfilling this desire.

As Louisville continues to grow and position itself 

as a top leisure destination, it is instrumental that 

travelers continue to see the city as a place where 

they can enrich themselves and make memorable 

experiences.  Easily done in Louisville in part 

because of unique and authentic attractions, a 

thriving Urban Bourbon experience, unparalleled 

festivals and events, a robust local culinary scene 

and regional drivability to visit friends and family. 

These assets help inspire repeat visitation and 

create brand ambassadors for the city.

“8 Underappreciated American Cities You Need to Check Out this Year” 
        – Thrillist
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KEY STRATEGIES

• Launch a Sustained Leisure Event 
Email Marketing Campaign (SLEEC) 
to motivate, inspire and influence 
short term travel to Louisville in our 
regional drive market.

• Focus on proactive and consistent 
product development, promotion 
and sales efforts in emerging 
niche and affinity markets with 
tailored messaging and tighter 
segmentation in the International 
and Multicultural markets which 
hold the most potential for future 
leisure business growth.

• Deliver compelling experiences 
by developing innovative ways to 
advance ticket sales for the “Can’t 
Miss Experiences”. These methods 
include:

 Ɵ New partner combination 
tickets/attraction and hotel 
packages

 Ɵ Centralizing the leisure traveler 
hotel booking incentive into 
one location online for ease in 
consumer experience

 Ɵ Build incentives around a 
seasonal editorial calendar in 
alignment with earned media 
efforts.  (ie. Mint Julep Month, 
Spring Break, Hot Brown Hop, 
Holiday Season, etc.)

 Ɵ Continue to implement pop 
up promotional events in our 
regional feeder markets in 
peak travel seasons to provide 
engagement opportunities with 
potential travelers through an 
immersive Louisville experience 
that includes local Bourbon 
Distillery partners and partner 
attractions, thus increasing 
destination advocates and 
ambassador base in those 
markets.

*Scenes from Louisville Tourism Regional Pop Up Promotional Events

177 263 319 403 453 525 598 641
924 1068 1197

1412

357
578 679 871 993 1112 1226 1393

1849

2318
2733

3246

734
1268

1746
2054 2282

2568
2714 2917

3681

4372

4980

5984

1099

1822
2320

2822
3111

3492
3667

3961

4734

5457

July August September October November December January February March April May June

Total Monthly Ticket Sales-Year to Date
2015-2016 2016-2017 2017-2018 2018-2019
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Leisure Group Tour/Motorcoach Market Overview

Louisville is still on the rise as a group tour destination 

with a continuous trend of annual increases in 

motorcoach tours. Louisville hosted 2,630 overnight 

motorcoaches in 2018 which reflects an increase of 

356 motorcoaches from 2017. 

With the American Bus Association’s 2019 

marketplace held in Louisville at the new Kentucky 

International Convention Center over 3,500 

tour operators, suppliers and exhibitors had the 

opportunity to see and experience the new re-

ignited Louisville, offering first hand exposure to 

new hotel and attraction product primed for future 

tour development and inclusion. With ever evolving 

demographics, current group tour trends show that 

passengers are interested in seeing the iconic sights 

and experiencing the local flavor of a destination. 

Louisville is ready to meet this requirement with many 

iconic attractions named ABA’s “Best of the Best” 

and recent accolades including  “12 Foodie Cities to 

Discover Before Everyone Else” by Where Traveler, and 

“Top 10 U.S. Destinations for 2018” (Bourbon Country) 

by Lonely Planet. We can ensure that Louisville can 

customize any tour to the particular needs and desires 

of a shifting group tour market.

Leisure Group Travel’s 2018 Group Intentions survey-benchmarking the group travel industry in an effort to gain 

insight into trends that are shaping the market. 

While seniors still dominate the customer base, passenger demographics are shifting. The percentage of baby boomer clients now stands at 66%, 
up from 53% in 2016 and 57% in 2017. Gen-X is also growing, now representing 22%, up from 16% last year.

Who are your clients?

Seniors

Boomers

Gen X

Millenials

Youth/Student

0% 20% 40% 60% 80% 100%

93%

66%

22%

20%

14%
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KEY STRATEGIES

• Convert destination awareness created by 
hosting industry shows into booked business 
both short and long term. Leverage new leads 
from 2019 American Bus Association Annual 
Convention whose attendees are more willing 
than ever to consider Louisville as a group tour 
destination after experiencing our area first hand.

• Generate new business with the launch of the 
“Two by Two” booking incentive. This co-op 
promotion with the Ark Encounter will drive 
additional group tours using Louisville as the 
overnight “Hub” for future tours.

