
2010-2011 DE S T I N AT I O N MA R K E T I N G P L A N

... It’s Possible Here



The mission of the Louisville Convention & Visitors Bureau is to position Louisville as a premier 
meetings, conventions and leisure destination for the economic growth of our community.MISSION

“Louisville gets it. 
The city knows who it is.” 
– Detroit Free Press
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Dear Member,

While the Great Recession was tough on just about everyone, the Louisville Convention & Visitors Bureau 
(LCVB) resisted the inclination to hunker down and wait out the troubles the economy was delivering. In-
stead, we took the position to remain proactive and decisive during the Great Recession even though we 
were a little uncertain about the stability of our budget. The LCVB aggressively pursued and bid on five 
targeted industry shows for FY-2010/2011. Simply put, we wanted to place ourselves at the front end of 
the economic recovery. Our forward thinking and ability to book these shows will undoubtedly improve 
Louisville’s competitive position as the economy begins to recover. Now, as we begin to emerge from the 
downturn, we are strategically positioned to host over 1,000 meeting planners from a targeted audience 
that will have a significant economic impact on Louisville’s future.   

The segments targeted include:
• Connect Marketplace – August 12-14, 2010 (Sports, Government, Military, Fraternal, Education)
• Trust for Insuring Educators – September 22-25, 2010 (Education-based Associations)
• Rejuvenate – October 18-20, 2010 (Religious Conventions)
• Travel Professionals of Color Annual – May 12-15, 2011 (Travel Agents and Group Leaders)
• Travel Alliance Partner TAP Dance -  June 19-22, 2011 (Top Tour Operators in the Tour and Travel Industry) 

The LCVB, along with its partner – the Kentucky State Fair Board, continues to develop and grow our con-
vention client base utilizing both the Kentucky International Convention Center (KICC) and the Kentucky 
Exposition Center (KEC). Collaboratively we have targeted several additional mega citywide conventions 
for KEC that have annual repeat potential. In addition, we are working on extending contracts with many 
of our current customers to secure our existing customer base well into the future.

Another key facet has been, and continues to be, developing and keeping relationships with our clients, 
which are critical in order to realize success from many fronts – but even more critical today in conven-
tion sales. To maintain the high levels of success we’ve enjoyed, we have had the great fortune of keep-
ing our sales and support teams intact. The team has responded by working harder, smarter and leaner, 
while maintaining and growing client relationships which are so critical in today’s environment. With that 
said we were able to hit our sales goals and objectives even during one of the roughest patches we have 
experienced in this economy.    

Left to Right: Jim Wood and Gary Ulmer
On location at the Kentucky International 
Convention Center
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This past year the LCVB conducted a detailed website survey evaluating the economic impact our website 
is generating for Louisville. With an annual economic impact of $36.36MM the LCVB’s website is a vital tool 
in future tourism economic development; thus, we elected to retool the website. In September 2009 the 
LCVB introduced a brand new website, including new features that will continue to allow us to influence 
visitors coming to the site and inspiring them to book a vacation in Louisville. Our new website utilizes the 
latest technology and allows our customers an even easier way to navigate the site. 

As electronic media continues to expand, the LCVB has stayed on the front end of the curve by embrac-
ing all the latest social media tools available. The evolution of social media has been and continues to be 
a fresh approach to reach, educate and inform customers of the latest events, trends and happenings in 
Louisville. We are blogging key events; offering special values on Twitter and Facebook; incorporating spe-
cial offers for conventions coming to town; and utilizing podcasting as a means to educate and influence 
travelers, media writers and others. 

The LCVB will continue to reach out to the leisure customer in FY-2010/2011 with our second annual 
“Taking it to the Streets” summer tour bus blitz. We have targeted cities that are within reach of Louisville 
by car and that we see as frequent visitors to Louisville in our database. Those cities are Bowling Green, 
Chicago, Cincinnati, Evansville, Indianapolis, Lexington, Nashville, and St. Louis. We will also continue to 
communicate electronically to our growing database of leisure customers by offering special-value travel 
packages from our travel partners. This program is an ideal way for us to continue to grow our leisure 
database.

On April 27, 2010 the LCVB rolled out its 10-year Destination Development Plan. The objective of the 
plan is to encourage smart new tourism development that will help us grow visitation from conventions, 
meetings, trade shows and increase proportionately our leisure visitation. If we are successful in adding 
strategically new or enhanced convention and tourism product, it will help us grow our annual conven-
tion room night goal and ultimately take us to 1MM room nights annually. It is the objective of the LCVB to 
have as big an economic impact as it can have in Louisville. If we execute the 2010/2011 marketing plan in 
its entirety, then we are confident we will have a very successful year.

Jim Wood Gary Ulmer
President & CEO Bureau Commission Chair
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DESTINATION OBJECTIVES

STRATEGIC PLAN

The Commission of the Louisville Convention & Visitors Bureau (LCVB) developed a five-year strategic plan  
in 2007.  The staff and board continue to work toward the five primary objectives that were established.  
Those strategies are:

1. Increase brand awareness of Louisville as a destination and resulting visitation from 
individual travelers.

2. Generate visitation from groups to Louisville.

3. Secure resources to achieve the mission and objectives.

4. Build community support for tourism and the CVB.

5. Lead the effort to encourage product development and infrastructure improvements 
that are consistent with the LCVB’s mission and the destination brand.

Photo by Dan Dry

“Few other cities have such a diversity of activities to fit any taste and budget.”  – Southern Living

– The Numbers

Total Visitors: 18 million 

Visitor Expenditures: $1.7 billion

Average per person daily expenditure: 
$119 Leisure, $198 Business

Employment: Tourism supports 28,000  jobs 
in the greater Louisville area

Louisville’s share of the U.S. Domestic 
Overnight Market is 6%

Sources: Longwoods Travel USA Visitor Report and 
Kentucky State Department of Travel

Tourism Means
BUSINESS
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CONVENTION DEVELOPMENT

With extensive experience and comprehensive knowledge of the meeting industry, the 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 will continue to prioritize attracting niche markets that take advantage of Louisville’s 
positioning strengths such as large trade shows, sports, education and religious meetings.  Another primary 
focus will include the successful hosting of three convention industry shows and seeking more opportunities 
to host such targeted groups in the future. 

LCVB Headquarters
Ten convention sales managers are based in the Louisville headquarters office. The team generates leads 
from all market segments throughout the U.S. The combined goals of the Louisville, Northeast and Chicago 
offices are:  
 Generate 565,000 room nights  
 Generate 800 sales leads
 Host 200 site inspections 

Washington, D.C. / Northeast Office 
Washington, D.C. houses more than 7,000 associations, ranking first in the country. The Director of Northeast 
Sales generates leads from all market segments in the Northeast as well as well as sales/marketing initiatives 
with third party HelmsBriscoe.  
 Generate 216 convention sales leads 
 Generate 520,000 tentative room nights 

Midwest Office
Chicago and the surrounding area ranks second in the U.S. in number of association headquarters with  
approximately 2,000 organizations. The Director of Midwest Sales generates leads from all market segments 
in the Midwest.
 Generate 170 convention sales leads 
 Generate 375,000 tentative room nights 

Multicultural Sales
The Director of Multicultural Sales generates multicultural leads from all market segments in the Northeast 
and Midwest. 
 Generate 50 sales leads 
 Generate 65,000 tentative room nights
 

MEETINGS & CONVENTIONS

“Hospitality is a household word throughout 

Kentucky and it’s in Louisville’s DNA.” 

– Piedmont Review
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CONVENTION DEVELOPMENT

1. Left to Right: Angi Van Berg, Karen Williams,  
Peggy Riley, Jennifer Barnett 
On location at Kentucky Center for the  
Performing Arts

2. Left to Right: Darlene Starks, Keri Williard,  
Becca Lloyd, Angela Louden, Saundra Robertson
On location at Louisville Slugger Museum & Factory

3. LCVB Washington, D.C. / Northeast Office
Mark Barnes
On location in Washington, D.C.

4. LCVB Midwest Office
Katie O’Bryan
On location in Chicago

3

1 2

4
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NATIONAL OUTLOOK

As the economic recovery continues, the interest in Louisville as a meeting and convention destination in 
many market segments is growing, especially among businesses seeking value and affordability.  However, 
competition for that business also continues to increase as meeting planners have never had more choices 
in destinations and facilities. In addition to size and fit, they are seeking a destination that provides a unique 
experience for their attendees. With an accessible and affordable package, and a commitment to service, 
Louisville is positioned to meet the meeting planners’ needs and attendees expectations.

Two of Louisville’s closest competitors, Indianapolis and Nashville, are undergoing major improvements that 
will vastly improve the package they can offer conventions.

The Indianapolis Convention Center is nearing completion of a dramatic expansion that will grow the conven- 
tion center from 403,000 to 745,000 square feet of exhibit space. The center will be connected to Lucas Oil 
Stadium and more than 4,700 hotel rooms.  Lucas Oil Stadium is a multi-use, all-weather venue that features a 
retractable roof and 63,000 stadium seats for football and other events. 

