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Section V:   
Leveraging ‘Community Capital’ Created by Festivals and Events 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

IFEA World Festival & Event City Award 
2010 Application 

Applicant City:  Louisville, Kentucky, U.S.A 
Primary Contact:  Aimee Boyd, Kentucky Derby Festival, aboyd@kdf.org 

 
Section V  Attachments: 

Louisville Convention & Visitors Bureau Marketing Plan 
Louisville Relo Guide (Guide to Greater Louisville) 

Greater Louisville Inc., Civic Amenities Committee Report 
Louisville National Media Coverage/Stories “Hits” List 

Hometown Tourist Program Advertising & Coverage Documents 
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a. Promoting Tourism: The city of Louisville, Ky., uses a wide variety of branding and 
marketing images/opportunities provided by the Kentucky Derby Festival and other 
special event to leverage return in other areas. The Louisville Convention & Visitors 
Bureau (LCVB) partners with the Kentucky Department of Travel & Tourism and the 
Visit Kentucky USA organization to take advantage of opportunities to promote sales 
missions or familiarization tours. The LCVB collaborates with the Louisville Mayor’s 
office to assist in all Sister Cities programs and promotions. Representatives of the 
LCVB attend the International POW-WOW trade show to raise awareness of Louisville 
as an international destination among both international and domestic tour operators.  
(See attached LCVB Marketing Plan.) 
 
b. Convention Marketing:  
With extensive experience and comprehensive knowledge of the meeting industry, the 
LCVB’s Convention Sales team aggressively pursues long-term bookings of large 
groups to both of Louisville’s Convention Centers and targets the short-term group 
market for individual hotel business. Providing essential meeting planning resources, 
the LCVB and Chamber of Commerce (Greater Louisville Inc.) prioritizes attracting 
niche markets that take advantage of Louisville’s positioning strengths such as large 
trade shows, sports, education and religious meetings. The LCVB and GLI also use 
FAM (Familiarization) Tours as a leveraging tool to showcase the festivals and special 
events in the city for potential convention clients and travel writers.  
 
c. Corporate Recruiting Efforts: When engaged in corporate recruiting efforts, GLI 
emphasizes that the availability of a diverse and educated talent pool has taken the 
place of location, tax environment and cheap labor as the number one incentive needed 
to lure, retain and grow jobs and investment. GLI has learned that young, educated 
workers are highly mobile and choose location over vocation when considering a place 
to live. With a “live first, work second” mentality, members of this talent pool want to live 
in cities that welcome diversity and creativity, allow innovation to flourish and offer 
exciting and diverse civic amenities. Arts, culture, music, pedestrian neighborhoods, 
festivals, entertainment venues, transportation options, a clean environment and 
abundant outdoor recreation opportunities are essential. 
 
d. Relocation Packets and Information: When families and/or businesses contact GLI 
to request relocation information, they are sent a Relocation Guide (“Possibility City”) 
that includes cost-of-living statistics, listings of area public and private schools, and 
magazines and journals that showcase the festivals and events held throughout the city 
during the year. In the guide, GLI identifies six categories of Civic Amenities that make 
Louisville an attractive choice for potential relocating families or companies – 
architecture and design, arts and cultural activities, entertainment, spiritual 
opportunities, recreation and natural attractions, and spectator sports. GLI staffers have 
developed a recommended list of indicators – both qualitative and quantitative – that are 
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to be monitored on an on-going basis and that can significantly indicate the success or 
failure of the region to offer a high-quality of life in the given amenity category.  (See 
attached Louisville “Relo” Guide and Civic Amenities Committee Report.) 
 
e. Familiarization Tours: The Louisville Convention & Visitors Bureau has marketed 
Louisville as “Possibility City” in a coordinated campaign to attract new businesses and 
visitors. Working with Greater Louisville and Metro Government, the campaign touts 
Louisville’s many festivals and attractions with the tagline: “The question isn’t what to 
do. It’s what to do first.” These partners follow a common agenda for the initiative to 
raise Louisville’s profile nationally as a destination for visitors, talent and business. With 
the brand successfully launched, continued efforts to deliver a consistent message 
about the possibilities in Louisville are ongoing among all partners. The LCVB also 
hosts individual writers as part of its FAM (Familiarization) Tours that entertain and 
educate travel writers throughout the year. The FAM Tours are used as an incentive to 
attract travel writers to visit Louisville and showcase the attractions the city has to offer. 
 
f. Out-of-Market Coverage: The LCVB and its partners have been very successful in 
attracting out-of-market media coverage. With the effects of a troubled economy taking 
a toll on leisure travel and advertising budgets, a concentrated effort was made last year 
to reach the closes potential visitors in a cost-effective way. A regional tourism road 
show, the “Taking it to the Streets Bus Tour” was launched to stimulate, influence and 
increase leisure travel into Louisville during the summer travel period. Target markets 
included Cincinnati, Chicago, Indianapolis and Nashville. The Bus Tour promotion offers 
incentives such as coupons, t-shirts and tickets to major events in Louisville to help lure 
residents of “feeder markets” into visiting Louisville and becoming familiar with some of 
the city’s attractions. One of Louisville’s boutique hotels, 21C, has received extensive 
national coverage, including being selected by Conde' Nast Traveler magazine as one 
of the “World’s Best Places to Stay,” as well as favorable reviews in the New York 
Times and Washington Post.  (See attached National Media Coverage report for 
additional details.) 
 