• Develop strategic alliances with tour & travel 
industry shows and associations that are 
results driven. Focus on increasing presence 
at marketplaces and conferences through 
mutually beneficial sponsorship opportunities. 
Increase destination awareness by hosting a 
client Familiarization Tour planned, promoted 
and hosted in cooperation with the Group Travel 
Leader Family.

Visitor Information Center Overview

The primary mission of the Visitor Information 

Center (VIC) is to maximize and enhance the 

Louisville visitor experience by providing accurate 

and helpful information on attractions, tourism 

services, cultural sites and events.  The VIC focuses 

on using the highest level of customer service for 

the purpose of extending visitor stays, increasing 

visitor spending and promoting return visitation. 

KEY STRATEGIES

• Continue to grow the “insider” ambassador 
program that offers local residents and fans 
of Louisville the opportunity to attend special 
member-only VIP events, receive Louisville 
gifts throughout the year and be the first to 
know about news and events happening within 
the destination. Enhance current membership 
to create stronger local advocates by adding 
another VIP exclusive offsite event (in addition to 
the yearly February event held at the VIC) in the 
spring or summer.

• Encourage user generated content that drives 
brand and experience with the dominance of 
social media and its influence on travel. Promote 
opportunities to share throughout the visitor 
experience.

• Create suggested #LouisvilleLove selfie spots 
along free downtown landmarks walking tour, 
incentivizing guests to use our destination 
hashtag with a free souvenir incentive. 

• Launch a seasonal mural window contest 
designed by local artists to act as a shareable 
photo opportunity after hours at the Visitor 
Center. 

• Continue to highlight current city events and local 
partners with the Louisville Handcrafted Events 
Series held at the Visitor Center. 

*Louisville Handcrafted Event at Visitor Information Center

Number of #LouisvilleLove VIP Members

Jan-17 Jan-18
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Event

Spotlight on the Southeast

Student Youth Travel Association

Going On Faith

OMCA

Travel South International

National Tour Association Travel Exchange

Midwest Band Clinic

American Bus Association

Select Traveler Conference 

Heartland

Travel South Showcase

African American Travel Conference

IPW

Event

Regional Feeder Market Pop Up Event

Cincinnati Holiday Market

Redsfest

Chicago Travel & Adventure Show

AAA Columbus

AAA Hoosier

Southern Women’s Show Nashville

Regional Feeder Market Pop Up Event

Location

Hendersonville, TN

Birmingham, AL

Grand Rapids, MI

Ottawa, Ontario

St. Louis, MO

Ft. Worth, TX

Chicago, IL

Omaha, NE

TBD

Lansing, MI

Baton Rouge, LA

TBD

Las Vegas, NV

Location

Chicago, IL

Cincinnati, OH

Cincinnati, OH

Chicago, IL

Columbus, OH

Indianapolis, IN

Nashville, TN

Indianapolis, IN

Date

 July 2019

August 2019

September 2019

November 2019

December 2019

December 2019

December 2019

January 2020

February 2020

February 2020

March 2020

April 2020

May 2020

Date

September 2019

November 2019

December 2018

January 2020

February 2020

February 2020

April 2020

April 2020

Tourism Travel Schedule 2019/2020

Tourism Development will attend the following key 2019/2020 Motorcoach industry tradeshows:

Tourism Development will attend the following key 2019/2020 Leisure travel shows/promotional events:

“9 Awesome One-Week Vacation Destinations You Need to Visit” 
        – Expedia
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Event

Louisville Visitor Center Event Series

Forecastle Festival

Kentucky State Fair

WorldFest (Sponsorship Only)

Louisville Pride Festival

St. James Art Show (Sponsorship Only)

Light Up Louisville

National Tourism Week

ALI Week

Location

Louisville, KY

Louisville, KY

Louisville, KY

Louisville, KY

Louisville, KY

Louisville, KY

Louisville, KY

Louisville, KY

Louisville, KY

Date

July 2019-June 2020

July 2019

August 2019

September 2019

September 2019

October 2019

November 2019

May 2020

June 2020

Tourism Development will coordinate tourism information booths and/or roaming ambassadors at the following 

key 2019/2020 Leisure travel events:

Main Street
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PARTNER DEVELOPMENT
Partner Development 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 93% of the partners in our partnership 
program

• Generate $590,500 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 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

• Focus on opportunities for community outreach 
and engagement, particularly with neighborhood 
associations and aligning associations

• 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
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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 and 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 as recognizes the 

many people on the front line of the hospitality industry that have made 

Louisville a successful destination.

Lunchtime Live! Attraction Showcase

This tradeshow event is held in the spring and fall and provides the opportunity for partners to cultivate 

new business relationships with 1,000+ business and convention attendees during lunch hour in a main 

corridor of downtown at Fourth Street Live!