CONVENTION DEVELOPMENT

Left to Right: Kat Gallagher, Susan Sauer, Casey 
Kruer Allen, Betsy Burgin, Joyce Howlett, Paul 
Moore, Mae Bower, Gen Howard, Lindsay Geib, Lisa 
LeCompte, Minerva Garcia
On location at Kentucky International Convention 
Center

Key Strategies

In an effort to convert short-term business, the 
LCVB has initiated a financial incentive based  
on number of sleeping rooms picked up.  This 
incentive is for business that is booked and 
meets prior to the end of 2010.  Due to the  
contraction of many tradeshows in the industry, 
the sales team will aggressively pursue shows 
that had previously outgrown the Kentucky 
International Convention Center.
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With financing now in place for the new Music City Center (MCC) construction was set to begin in June and 
has been delayed due to the recent floods.  The new high-performance Music City Center will more than 
double the size of the current Nashville Convention Center.  Scheduled for completion in 2013, the new 
center will include a 350,000-square-foot exhibit hall acoustically designed to double as a concert hall, 50 
meeting rooms and two ballrooms.  A new 1,000-room hotel will be built adjacent to the convention center 
project.  The hotel will feature 100,000 square feet of meeting space as well as retail outlets and restaurants. 

Competition for business is not only growing, but getting more aggressive, as cities are making strong 
pitches to Louisville’s long-term business. 

The producers of the Mid-America Trucking Show (MATS) have signed a contract with the Kentucky Exposi-
tion Center through 2020. The show was ranked 15th on the Executive Gold list by Trade Show Executive 
Magazine.  The three-day show has met in Louisville in March annually since 1972 drawing 80,000 attendees.   

CONVENTION DEVELOPMENT

LOUISVILLE’S ANNUAL SHOWS
Louisville regularly hosts five of the top 30 trade 
shows in the country.  The following list includes 
conventions that have long-standing contracts  
to return to Louisville each year.

Trade show Month Attendance #s

National Farm Machinery Show Februray 100,000

Pumper and Cleaner Exposition (Cole Publishing) Feb/March 14,000

Mid-America Trucking Show March 80,000

Educational Testing Services/ College Board AP Reading May/June 3,362

NSRA Street Rod Nationals August 29,500

National Quartet Convention September 40,000

National Marine Manufacturers Association September 5,000

International Construction Utility Equipment Exposition October 15,000

Green Industry & Equipment Expo Oct/Nov 21,500

North American International Livestock Exposition November 60,000

Recreation Vehicle Industry Association Nov/Dec 12,000

Source: Tradeshow Week 200 – April 2009
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CONVENTION DEVELOPMENT

THE LOUISVILLE PACKAGE

Kentucky International Convention Center 
The Kentucky International Convention Center (KICC) is located in downtown  
Louisville and is connected to 2,300 hotel rooms.  The breakdown of those rooms:

The Galt House Hotel and Suites – 1,291 rooms
Hyatt Regency Louisville – 392 rooms
The Marriott Louisville Downtown – 617 rooms

KICC is the 99th largest convention center in the country.  An additional 1,800 hotel rooms are located 
within six blocks of KICC making it a very attractive package for most conventions.  Also adjacent to KICC is 
the Louisville Visitors Center, nearby Museum Row and the block-long entertainment corridor of 4th Street 
Live!  Opening October 10, 2010 is a 22,000-seat arena located just two blocks from KICC and accessible via 
skywalk to hotels and restaurants.  The arena (KFC Yum! Center) is spurring development that will be attrac-
tive to visitors, including the Whiskey Row Lofts and Iron Quarter projects, retail and dining. 
 
Kentucky Exposition Center
The Kentucky Exposition Center (KEC) is located five miles from downtown and is adjacent to the Louisville 
International Airport.  KEC is the nation’s 5th largest convention center offering 1.3 million square feet of in-
door space – 885,000 square feet of which is class “A” exhibit space.  The housing package consists of 3,000 
rooms all within a five-minute drive.  

Hotels
A 105-room boutique hotel is planned 
for the corner of Fourth & Chestnut, a 
256-room Westin and a 190-room lim-
ited service hotel are planned for the 
future Museum Plaza project, and two 
hotels are proposed for the planned 
Iron Quarter project.  
 

These industry shows provide a unique opportunity 
to showcase Louisville to key decision makers in 
various industries.  Each group listed is comprised of 
representatives of numerous associations which could 
potentially bring hundreds of meetings to the city.  
Collectively, attendees of these events represent over 
8,000 different organizations that get to experience 
Louisville as a meeting destination. 

2010 Connect Marketplace

2010 Trust for Insuring Educators 

2010 Rejuvenate Marketplace

2011 Travel Professionals of Color

2012 Travel South Showcase

CONVENTION INDUSTRY SHOWS 
HOSTED IN LOUISVILLE
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LOST BUSINESS SUMMARY

The LCVB uses a tracking method to identify  
common themes for lost meetings and convention 
business. There are 14 different reasons (codes) 
used for tracking lost business with three standing  
out over the past three years as predominant 
themes for the Louisville market. 

DEFINITE ROOM NIGHT REPORT

COMPETITIVE AND COMPARABLE DESTINATIONS

CONVENTION DEVELOPMENT

Louisville, KY Kentucky Exposition Center 1,300,000 3,820 127 12 15,576 3,056 1,300

        Louisville, KY Kentucky International Convention Center 300,000 3,820 127 12 15,576 3,056 1,300  

Charlotte, NC Charlotte Convention Center 280,000 4,056 289 16 31,724 2,500 700

Cincinnati, OH Cincinnati Convention Center 195,320 2,714 149 7 23,650 2,633 872

Columbus, OH Greater Columbus Covention Center 410,000 3,256 138 13 23,482 2,500 631

Indianapolis, IN Indianapolis Convention Center 491,700 6,100 281 25 31,579 3,745 1,005

Kansas City, MO Kansas City Convention & Entertainment Center 388,800 3,778 212 10 30,448 2,675 983

Memphis, TN Memphis Cook Convention Center 190,000 3,108 220 17 21,000 2,000 600

Milwaukee, WI Midwest Airlines Center 189,000 3,532 95 20 13,000 2,465 730

Minneapolis, MN Minneapolis Convention Center 480,000 6,920 130 27 32,500 3,640 821

Nashville, TN Nashville Convention Center 118,675 4,930 203 20 34,917 3,510 649

Pittsburgh, PA David L. Lawrence Convention Center 313,400 4,373 195 13 22,169 2,395 713

St. Louis, MO America’s Convention Center 502,000 7,800 98 22 38,000 4,700 1,080

City Name of Convention Center
Exhibit 
Space

#Rooms 
Downtown

#Hotels in 
Greater Area

#Hotels 
Downtown

#Rooms in 
Greater Area

#Committable  
Rooms 

Downtown

Largest 
Hotel 

Downtown
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TOP MARKET SEGMENTS FOR LOUISVILLE 
 
Trade, Business, Commercial
The reputation of the Kentucky Exposition Center 
(KEC) as the fifth largest convention facility in the 
country combined with the fact that Louisville 
already hosts five of the top 30 trade shows in the 
country have contributed to the marketing suc-
cess of attracting new annual shows.  The National 
Marine Manufacturers Association canceled its 
contract in Miami after seven consecutive years to 
move its show, the International Boat Builder Expo 
(IBEX), to Louisville for a three-year commitment be-
ginning in September of 2010.  IBEX organizers and 
board members selected Louisville over Orlando, 
Atlanta and New Orleans.  The ABC Kids Expo, re-
cently named the fastest-growing trade show in the 
country, has signed a multi-year contract to bring 
its 2011 and 2012 shows to Louisville after being in 
Las Vegas for the past seven years.

 At the seventh annual TSW (Tradeshow Week)  
Fastest 50, held in Houston in November of 2009 
three conventions that meet in Louisville were 
named to the list. They are: Mid-America Trucking 
Show, International Pumper & Cleaner Environ-
mental Expo International, and the ABC Kids Expo.  

CONVENTION DEVELOPMENT

MARKET SEGMENTS

Veteran & Military Reunions, 2%

Trade, Bus., Commercial, 23%

State, 9%

Social Welfare, 1%

Scientific, Eng., Tech., 1%

Religious, 9%

Legal, Gov’t, Pub., Admin., 5%

Labor Unions, 1%

Hobby, 7%

Health & Medical, 2%

Fraternal, 3%
Education, 7%

Cultural, 5%

Corporate, 2%

Athletics & Sports, 13%

Agricultural, 5%

Direct Selling, 4%

As the economy rebounds, indications are that 
the trade show market will as well.  Recently Mike 
Hutya, show manager for the Recreation Vehicle 
Industry Association, indicated that they will utilize 
200,000 GSF of space at KEC in 2010 that they 
forfeited in 2009 due to show floor constriction.  
Shows like RVIA are cautiously optimistic that this is 
a sign that the impact of the tough economic times 
experienced in 2009 are turning around in 2010.

The LCVB and KEC continue to pursue trade shows 
that require 600,000 GSF and above.  Our competi-
tive set for these shows includes Las Vegas, Orlando, 
Chicago, Houston and Anaheim.  As awareness 
of our product saturates the trade show market 
through industry press and “word of mouth” by sat-
isfied clients, we will continue to gain momentum 
within this market segment.     

“Louisville is a great Midwestern town with a Southern flair, and they know how 
to get up for big international events.” – New York Times
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Athletic & Sports
Sports-related travel is a more than $182 billion 
industry and growing, despite the troubled econo-
my.  Louisville has had great success in re-booking 
events such as the 2010 Breeders’ Cup, Ford Iron-
man through 2016, PGA Championship in 2014, 
and the American Football Coaches Annual Confer-
ence in January 2015 & 2020.  Louisville will also be 
the host to the 2013 Cyclo-Cross World Champion-
ships & Masters Nationals, which represents over 
14,000 room nights in January.  This event has never 
been held in the U.S. and positions Louisville as a 
premier cycling & cyclo-cross destination, which 
will help us attract new major industry events. 