g. Enhancing Exposure to the Arts and Other Causes: Louisville’s Fund for the Arts 
helps to enhance exposure to the arts and other causes by providing financing, facilities 
and administrative support for 27 area arts groups and programs. The Fund for the Arts, 
the oldest united arts fund in the country, raised more than $8.8 million during its 2009 
campaign. The Fund’s mission: To increase revenues for the arts and to enable our 
community to become the preeminent regional arts center in the United States and to 
maximize the impact of the arts on overall economic development, education of our 
children and the enjoyment of living in our community. The city’s Arts & Cultural 
Attractions Council is part of Greater Louisville Inc.’s Business Network, helping to 
support diversity and creative risk-taking in the local arts community, “weaving a vibrant 
fabric of creative experiences that achieves the highest level of professional 
excellence.” 
 
h. Creating Highly Visible Public Relations Campaigns for City Facilities and 
Services: One of the most visible public relations campaigns for City Facilities and 
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Services is the annual release of the Louisville Event Resource Guide & Special Events 
Handbook.  Now in its third year, the publication is released in February each year via a 
press conference.  The handbook promotes City Facilities and Services for events and 
festivals, listing their contact information, etc.  Awareness about the services is also 
promoted throughout the permit process for Festivals and events.  For example, on all 
event permits, there is an option to apply to be a litter-free event through the city’s 
Brightside program, raising awareness of the services available to help events go 
green. 
 
i. Encouraging Community Bonding, Participation and Celebration: The Louisville 
Convention & Visitors Bureau’s Hometown Tourist promotion was unveiled in 2010, 
encouraging local residents to visit area attractions at discounted prices during selected 
time periods. Also helping to promote local events and attractions is the web-based 
Friends of Lou ambassador program. By signing up to the Friends of Lou network, 
members receive inside information on what’s happening in the city, weekly emails, 
special VIP invitations to parties and concerts and a Friend of Lou welcome kit.  (See 
attached Hometown Tourist documents.) 
 
j. Highlighting or Developing Underused Venues or Sections of the Community: 
2010 is the sixth year for the popular Hikes & Bikes in Louisville, which are held twice a 
year. The event is part of the ongoing Mayor’s Healthy Hometown Movement, created 
to encourage residents to be more active and make healthier lifestyle choices. The Hike 
& Bike cycling route highlights various attractions and historic locations throughout the 
city. Starting at Waterfront Park, the route crosses the Clark Memorial/2nd Street Bridge, 
progresses west through the Portland neighborhood, along tree-lined Northwestern and 
Southwestern Parkways, through Shawnee Park and back to Waterfront Park via 
several neighborhoods. 
 
The complete bicycle route is about 15 miles, with several turnoffs available providing 
alternate routes as short as two miles. For walkers, a wheelchair-accessible “Hike” of 
about 3.5 miles will start at Waterfront Park, cross the Clark Memorial/2nd Street Bridge, 
then back through downtown Louisville to Waterfront Park. Walkers can bring dogs to 
participate in the hike, but must keep their dogs on a leash and pick up waste during the 
walk in observance of existing laws. 
 
Thousands of cyclists and walkers join Mayor Abramson on Memorial Day and Labor 
Day each year to explore the city’s downtown, historic neighborhoods and scenic parks. 
Neighborhood associations, Louisville Community Development Bank and groups such 
as the Flags for Vets volunteer at various water stops along the bike route. The event is 
becoming a tradition for residents in Louisville. 
 
k. Creating Legacies and Images beyond the Event: There are several examples of 
legacies and images that remain beyond the end of special events and festivals held in 
Louisville over the years. The city’s beautiful Waterfront Park on the banks of the Ohio 
River was created in part to serve as a venue for Kentucky Derby Festival events, 
particularly the Festival’s Opening Ceremonies, Thunder Over Louisville, which annually 
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attracts 500,000-750,000 spectators. The first-ever two-story McDonald’s restaurant in 
the country was erected in part due to its location on Broadway, the midway point for 
the Derby Festival’s annual Pegasus Parade. Proceeds from the St. James Court Air 
Fair are used for improving sidewalks and other infrastructure in the Old Louisville 
neighborhood where the event is held each fall. The city’s Gallopalooza promotion, 
which featured dozens of brightly colored, life-sized horses stationed throughout the city 
in 2004, is still in evidence, with many of the horse models purchased for public display 
at dozens of businesses around town. The Gallopalooza promotion has raised nearly 
$759,000 from auction bids to support the city’s environmentally-friendly Brightside 
program. In support of upcoming Cyclo-Cross World Championships & Masters National 
to be held in Louisville, the city has been developing and maintaining a series of biking 
trails located throughout the community. Proceeds from the annual Cherokee Triangle 
Art Fair are funneled back into making improvements at the city’s Willow Park where the 
event is held.  
 