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. Bring 

your team, send your new hires and reacquaint yourself often by attending one of these convenient bi-

monthly sessions.

Partner Showcase

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.
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BOARD OF DIRECTORS*

*A full commission comprises of nine members

David Greene

General Manager
Louisville Marriott Downtown

David Beck

President & CEO of  
the Kentucky State Fair Board 

Ferdinand Risco

Executive Director
TARC

Chris Poynter

Public Relations & 
Partnership Manager
Woodford Reserve
Brown-Forman Corporation

Donald Lassere, Chairman

President & CEO of  
Muhammad Ali Center

Michael Grisanti, Vice Chair

President & CEO of  
Grisanti Inc.

Mary S. Moseley

Al J. Schneider, CO

Sarah Robbins, Secretary/Treasurer

Senior Vice President of Operations
21c Museum Hotels
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LOUISVILLE TOURISM STAFF
ADMINISTRATION

Karen Williams, CTA 

President & CEO

Cleo Battle, CDME, CTA

Executive Vice President

Chris Kipper, CPA, CTA

Chief Financial Officer

Stephanie Skinner, CTA

Exec. Assistant to the President/CEO &EVP

Mark Fredo

Finance Manager

Bethany Leonhardt, CTA

Finance & Administration Coordinator 

Randy James

Director of Information Technology

MARKETING COMMUNICATIONS

Stacey Yates, CTA

VP of Marketing Communications

Michael Fetter, CTA

Director of Marketing

Mark Perry, CTA

Director of Technology Marketing

Christa Ritchie, CTA

Marketing Communications Manager/Leisure 

Tourism Specialist 

Jessica Dillree, CTA

Marketing Communications Manager/Convention 

Sales Specialist

Rosanne Mastin, CTA

Marketing Communications Manager/ Convention 

Services Specialist 

Sidney Abramson, CTA

Digital Marketing Manager

Jordan Skora, CTA

Marketing Communications Manager/Leisure 

Tourism Specialist

Darlene Starks, CTA

Marketing Communications Coordinator

CONVENTION DEVELOPMENT

Doug Bennett, CASE, CTA

Sr. VP of Convention Development

Angi Van Berg, CEM, CTA

VP of Trade Show Sales

David Kinney, CTA

Director of Midwest Sales

Regina Rink

Director of Northeast Sales

Mae Bower, CTA

Director of Meetings Team Sales/State Associations

Lisa LeCompte

Senior Sales Manager

Kate Burger, CASE

Senior Sales Manager

Gen Howard, CSEE

Senior Sales Manager

Laura Crawford

National Sales Manager

Lauren Johnson, CTA

National Sales Manager

Allison Joyce, CTA

National Sales Manager

Keri Willard, CTA

Convention Sales Manager

Dana Baldwin, CTA

Convention Sales Manager

Tara Quigley, CTA

Convention Sales Manager

Jackie Workman, CKTP, CTA

Sales Information Manager
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Emily Hixson 

Convention Sales Coordinator

Anna Lundy, CTA

Convention Sales Coordinator 

Sarah Underwood

Convention Sales Assistant

Sally Chin

Convention Sales Assistant

Courtney Pickett

Convention Sales Assistant

Morgan Kemmeling

Convention Sales Assistant

Ally Crain

Convention Sales Assistant

DESTINATION SERVICES/HOUSING

Zack Davis, CMP, CTA

VP of Destination Services

Cinnamon Jawor, CTA

Director of Destination Services

Karen Wallace, CTA, CHS

Director of Housing Services

Allison Gotting, CTA, CMP

Destination Services Manager

Brad Knapp, CTA

Destination Services Manager

Destiny Monyhan, CTA, CMP

Destination Services Manager

Becca Lloyd, CTA, CKTP, CHS

Housing Services Manager

Taylor Lockard, CTA

Registration Services Manager

Kathryn Peck, CTA

Destination Services Assistant

Jimi Walthall, CTA

Destination Services Assistant

PARTNERSHIP DEVELOPMENT

Melissa Sparks, CTA

Director of Partnership Development

Nicole Fitzpatrick, CTA

Partnership Development Manager

RESEARCH

Laurianne Matheson, CTA

Research Manager

TOURISM DEVELOPMENT

Nicole Twigg, CTIS, CTA

VP of Tourism Development

Saundra Robertson, CTIS

Tourism Sales Manager

Lynnelle Morgan, CTA, CKTP

Leisure Sales Manager

Susan Pass, TMP, CTA, CKTP

Visitor Services Manager

Rose Caple, CTA

Visitor Services Coordinator

Olivia Rohloff, CTA

Visitor Services Coordinator

Chris Bumann, CTA

Tourism Coordinator