The downtown Arena opening in October 2010 will 
open many doors for Louisville to host top-caliber 
sporting events we were previously unable to ac-
commodate. Already booked in the Arena are the 
2012 NCAA Division I Women’s Volleyball Champi-
onships  and  2012 NCAA Men’s Basketball First & 
Second Round.  

Louisville will also host two sports industry shows, 
including National Sports Forum in January 2011 
and  National Association of Sports Commissions 
(NASC) in 2013.  NASC will allow us the opportunity 
to showcase the city to over 100 Rights Holders/
Event Owners from across the U.S. 

CONVENTION DEVELOPMENT

Looking ahead, the development of The Floyd’s 
Fork Park, a 3,000-acre park along 20 miles of 
Floyd’s Fork Creek by 21st Century Parks, will enable 
Louisville to attract many new recreational sport-
ing events to the city.  The Fork is located in eastern 
and  southern Louisville and will be one of the larg-
est new urban park systems in the nation. 

Education
The city’s geographic location is a major factor in 
the success of attracting this market.  Within a day’s 
drive of 60% of the U.S. population, Louisville offers 
an affordable destination for this cost-conscious 
audience.  Safety is another competitive advantage. 
A consistent ranking in the “top ten safest cities*” in 
the country lends to the city’s popularity with this 
female- and student-dominated market.

A compact and walkable downtown is a key sell-
ing point to this and all markets. We will continue 
to stress the “connectivity” of downtown hotels, 
restaurants, entertainment, and attractions.  The 
economic downturn has led to more stiff competi-
tion in this market segment from tier one cities.  In 
an effort to educate the executive directors of the 
educational organizations of Louisville’s latest con-
vention offerings, we will once again host the Trust 
for Insuring Educators (TIE) in 2010.  This event will 
bring over 60 top-level decision makers who col-
lectively represent 575,000 room nights.  The return 
on investment from hosting TIE in 2005 resulted 
in 15,000 definite room nights worth $6.7 million 
in economic impact.  Other recent bookings in the 
education market include: SkillsUSA, FFA, NAFSA 
and National Middle School Association.  

A creative direct mail campaign to approximately 
100 new customers will make a positive impact 
and generate interest from customers.  A quarterly 
newsletter focusing on “hot points” such as safety 
and cost will also help introduce Louisville to new 
customers.

 A GREAT TRADE SHOW CITY
BY ANY MEASURE. 
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discover a place where the 

unexpected 

is the 
everyday.
be our guest for two days of holiday cheer.

save the date! thursday-friday, december 17-18

See for yourself why Louisville is host to more than a million convention and meeting guests each year—
and home to 21c Museum Hotel, voted #1 HOTEL in the country (2009 Condé Nast Traveler’s Reader’s 
Choice Awards).

We know that the demands on your time can be relentless, especially this time of year. Everyone wants 
you to do something for them. We want to do something for you. 
 
We want to treat you to two days and nights in Louisville, known by those who’ve been here as Possibility 
City, including deluxe hotel accommodations and a full tour of your soon-to-be favorite meeting place: 
a 300,000-square-foot, skywalk-accessible, fiber-optic-connected convention center in the heart of a 
thriving downtown.
 
You’ll also have a team of Possibility City experts at your disposal as you explore the arts scene, 
entertainment venues, galleries, and world-class restaurants that make Louisville a favorite destination for 
meeting planners and attendees alike.

For more information contact Susan Pass at 502.560.0018.
Our mailing address: Louisville Convention & Visitors Bureau 
401 W. Main St., Suite 2300 | Louisville, KY 40202
(888) LOUISVILLE | 800.626.5646

 GIVE LOUISVILLE

A SHOT. 

IDEAFESTIVAL FAM  Agenda 

Wednesday, 9|23|2009
1:00 PM – 5:00 PM Arrivals

6:30 PM Group Welcome Reception  

Thursday, 9|24|2009 
8:00 AM – 9:00 AM Group Breakfast 

9:00 AM – 12:00 PM Option A: Hotel Tours 
 Option B: IdeaFestival

12:00 PM – 1:00 PM Group Lunch  

 2:00 PM – 4:00 PM Option C: Attractions  
 Option D: IdeaFestival

5:30 PM Group Reception 
 (heavy hors d’oeuvres)

8:00 PM Social Fun-Around or 
 Ahn Trio Performance

Friday, 9|25|2009
8:00 AM – 9:00 AM Group Breakfast  

9:00 AM – 12:00 PM Option A: Hotel Tours  
 Option B: IdeaFestival

12:00 PM – 1:00 PM Group Lunch 

2:00 PM – 4:00 PM Option C: Attractions  
 Option D: IdeaFestival

4:30 PM Departures

8:00 PM Anthony Bourdain

GLCV-121 5.75x6.5FNL.indd   1 8/24/09   4:28:55 PM

*Source: City Crime Rankings, 14th Edition
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Our local colleges are one of the biggest lead 
sources for the education market. Their support 
and interest in hosting a convention is a key deci-
sion factor for most national education associa-
tions.  Therefore, it is crucial that we maintain our 
existing relationship with deans and vice presi-
dents at the University of Louisville, Bellarmine 
and Jefferson Community College (JCC) as well as 
developing new ones.  Many of these contacts hold 
board positions and can raise their hands to host 
a convention.  In doing so, they should feel proud 
of the convention package and confident that the 
hospitality community will support their efforts. 
Hosting quarterly events such as baseball games, a 
Day at the Races and Trolley Hop Nights will help to 
build a strong partnership with key local contacts.
 

Religious
Louisville will host Rejuvenate Marketplace, October  
18-21, 2010.  This unique, “reverse” trade show is for 
religious meeting professionals and is expected to 
draw up to 400 planners.   As the host city, Lou-
isville will be guaranteed appointments with all 
planners in attendance.  To maximize this oppor-
tunity we will work in teams with LCVB, KEC, KICC 
and hotel partners.  By partnering with the LCVB, 
each team member will receive a detailed report of 
all 400 planners as opposed to only 40 planners if 
individually registered.  

The timing of hosting Rejuve-
nate coincides perfectly with the 
opening of the KFC Yum! Center.  
This state-of-the-art facility has 
already begun generating excite-
ment among religious planners.  
We will showcase the arena 
during the opening event of 
Rejuvenate allowing this lucrative 
market segment a first-hand look 
at a product that will exceed their 
meeting expectations.  

State
Louisville’s success in the state 
market relies on the combined 
efforts of the LCVB, hotel partners and conven-
tion facilities along with our city partners.  Strong 
relationship marketing and creative incentives will 
be significant as our competition is aggressively 
pursuing meeting planners for their business.  
Future success will hinge on Louisville’s ability to 
remain affordable while providing an enjoyable and 
memorable experience.  Recent bookings within 
the state market segment include: Kentucky Society 
of Technology in Education, Kentucky Education 
Association, and Kentucky Emergency Services 
Conference.

CONVENTION DEVELOPMENT

The 22,000 seat KFC Yum! Center will invigorate 

downtown Louisville with its opening in October.
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Louisville, Kentucky July 25–28, 2010

Cultural   
We are fortunate to be one of only nine cities in the 
United States to have a full-time opera, orchestra, 
ballet, regional theater, and professional theater for 
young audiences.  This attribute sets our city apart 
within the cultural market segment.  Louisville’s 
vibrant and nationally recognized arts reputation 
gives us a competitive advantage over cities that 
have fewer cultural offerings.  Moreover, our collec-
tion of historic homes, unique architecture, award-
winning museums and historic and boutique hotel 
offerings complement the demographic this market 
segment attracts.  The 40th annual Glass Art Society 
Conference in Louisville this summer is attracting 
much attention in this market. 

The Art & Cultural Attractions group hosted by 
Greater Louisville, Inc. is the perfect forum for the 
LCVB to focus grass roots efforts on attracting 
cultural conventions to Louisville.  Also attending 
monthly Louisville Art Association meetings will 
provide a platform to introduce our services and 
support of conventions.  

Government 
We are continuing to have success in the govern-
ment market and will host the prestigious National 
Conference of State Legislatures in July 2010.  We 
will host an exhibitor lounge to promote Louisville 
to over 200 association, corporate, and government 
exhibitors attending the conference.  We are also 
active in the new Kentucky Chapter as well as the 
National Society of Government Meeting Profes-
sionals.  Louisville was host to SGMP in 2009.

Corporate  
With the improving economy we are starting to 
see more activity in the corporate market.  We have 
remained active in Meeting Professionals Interna-
tional (MPI) locally, regionally and nationally and 
hopefully as the economy turns around we will see 
more leads as a result of that involvement.

Health & Medical 
We continue to benefit from our involvement in the 
Nursing Organization’s Alliance Fall Summit, which 
was held in Louisville in November of 2009.  The 
Alliance is comprised of representatives of nearly 
75 nursing organizations.  Exhibiting at the Sum-
mit annually and hosting a smaller NOA Leadership 
Conference for the past six  years has contributed 
to landing groups such as the American Psychiatric 
Nurses Association and the Infusion Nurses Associa-
tion.  Additional nursing association meetings with 
tentative leads total 19,516 room nights.  

Scientific and Engineering 
The LCVB’s continued sponsorship of events dur-
ing the Council of Engineering & Scientific Society 
Executives (CESSE) has definitely enhanced Louis-
ville’s reputation as a meeting destination.  In fact, 
we will host the CESSE Annual Meeting in 2012; it 
will be attended by nearly 500 representatives from 
various scientific and engineering organizations.  In 
addition, we are continuing to partner with faculty 
at the University of Louisville in bringing scientific 
meetings to the city which, in turn, enhances the 
notoriety of the university’s science and engineer-
ing programs.  

Social Welfare 
Strong local support is often a key factor in bringing 
meetings from the social welfare market to the city.  
The American Jail Association Annual Meeting held 
here in 2009 is a prime example of how critical the 
work of local agencies can be in landing a conven-
tion.  Due to the success of the 2009 meeting, we 
have received the RFP for the 2017 meeting.  

CONVENTION DEVELOPMENT

LCVB will promote Louisville to more than 200  

association, corporate and government exhibitors  

at the National Conference of State Legislatures.
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Small Meetings 
As a result of the economy, meeting planners have 
to do more with less.  Louisville is an attractive 
option for small meetings because we offer an af-
fordable and accessible location.  The small meet-
ings team will work to increase Louisville’s market 
share of small meetings by increasing site visits 
to educate clients on our product.  The team will 
continue to hold educational sessions quarterly for 
family reunion planners and will add the veteran 
and fraternal market segments to this already suc-
cessful program.   The small meetings team will in-
crease sales calls in Tennessee, Ohio, and Indiana to 
capitalize on regional business.  Another vehicle the 
small meetings team will use to attract business to 
Louisville will be social media.  The team will create 
a Facebook page featuring sales contacts, commu-
nity development updates and incentive programs.  
In addition, a LinkedIn page will be created for the 
small meetings market.  

Agriculture 
The agricultural market is a natural fit for Louisville.  
Transportation of animals is a major concern in this  
industry; having interstates 64, 65, and 71, and being  
within a day’s drive for over half the nation’s popula-
tion, gives Louisville an edge over much of our 
competition.  In addition, the Kentucky Exposition 
Center has unique indoor/outdoor facilities while 
the Kentucky International Convention Center has a  
prime downtown location and is connected to 2,300  
hotel rooms.  Very few cities possess as wide a variety  
of facility options as found in Louisville.  As a result,  
the city has experienced an increase in demand, as 

well as increased interest, in multi-year bookings 
with such organizations as the American Boer Goat 
Association, Quality Deer Management Association 
and North American Deer Farmers Association.

Veteran 
The veteran market has historically been a draw for 
Louisville.  Most recently, one of the largest veteran 
groups in the nation, the Veterans of Foreign Wars 
(VFW), selected Louisville to host its 2013 Annual 
National Convention.  Veteran organizations tend to 
select Louisville based on the city’s close proximity 
to Fort Knox, bourbon distilleries, horse farms, and 
other tours and attractions.  

Hobby
Louisville’s affordability and accessibility are key 
selling factors for the hobby market.  The car show 
market will continue to be a specific target.  Car 
shows recently booked include the Rolls-Royce 
Owners Club and Austin Healey Club of America.  
With numerous locations to display cars, includ-
ing many of the parks in the area, Louisville is the 
perfect destination.  In addition, the success of 
other shows, such as the Street Rod Nationals Plus 
car show and the Concours d’Elegance at Churchill 
Downs, bodes well for our reputation in this market.  
The website www.CarClubs.com provides an exten-
sive list of clubs that we will be targeting. 

Fraternal 
More opportunities within the fraternal market 
are opening as Louisville’s downtown flourishes 
with new businesses and future developments – 
either planned or currently underway.  The large 
fraternal organizations such as Benevolent & 
Protective Order of Elks, Moose International, and 
the A.E.A.O.N.M.S., Inc. look for cities able to offer 
the following qualities:  low rate, family-friendly 
environment, connectivity, downtown walkability, 
safety and overall value.  These are all characteris-
tics of Louisville, but many clients are still unaware 
of them.  By hosting the industry show Connect 
Marketplace this year, Louisville has earned an edge 
over its competition.  Connect will bring to Louis-
ville several hundred planners, many of whom plan 
fraternal meetings and may have never visited our 
city.  Having this opportunity will open many new 
doors, exponentially increasing Louisville’s aware-
ness among industry professionals.

CONVENTION DEVELOPMENT

“The world famous Churchill Downs is a breathtaking 

venue for the extraordinary cars on display ... blended 

with traditional southern hospitality.” – Sports Car Digest
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MIDWEST SALES

Chicago and the surrounding area ranks second in the U. S. in number of association headquarters with 
approximately 2,000 organizations.  The satellite office for the LCVB, located in downtown Chicago, is 
a critical sales and marketing tool.  This enables consistent contact and ongoing relationship develop-
ment through personal exchanges with existing and potential customers.  Conducting frequent personal 
sales calls to local organizations and remaining active in key industry associations is an important part of 
increasing Louisville brand awareness and competitiveness.  

Key Strategies:

Maintain involvement in key industry organizations; PCMA (Professional Convention Management  
Association, MPI (Meeting Planners International) and the Association Forum.  Build relationships with 
local industry professionals and stay informed of emerging industry trends.

Continue to partner with Chicago Area Convention Bureau Satellite Offices (CACBSO) to increase aware-
ness of how and why to use a convention bureau when sourcing and booking a meeting.  

Increase contact and marketing to major convention management companies that are responsible for the 
site selection for multiple organizations. 

Travel to Midwest destinations (e.g., Kansas City and Indianapolis) to develop and promote Louisville as a 
premier meeting destination.

Develop and maintain relationships with Hotel Global Sales Representatives in the Chicagoland area. 
Ensure sales professionals know and understand Louisville as a unique meeting destination.

Members of the Bureau staff and hospitality 

partners attend trade shows and conventions 

throughout the year to sell potential customers 

on booking a meeting, event or show in the city.

CONVENTION DEVELOPMENT
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CONVENTION DEVELOPMENT

NORTHEAST SALES 

Many analysts are predicting the current global recession to last into 2011.  This is causing many associa-
tions and their meeting planners to be extremely cautious when booking future sights.  There is the need to 
balance low rates with the allure of the destination in order to secure adequate attendance for the success 
of the meeting. Many first tier cities are lowering rates and providing incentives in order to attract meetings 
business that, under normal circumstances, they would not be interested in pursuing. 

Key Strategies:

Increase travel to Northeast destinations outside of DC.  

Continue to partner with DCReps to increase awareness of how/why to use a CVB when booking a meeting.  

Many planners, especially third party, overlook CVBs when booking single hotels. We must work to increase 
awareness of  the benefits of booking through the LCVB.   Continue to use the pool of resources provided 
through this organization – specifically contact information for group and individual events (e.g., DCReps 
holiday party vs. Louisville sales blitz).

Continue the DC Sales blitz.

Host a Kentucky-Derby-themed luncheon for key planners in DC in April.

Work closely with booked groups to encourage re-booking with Louisville if their numbers do not meet 
contractual obligations.

Pool resources and work with individual hotels on events in the Northeast area.

Participate in industry trade shows hosted in Louisville.  Follow up with Northeast planners through direct 
and electronic mail as well as personal visits with individual sales managers from the Louisville office.

Coordinate efforts with the Louisville office in targeting groups that can utilize the facilities at the new arena 
or take advantage of dates now available at Freedom Hall. 
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MULTICULTURAL SALES

This area will promote the diversity and cultural heritage of the Louisville region while increasing Louisville's 
share of multicultural meetings, family reunions and multicultural motor coach tourism.  

Multicultural Meetings and Conventions  
According to the U.S. Census Bureau, African-Americans and Hispanic-Americans are the two largest mi-
nority groups in the United States.  Because these groups are growing, more people of color are rising to 
positions of authority and developing new organizations to fill a void not met in more mainstream profes-
sional organizations.  To meet the needs of minority meeting planners, two organizations have stood out as 
the premier minority meetings industry organizations: National Coalition of Black Meeting Planners and the 
International Association of Hispanic Meeting Professionals. 

The minority meetings market is a very important segment for Louisville. With a combined purchasing 
power of minority groups at $1.5 billion, Louisville has stepped up its initiative of attracting minority associa-
tions and groups.  This market not only includes the minority associations, but it also includes the SMERF 
(social, military, education, religious, and fraternal) market, which weathers a tight economy stronger than 
most corporate business.

Trend:  Just like mainstream associations and groups, many minority groups are reconsidering 
second-tier cities for their regional and annual meetings due to the downturn of the economy.  
They are looking for cities that are affordable for their members while embracing their buying 
power and ethnic heritage.

Trend:  One in five African-American trips is taken for business, including combined business and 
pleasure purposes. 

CONVENTION DEVELOPMENT

* Source: Gale’s Encyclopedia of Associations

African-American travelers are twice as likely to 

travel with a group as the general population. 

They spend $4.6 billion annually on leisure travel. 
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Key Strategies:

Continue quarterly Family Reunion Planning Work-
shops to capture the family reunion market.

Send out email blasts to minority clients that in-
clude news and information on what is happening 
in Louisville.  

Partner with Kentucky Center for African American 
Heritage, the Muhammad Ali Center and other at-
tractions to attract minority leisure travelers. 

Increase Sales Trips to the DC, Memphis, Nashville, 
Indianapolis and Chicago regions where minority 
associations are headquartered.

Continue to maintain relationships with minority 
meeting planners and tour operators.

Promote Louisville as a city of diversity by develop-
ing client events and FAM tours geared toward the 
minority customer.

Focus on the Hispanic convention and leisure  
market to bring more visitors to Louisville.

Attend key industry shows that minority meeting 
and travel planners attend.

CONVENTION DEVELOPMENT

Louisville introduced its Family Reunion Planning 

Kit in fall 2008 and offers quarterly Family Reunion 

Planning Workshops. 

Family Reunions
Family reunions and travel often go hand-in-hand.  Travel Industry of America (TIA) reports that 34 percent 
of U.S. adults have traveled to a family reunion in the past three years, which translates into nearly 72 million 
U.S. adults.  We will continue to aggressively market to this important segment by holding quarterly plan-
ning workshops that will introduce the services provided by the bureau and in return generate sales leads. 
Also, the bureau will continue to partner with the Louisville Defender Newspaper’s West Louisville Family 
Reunion Celebration.  This event is the largest African-American festival in Kentucky. 

Minority Travel
While traveling, African-American, Hispanic and Asian-American households mirror U.S. traveling households 
overall on many key and demographic characteristics.  Group tours are popular among African Americans.  
Nearly three times as many African-American trips involve group tours.  African-American households spend 
$428 per trip, on average, excluding spending on transportation to their destination.  Hispanic families travel 
mainly for leisure to visit family and friends.  Trips by Hispanic households usually include children under  
18 years old.   

Trend:  Like U.S. travel in general, minority travelers drive 
to visit friends and family.

Trend:  Like U.S. travel in general, most personal trips are 
for leisure travel, and the summer is the most popular 
season of travel. Shopping is the top activity, regardless 
of race or ethnicity.
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Event Location Date

Council of Engineering & Scientific Society Executives Pittsburgh, PA July 2010

Meeting Professionals International – World Education Congress Vancouver, Canada July 2010

Destination Marketing Association International Hollywood, FL July 2010

National Conference of State Legislators Louisville, KY July 2010 

American Society of Association Executives Los Angeles, CA August 2010

Connect Marketplace  Louisville, KY August 2010

Chicago Area Convention Bureau Satellite Offices Brewers Client Event Milwaukee, WI September 2010

Trust for Insuring Educators Louisville, KY September 2010

Meeting Professional International – Incentive Travel & Marketing Expo Chicago, IL September 2010

Chicago Area Convention Bureau Satellite Offices White Sox Client Event Chicago, IL September 2010

Chicago Area Convention Bureau Satellite Offices Executive Director Inc. Event Milwaukee, WI September 2010

All Baby & Child Kids Expo Las Vegas, NV October 2010

Travel, Events & Management in Sports Charlotte, NC October 2010

Rejuvenate Marketplace Louisville, KY October 2010

FFA Indianapolis, IN October 2010

SmithBucklin Annual Meeting & Tradeshow Chicago, IL October 2010

Nursing Organization Alliance Portland, OR November 2010

National Coalition of Black Meeting Planners Fall Conference Toronto, Canada December 2010

International Association of Hispanic Meeting Professionals TBD December 2010

International Association of Exhibitions & Events New Orleans, LA December 2010

Association Forum – Holiday Showcase Chicago, IL December 2010 

HelmsBriscoe Annual Business Conference Washington, DC January 2011

Professional Convention Management Association Annual Meeting Las Vegas, NV January 2011

Religious Conference Management Association Tampa, FL January 2011 

All Baby & Kids Board Meeting TBD January 2011

The Convention Development 
Team will attend the following 
key industry trade shows:

CONVENTION DEVELOPMENT
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CONVENTION DEVELOPMENT

Event Location Date

Destination Showcase Washington, DC February 2011

Meeting Professional International – 
Chicago Area Chapter Educational Conference Chicago, IL February 2011

Professional Convention Management Association Heartland Chapter Chicago, IL February 2011

Colorado Springs Blitz Colorado Springs, CO March 2011 

Experient – EnVision Cincinnati, OH March 2011

Meeting Professional International – Mid America  Louisville, KY March 2011

ConferenceDirect – Annual Partner Meeting Washington, DC March 2011

Travel Professionals of Color Trade Show Louisville, KY April 2011

Team Louisville  Frankfort, KY April 2011

Greater Washington Society of Association Executives – 
Springtime in the Park Washington, DC May 2011

Collaborate Houston, TX May 2011

Direct Selling Association Annual Meeting Miami, FL June 2011

Kentucky Society of Association Executives TBD June 2011

Society of Government Meeting Professionals Norfolk, VA June 2011

Association Forum Annual Meeting & Awards Gala Chicago, IL June 2011

Destination Showcase Chicago, IL June 2011
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The convention industry has changed the way it does business, which means destinations will need to 
change the way they market and deliver services.  The economic conditions of this past fiscal year forced 
meeting planners, exhibitors and attendees to manage their expenses better, as well as to provide clear 
value and a positive return on the association’s or company’s investment in the convention.  

In an effort to proactively support the challenges and changes facing the 2009/10 booked groups, the 
services team successfully adopted a strategic approach to servicing conventions by developing a services 
plan to meet their specific needs.  Although the economy appears to be recovering, convention/event 
budgets are not.  The services team will continue to provide strategic support and expand these efforts 
during the 2010/11 fiscal year.

The FutureWatch 2010 survey of 1,862 meeting planners indicated that 61 percent of 
the planners anticipate at least one of the following factors impacting them in 2010:  
“cost-cutting measures, tighter budget controls, more time spent evaluating ROI, the 
requirement to ‘do more with less’, a push for better organizational efficiency, and 
slight staff reductions.”  Planners will continue to look for the destination to assist them 
in finding ways to reduce their costs and to assist with marketing efforts.  In an effort 
to provide an experience that fits the needs of the planners as well as their exhibitors 
and attendees, the services team will identify the hot buttons and develop customized 
plans helping them with the ROI while providing an ROE (return on experience) for our 
destination.

Objectives
Attain an average departmental rating of 6 or 7 in Client Satisfaction on a 7.0 scale.
Capture 1,800 e-mail addresses via the city concierge and promo booths.
Generate $24,000 in leisure housing revenue.
Book 1,600 leisure-housing room nights.

MEETINGS & CONVENTIONS

Louisville rolls out the red carpet to host more 

than 525 conventions annually.

DESTINATION SERVICES
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Key Strategies:

Provide meeting planners with easy access to all 
services available as well as electronic tools and 
resources to better market the destination to their 
exhibitors and attendees.

Lead the effort to educate, inform and update our 
destination partners on the specific needs and 
expectations of conventions/events. 

Integrate the Possibility City and Bourbon Coun-
try brands into all services provided for booked 
groups to include: convention/event marketing, 
promotional items, welcome amenities and col-
lateral.

Promote Louisville’s green initiative and provide, 
via the website, a comprehensive “Growing Green 
Meetings in Louisville” resource guide for pro-
spective and booked conventions.

Convention Services
The services team is ready to roll out the red carpet for all 2010/11 booked conventions and events including 
the following:  

• Three industry shows representing over 1,000 planners – Connect, TIE and Rejuvenate
• Three major sporting events – Ironman, Breeders’ Cup and Senior PGA Championship
• Several major groups new to Louisville – National Conference of State Legislatures (NCSL), International 

Boating Expo (IBEX), Southern Association of Colleges and Schools (SACS)
• Several major groups returning to Louisville – Christian & Missionary Alliance, Southern Regional Educa-

tion Board (SREB), RV Rally, among others
• One new music festival – HullabaLOU
• Nine annual shows representing over 300,000 attendees.  (Several of the annual shows are forecasting a 

slight recovery.  They are anticipating an increase in the exhibit space reduced last year and projecting a 
slight increase in attendance.)

According to the Association Meetings: Forecasts and Trends 2010 Study, the top concerns for meeting 
planners in 2010 are:  “how to attract higher attendance; how to offer better value for money; how to appeal 
to younger delegates, etc.”  The services team will continue to collaborate with our destination partners to 
find solutions, exceed expectations and deliver the highest level of customer service.  As a result, our goal is 
to retain the conventions and events already loyal to Louisville and to create fans out of the groups new to 
Louisville so they will return.

Partnering with area businesses to offer an “attendee relief plan” is an opportunity to market Louisville as a 
city where it is easy and affordable to meet during the tough economic times.  Advance communication of 
added values offered by the hotels, restaurants, attractions, and shopping helps in selling the attendee on 
coming to Louisville and where to stay, eat, and play.  This is an opportunity to extend stays, increase spend-
ing throughout the community, and encourage short-term return visits. 

 

DESTINATION SERVICES

“No longer just the first stop of the Triple Crown, 

Louisville is a must-see destination for lovers of 

architecture, the visual and performing arts,  

history, fine dining and indie music.” 

– American Way Magazine, May 2010
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The Destination Services Team will promote Louisville to build future attendance 
at the following conventions:

Event Location Date

National Association of Pastoral Musicians Detroit, MI July 2010

ABC Kids Expo Las Vegas, NV October 2010

FFA National Convention Indianapolis, IN October 2010

National Middle School Association Baltimore, MD November 2010

American Contract Bridge League Orlando, FL November 2010

American College Personnel Association Baltimore, MD March 2011

SkillsUSA Kansas City, KS June 2011

DESTINATION SERVICES

“I still leave your city every time thinking it really is the 
MOST gracious city in America. You all exude behavior 
that we wish we could bottle and distribute everywhere.”  

Beth A. Jarabek, Administrator
Baby Furniture Plus Association

Louisville has played host to the All Baby and Child Educational Conferences in 2009 and 2010, 
in advance of hosting the organization’s annual trade show in October of 2011.

“... the CVB, city and facilities worked 
very closely with us in making  
Louisville one of our best sites.” 

Shirlee Kyle, DECA 

Louisville hosted more than 12,000 attendees 
of the DECA International Career Development 
Conference in April 2010.
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Housing, Registration and Call Center
To meet the increasing needs of conventions and events, registration services were shifted to the call 
center to support convention and leisure housing services as well as the expanded attendance-building 
services.  Part-time registration personnel assist with the additional services offered.  In addition, the team 
continues to assist planners in solidifying room blocks for future city-wide conventions such as National 
FFA, SkillsUSA, etc.

Key Strategies:

Evaluate all future definite/tentative conventions/events to determine if any of the following services are 
needed: convention housing; RegLink, call center; leisure housing; pre- and post-stay opportunities, etc.

Collaborate with hotel partners and meeting planners to develop a plan addressing the following 
concerns: attendees booking around the block; lower rates offered through online booking sites; room 
brokers/poachers; room assessments/commissions; inaccurate room pick-ups, etc.

Act as a hotel liaison for any booked group needing assistance in inventory management communica-
tions; pre/post room pick-up reports, etc. 

Continue to expand registration services by offering a menu of services to include group e-mail cam-
paigns, telemarketing assistance, data mining, etc.

DESTINATION SERVICES

Left to Right: Lauren McAlpin, Rita Edmonds, 
Cinnamon Jawor, Karen Wallace, Harry Young, 
Doris Sims, Allison Kuussalo, Jackie Workman, 
Zack Davis, Nicole Fitzpatrick
On location at Fourth Street Live!

“(Louisville) ... the new face of southern hospitality.” 
– Minnesota Good Age
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TOURISM DEVELOPMENT

Visitor Information Center
In 2009, the Visitor Information Center (VIC) was realigned to fall under the Tourism Development Depart-
ment umbrella. With the Tourism Department’s increased focus on leisure tourism, the VIC staff will play a 
major role in spreading the Louisville destination message in all leisure tourism promotions. The VIC staff 
will also have an increased concentration on building the leisure database and driving attendance to the VIC 
through local events.  

Left to Right: Susan Pass, Leslie Osborne,  
Destiny Monyhan
On location at the Louisville Visitors Center

In partnership with the Louisville Downtown 

Management District, the city has new I-carts 

to assist visitors.

Key Strategies:

Increase the VIC’s outreach around downtown by 
working in partnership with the Louisville Down-
town Management District to identify locations and 
events where the iCart can become a satellite VIC 
for leisure tourists and convention guests.

Explore additional opportunities to host special 
events inside the VIC to drive traffic and generate 
interest in our center, such as the holiday open 
house, book signings, Abbey Road on the River 
rooftop concert, cooking demonstrations, etc. 

Recruit and train volunteers for various needs within  
the LCVB, such as VIC staffing, walking tours, special 
event ambassadors and convention greeting.

Collaborate with the Old Louisville Visitor Center 
and the Main Street Association Visitor Center to 
offer the most beneficial visitor information experi-
ence at each location.

Promote the Louisville brand through all merchan-
dise at the VIC, redirecting the goal of merchandise 
sales to focus on building brand awareness.

Grow the leisure database and distribute visitor 
information by hosting a booth at various local 
festivals while driving additional traffic to the VIC. 
Festivals to include events such as Abbey Road on 
the River, St. James Court Art Show, etc.

Expand Louisville brand awareness at the Kentucky 
State Fair by hosting a premier booth within the 
Pride of the Counties section, distribute visitor infor-
mation and grow the leisure database. 

Develop a staff incentive program to increase E-mail 
collections and guest surveys from VIC patrons as a 
way to grow the leisure database.
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Bourbon is the original American spirit – a fact we

celebrate every day in Louisville: the Gateway to

Bourbon Country.

Nestled among the rolling hills and horse farms of

Kentucky, each distillery along the Kentucky Bourbon

Trail practices the art, science and magic of making

Bourbon a little differently from the other. Satisfy your

appetite and thirst for bourbon-inspired food and cock-

tails at the restaurants and bars

along the Urban Bourbon Trail.

Take a good look at Louisville,

because it doesn’t matter if

you’re a bourbon beginner or

a connoisseur, you’ll finish

on a mellow note.

take a
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The thundering hooves of Thoroughbreds echo through

legendary Churchill Downs during the spring and fall

meets. Home of the Kentucky Derby, on the first

Saturday in May, Churchill Downs also offers an exciting

simulcast racing environment year-round with its wa-

gering tele-theatre.

At the nearby bend in the Ohio River, you’ll discover

Horseshoe Casino with over 100 gaming tables and

2,000 slot machines.

We bet when you take a good

look at Louisville, you’ll find a

winning combination.

take a
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With a heavier focus on leisure travel promotion to Louisville than ever before, attraction visitation has held 
strong and all indications suggest the regional drive market continues to produce business. The Tourism 
Development staff is committed to the continued growth of this market with promotions, such as the spring 
and fall “Takin’ It to the Streets” leisure bus blitz. 

Objectives
 Sell 22,814 group tour room nights.
 Sell 1,086 overnight coaches.
 Sell 495 daytrip coaches.
 Generate 1,330 motor coach sales leads.
 Capture 12,500 e-mail addresses for the leisure database.
 Initiate 100 leisure sales calls.

Goals
 Sell $167,588 in merchandise.
 Collect 1,700 e-mail addresses.
 Log 2,387 volunteer hours.

LEISURE MARKET – NATIONAL OUTLOOK

Leisure travel remains resilient in the languishing economy and has held up better than other types  
of travel throughout the recession. Research suggests that demand for leisure travel services is likely 
to remain stable throughout the year ahead, but travel suppliers will have to continue to battle for 
market share. Travel intentions of U.S. adults appear to be on the rise and leisure travel is projected 
to grow in 2010 and continue to strengthen in 2011. People still plan to travel despite economic 
concerns and are adjusting their travel habits accordingly by staying closer to home, shortening 
their travel time and looking for value. 

Studies from the United States Travel Association (USTA) confirm that Americans still view vacations 
as a birthright. However, travelers’ recent focus on financial well-being may be becoming the “new 
normal” with travel decisions being made based on the travel deal, discounts available and the abil-
ity to use reward points to offset the cost of trips as a way to control spending. There is little doubt 
that consumers have adopted a more conservative spending pattern. 

TOURISM DEVELOPMENT

A playwright’s script comes to life through the spoken

word and expertly delivered dialog, by actors who pull

you into the twists and turns of the story.

For nearly a half-century Actors Theatre of Louisville has

been captivating audiences with its innovative perform-

ances. Home to the Humana Festival of New American

Plays for 34 years, this annual pilgrimage brings theatre

lovers and critics from around the world to get the first

look at the future of the

American theatre.

Take a good look at Louisville for

outstanding arts and festivals to

compliment your trip, or as

an entire itinerary.
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Is this bubbling, open-faced turkey sandwich with

bacon and Mornay sauce making you hungry?

In the 1920’s, the Hot Brown was created by The Brown

Hotel chef to satisfy hungry, late-night dinner-dance

guests. Nearly a century later, it’s one of many incredible

eats enjoyed by locals. So don’t worry about going hun-

gry in Louisville, we have tempting treats of all kinds.

Take a good look at Louisville, where you’ll find just the

right ingredients of fun and

food to compliment your trip,

or as an entire itinerary.
take a
good

look at

Tourism will use themed 

marketing collateral at 

consumer trade shows.



3 0

All indications point to the fact that perceived value will remain king to the leisure traveler, especially 
with the continued concern about having sufficient expendable income. The value message that Lou-
isville is an affordable vacation with unique experiences is more important than ever to communicate. 
Travel deals may entice Americans to travel, especially at the last minute, and the market of “undecided” 
leisure travelers looms large. An estimated 38 million U.S. adults have not decided whether they will take 
a leisure trip this summer. These Americans are waiting to see if the economy and their personal finances 
improve in the coming months. Leading industry analysts believe that the continued concern over the av-
erage household budget is the largest challenge for the travel industry rather than the interest or desire 
to travel itself. 

Consumers are seeking out packages to book and comparison shopping, especially online, to save 
money. Dramatic improvement in consumers’ perceptions of the affordability of travel has been the major 
driver behind the improvement in the leisure traveler sentiment. This perception that travel has be-
come affordable reflects, of course, significant reduction in the costs of many travel services. Americans’ 
continued strong interest in travel and positive perceptions of its affordability are positive signs for the 
travel industry. The cost of travel remains at historic lows, giving consumers phenomenal options and the 
opportunity to stretch their dollars further. 

Overall, according to USTA, the prospects for the travel and tourism economy 
over the short term are brighter than they have been in some time. This sug-
gests that the bottom in leisure travel demand has probably now been reached, 
and we should see travel recovery beginning soon – but with a long way to go 
to achieve full recovery.

*Sources: Travel Industry Association, 2009 Travel Horizons

TOURISM DEVELOPMENT

Left to Right: Mary Jo Whittaker, Kate Amara, 
Dineene Bradley, Nicole Twigg
On location at Waterfront Park
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Key Strategies:

Build on the momentum of the current grass roots 
“Takin It to the Streets” Leisure Bus Blitz campaign 
to promote discount family getaways to Louisville 
in our largest feeder market cities in annual fall and 
spring blitzes.

Grow the leisure database to include a niche travel 
interest category for all future entries allowing us 
to market to our customers’ specific interests rather 
than with generic messages.

Promote our leisure travel message to the all-impor-
tant “mommy market,”  which makes the majority of 
spending decisions regarding travel, at the South-
ern Womens Shows in Memphis and Virginia as 
well as other leisure travel promotional shows like 
Redsfest, Washington, DC, and Chicago Adventure 
Shows.

Partner with the Kentucky Derby Region to have a 
presence inside the Kentucky Experience Pavilion at 
the Alltech FEI World Equestrian Games to promote 
visitation to Louisville attractions during WEG and 
return visits to Kentucky after the event.

TOURISM DEVELOPMENT

Enhance the annual Hometown Tourist Celebration 
with additional opportunities to share the leisure 
message with locals through area public events and 
promotions within the local hospitality industry.

Coordinate, plan, and staff an Urban Bourbon Trail/
Bourbon Country tent at the first-ever HullabaLOU 
Music festival at Churchill Downs in an effort to 
spread the branding message through selling mer-
chandise, and collect names for the leisure database 
through a visitor information component.

Create excitement around the Urban Bourbon 
Trail brand and collect visitor information by niche 
category at the Kentucky Bourbon Festival through 
an informational and 
promotional display.

Plan and host the 2011 
Travel Professionals of 
Color Annual Confer-
ence and Trade Show 
in Louisville. Host city 
tours and site inspections 
maximizing the exposure 
to destination to travel 
professionals. 

LCVB staff will promote 

Bourbon Country to 

fans of the first music 

festival to be held at 

Churchill Downs.
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TOURISM DEVELOPMENT

MOTORCOACH MARKET – NATIONAL OUTLOOK

The outlook for the motorcoach, tour and travel industry for 2010 is improving according to the American 
Bus Association. In a sluggish economy consumers are looking for more all-inclusive options for their vaca-
tions, which is good news for tour operators offering all-inclusive packages at great values. 

Charters are up among many tour operators, even as the leisure travel market for tours and sightseeing 
appears to be lagging. As revenue from business travel has fallen during the recession, small leisure groups 
have become increasingly important to travel suppliers, who must keep in mind these groups are price sen-
sitive. The American Bus Association is optimistic that when the leisure travel market fully recovers it should 
favor bus travel because consumers who have delayed taking a vacation given the economy will seek the 
value-added sightseeing packages tour operators specialize in. 

Visiting Churchill Downs and the Kentucky Derby 

Museum is popular with motorcoach groups.
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Key Strategies:

Explore various ways to reach the growing student 
tour and travel market by staying active in the 
Student Youth Travel Association, National Middle 
School and Midwest Band Clinic. Also continue to 
collaborate with local partners who are interested in 
this market to increase the reach and scope of the 
promotions.

Plan, coordinate, and host the Travel Alliance Part-
ner TAP Dance in June 2011. Host city tours and site 
inspections maximizing exposure to 34 of the top 
tour operators in the tour and travel industry. 

Host the closing dinner at Travel South 2011 in 
Atlanta to promote attendance at the 2012 Travel 
South Conference to be held in Louisville.

Collaborate with various partners to promote the 
holidays in Louisville as a major motorcoach desti-
nation in coming years. Work with partners on sales, 
promotion and packaging of various components 
including the new KaLightoscope, various holiday 
themed activities, shows and exhibits at Frazier 
International History Museum, Derby Dinner Play-
house, Actors Theatre, Louisville Slugger Museum & 
Factory, Kentucky Derby Museum, and more.

Plan and conduct a Sales Mission with area partners 
involved in the tour and travel market to a targeted 
area, making direct sales calls to the offices of tour 
operators, travel agents, and group leaders.

Develop a list of the Top 20 tour operator clients 
that have produced the most tour and travel busi-
ness to Louisville over the past five years. Create a 

quarterly promotional “Show Them the Love” cal-
endar that will offer sincere thank you messages for 
past business and ideas for future tours to Louisville.

Collaborate with local partners such as the Kentucky 
Department of Travel & Tourism, the Galt House 
Hotel and/or Tour Southern and Eastern Kentucky to 
sponsor a booth on the marketplace floor at the Na-
tional Tour Association’s annual conference in 2010 
and the American Bus Association’s Marketplace in 
2011 to maximize our ability to reach buyers at each 
show with an authentic Kentucky experience (bour-
bon tasting) that will create buzz on the show floor.

Target specific conventions being held locally that 
present the opportunity to promote Louisville as 
the perfect return destination for a group tour with 
our Backyard Fishing program. Set up informational 
booth at conventions such as the National Quartet 
Convention, Kentucky Music Educators, DECA and 
FFA to promote bounce-back group tour visits.

Increase the awareness of long-running and popular 
customer appreciation programs for the tour and 
travel market like Red Carpet Arrivals, the Student 
Group t-shirt promotion, and the Stay a Little Longer 
in Louisville kits. Work at reaching all current cus-
tomers with details of each program to make sure 
that we are saying, “Thank you for your business.”

Provide more targeted and timely information  
for the Travel Professionals website section of  
www.gotolouisville.com, incorporating functions 
that clients most often request (build your own 
itinerary, etc.) 

Louisville will play host to the top tour operators 

in the travel industry at TAP Dance in 2011.

TOURISM DEVELOPMENT
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TOURISM DEVELOPMENT

INTERNATIONAL MARKET – NATIONAL OUTLOOK

The Kentucky Department of Travel & Tourism continues to promote Louisville and the entire state to inter-
national markets such as Canada, the United Kingdom, China, and Japan, which have the greatest inter-
est and availability to travel to Kentucky. The iconic attractions that call Louisville home, such as Churchill 
Downs, the Muhammad Ali Center, Louisville Slugger Museum & Factory, and the Urban Bourbon Trail, 
among others, hold great appeal to these long-distance travelers. International sales offices of the Kentucky 
Department of Tourism provide various sales activities targeting the international traveler such as sales mis-
sions, media relations, e-newsletters, packages and direct sales appointments. 

Louisville will also be well represented as hundreds of thousands of visitors from all over the world converge 
on Kentucky at the Alltech FEI World Equestrian Games (WEG) in September/October 2010. Louisville will 
be an active participant in the Kentucky Derby Region’s section of the “Kentucky Experience” pavilion, which 
will showcase the Bluegrass State’s great wealth of culture, attractions and more. The “Experience” will be 
used as an invitation for these visiting international guests to plan trips throughout the state while they are 
here for WEG and on return visits to Kentucky.

Key Strategies:

Continue to partner with the Kentucky Depart-
ment of Travel & Tourism and the Visit Kentucky 
USA organization when the opportunity pres-
ents itself for sales missions or familiarization 
tours.

Collaborate with the Louisville Mayor’s office to 
assist in all Sister Cities programs and promo-
tions.

Attend the International POW-WOW trade show 
to raise awareness of Louisville as an interna-
tional destination among both international and 
domestic tour operators.

Visitors from throughout the world will converge 
on Kentucky at the Alltech FEI World Equestrian 
Games (WEG) in September/October 2010.
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Tourism Development will attend the following 
2010/2011 Motorcoach industry trade shows:

Event Location Date

Kentucky Bourbon Festival Bardstown, KY September 2010

World Equestrian Games (WEG) Lexington, KY Sept/Oct 2010

“Takin’ It to the Streets” Bus Tour Various target markets Sept/Oct 2010

Redsfest Cincinnati, OH December 2010

Washington DC Adventure Show Washington, DC February 2011

Chicago Adventure Show Chicago, IL March 2011

Southern Womens Show Memphis, TN March 2011

Southern Womens Show Richmond, VA April 2011

Travel Professionals of Color Louisville, KY May 2011

“Takin’ It to the Streets” Bus Tour Various target markets June 2011

Tourism Development will attend the following key 
2010/2011 Leisure travel shows:

Event Location Date

Student Youth Travel Association Sacramento, CA August 2010

National Middle School 
Association Baltimore, MD November 2010

NTA Fall Montreal, Quebec November 2010

Midwest Band Clinic Chicago, IL December 2010

American Bus Association Philadelphia, PA January 2011

Student Youth Association Summit Irvine, CA January 2011

Bank Travel Baton Rouge, LA February 2011

Travel South Atlanta, GA April 2011

POW WOW San Francisco, CA May 2011

Travel Alliance Partners – 
TAP DANCE Louisville, KY June 2011

TOURISM DEVELOPMENT
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Destination Development
Hosting Industry Shows
Regional Drive-Market Campaign 
Bourbon Country
Sustaining Social Media 
Destination Branding
 
 

TOURISM MEANS DEVELOPMENT 

If Louisville is going to meet and exceed the expectations of its brand as Possibility City, the demand for 
investment in infrastructure and other transformative initiatives must be met. To guarantee that Louisville 
remains competitive among cities fighting for travelers and meeting business, the LCVB conducted a survey 
of the destination as a whole and released its findings in the spring.  Some of the key findings from the Des-
tination Development Plan* included:

• The need for improved transportation infrastructure to accommodate visitor transportation needs.
• The need to enhance and increase downtown retail and housing as an instrumental element of continuing 

Louisville as a top-tier destination.
• The importance of a new headquarter hotel with 600-1,000 rooms built at the main gate of the Kentucky 

Exposition Center.
• Vital enhancements to the Kentucky International Convention Center.
• The opportunity to increase leisure travel to Louisville by enhancing existing outdoor amenities including 

the Jefferson Memorial Forest, Floyds Fork, and the riverfront.

The report also touched on the importance of planned investment projects including Museum Plaza, Iron 
Quarter and the City Center developments.  The LCVB will use the plan to support the ongoing efforts that 
are needed to ensure that Louisville is poised for future growth.  The full report can be viewed at lcvb.info.

*Source: Convention Sports & Leisure International 

KEY MARKETING INITIATIVES
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“On Louisville’s Urban Bourbon Trail, the challenge isn’t whether to savor bourbon 

straight up or mixed into creative cocktails. It’s which of the bourbons to choose,  

since each establishment stocks at least 50 and up to 150 bourbon labels.” 

– Columbia County Magazine, June 2010

A strong tourism industry supports new projects and infrastructure.  Louisville  
has seen vital growth in product over the last decade with current and planned 
developments such as:

Fourth Street Live!
Kentucky Exposition Center Expansion
New hotel product and renovations
Frazier International History Museum 
Kentucky Derby Museum renovations
Muhammad Ali Center
Iron Quarter

KEY MARKETING INITIATIVES

“Museum Plaza will put the exclamation 

point on a growing, exciting downtown 

[and] will be an economic catalyst for 

[Louisville] and our Commonwealth.”  

– Mayor Jerry Abramson

Museum Row
Urban Bourbon Trail 
City Center
Museum Plaza 
Whiskey Row Lofts
KFC Yum! Center

“The $19 million Whiskey Row Lofts development will have 

five restaurants, suites, and special event space.” 

– Business First of Louisville

“A $48 million proposed development ‘Iron Quarter’ would save 

the fronts of the century-old whiskey warehouses and build twin 

hotels a half-block from the new downtown arena.”  

– Courier-Journal 
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Short Drive.
Deep Discounts.

REGIONAL DRIVE-MARKET CAMPAIGN

With the effects of the national recession starting to take its toll on leisure travel and advertising budgets 
diminishing, a concentrated effort was made last year to reach the closest potential visitors in a cost-effec-
tive way.  A regional tourism road show, the “Taking it to the Streets Bus Tour,“ was launched in the spring of 
2009 to stimulate, influence and increase leisure travel into Louisville during the summer travel period. The 
campaign was primarily aimed at drive-in markets in neighboring states.  Earned media pitches, a modest 
run of radio and intense social media efforts supported the grass roots marketing initiative.  The success of 
the spring campaign led to a smaller fall push to four markets and increasing interest from attractions to 
participate.  

Objectives
 Sustain leisure travel to Louisville as the economy moves out of a recession.
 Stand out among competition as an attractive and affordable vacation experience.
 Promote wider variety of attractions than can be communicated in traditional advertising.

Key Strategies:

Continue leisure vacation message to five states 
including Kentucky, Indiana, Illinois, Missouri and 
Tennessee

Target top feeder markets including: Lexington, 
Cincinnati, Evansville, Indianapolis, Chicago,  
Paducah, Bowling Green and Nashville. Expand  
to St. Louis.

Distribute 100,000 Louisville vacation coupon 
books.

Support grass roots marketing push with: regional 
radio buy and partnerships and sustained social 
media tactics including podcasts, Twitter posts, and 
Facebook activity.

KEY MARKETING INITIATIVES

Leverage summer newspaper insert in Cincinnati, 
Indianapolis, Nashville and Kentucky cities to pro-
mote awareness of bus tour. 

Drive additional customers to website for more 
discounts and room booking engine.

Capture e-mail addresses from nine cities to follow 
the campaign with additional online discount vaca-
tion offers. 

Use participant survey research to improve logistics 
of campaign.
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“I kept the materials I received from the bus and have been  
to Louisville several times since then.”

“I’m planning on going to the river boat this spring as well as  
some other activities I didn’t know existed in Louisville”.

“This is a great OUTREACH program for your lovely city.”

“Emails were very informative about what attractions  
and entertainment are there.”

KEY MARKETING INITIATIVES

61% of bus tour participants 
said they would consider 
visiting Louisville. 

– Survey by IQS Research
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BOURBON COUNTRY

It was no great secret that Kentucky is the bourbon capital of the world, with 95% of international produc-
tion in the state.  What was perhaps lesser known to the traveling public was the authentic tourist experi-
ence that a trip to its birthplace could offer.  Thanks to international sales trends, a growing consumer inter-
est and an ongoing marketing initiative to brand awareness, “Bourbon Country” is no longer Kentucky’s best 
kept secret, as a constant stream of press affirms.
 
Kentucky is blessed with a homegrown tourist attraction that is 200 years in the making, and Louisville has 
taken a leadership role in communicating that message to visitors and journalists worldwide.  The unique 
concentration of bourbon distillery tours and bourbon-inspired dining combined with the resurgence of a 
“cocktail culture” in America’s top tier cities and the growth of premium bourbon sales internationally have 
created timely conditions to market this region as a one-of-a-kind destination – even in a down economy.

The success of product development such as the Urban Bourbon Trail has helped further establish Louis-
ville’s positioning as the Gateway to Bourbon Country.  The passport program affiliated with the nine bars 
and restaurants on the Urban Bourbon Trail has resonated beyond the leisure market.  Meeting planners are 
incorporating bourbon themes to lure convention delegates to the city once business has been booked.  We 
will continue to look for ways to use this authentic asset to distinguish Louisville from the competition in 
both leisure and convention markets.

KEY MARKETING INITIATIVES

“Today’s Louisville is cool and bourbon is hot.” 
– American Way Magazine, May 2010

“Louisville has a way of spiriting away the hours.” 
– Whisky Magazine, March 2010

“With eight famed distilleries dotting the picturesque countryside plus nine celebrated bars energizing 
downtown Louisville, Bourbon Country is an ideal getaway destination for novices as well as connois-
seurs.  It’s where tradition and innovation mingle to create a distinctly American taste and experience.”  
–Columbia County Magazine, June 2010
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life.leisure.louisville.

FREE
FEB. 17-23, 2010

PLUS JONATHAN RICHMAN / RAVENNA COLT / BRIAN POSEHN

ON THE URBAN
BOURBON TRAIL

GREAT BOTTLES
FOR EVERY BUDGET

WHISKEY WIT
AND WISDOM
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“Louisvillians have embraced their heritage more than in the past. They’re proud that Louisville is 
the capital of the American whiskey business.”  – American Way Magazine, May 2010
 
“Bourbon Country’s diverse offerings range from quaint to edgy, historic to contemporary, pasture 
to skyscraper, relaxed to energetic.” – Columbia County Magazine, June 2010

KEY MARKETING INITIATIVES

Objectives
 Foster communication and collaboration among the bourbon industry and regional tourism partners.
 Increase tourist interest in and visits to Kentucky through the cultural heritage appeal of bourbon.
 Increase awareness among Kentuckians of the tourist experience that involves the bourbon industry.
 Build awareness among residents of the city’s connections with the bourbon industry and the existence of 

the Urban Bourbon Trail.
 Continue to grow the brand of Bourbon Country to emulate the success of Wine Country in Northern   

California and the Scotch Whisky Trail.

Key Strategies:

Communicate the lifestyle that can be associated 
with this region, making a visit more than touring 
distilleries. Build the story of the entire bourbon 
experience, including associated attractions and 
dining.

Manage the growth of Louisville’s primary bourbon 
tourism product – the Urban Bourbon Trail.

Identify and promote the culinary connections to 
the bourbon experience.

Seed the brand experience with premium merchan-
dise utilizing the Just Add Bourbon tagline.

Engage bourbon enthusiasts at consumer events in 
line with target demographics including Whiskey 
Fest, Whiskey Live, and Kentucky Bourbon Festival.
  

Engage and educate potential new customers  
at large public events in Kentucky (e.g., Derby,  
HullabaLOU, World Equestrian Games).

Host dinners, tasting events, booth displays, and 
other promotional opportunities to build brand 
awareness.

Relaunch the Bourbon Country website as  
www.bourboncountry.com with enhanced usability.  

Continue engagement with bourbon enthusiasts 
on JustAddBourbon Twitter and Facebook venues, 
enhanced Bourbon Brief e-news, and Bourbon 
Country Calendar of Events management.

Conduct visitor research targeting three or more 
distilleries.

An Urban Bourbon Trail 

iPhone application was 

launched in May 2010.

One of thebest parts ofBourbon Countryisn’t in the country at all.

Come to
where

the Bourbon
flows.

THE URBANBOURBON TRAIL.
Get your Urban Bourbon TrailPassport today at one of Louisville’snine world-famous Bourbon bars.

www.justaddbourbon.com

GL6835D_UBT FP AD:GL6835  3/17/10  10:37 AM  Page 2
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 SUSTAINING SOCIAL MEDIA

Tweet this.  Can I find you on Facebook? What were just recently new buzz words of the social media revolu-
tion and interactive “toys” for the information technology set have now moved from novel to necessary in a 
growing competitive world. The LCVB fortunately embraced these valuable tools of customer engagement 
early and have put a stake in the ground of  the virtual tourism universe with some highly interactive appli-
cations.  The challenge moving forward is sustaining the networking effort in a relevant way that can be as 
labor intensive as it can be effective. 

Social media is designed to disseminate information through social interaction by using highly accessible 
publishing techniques. It uses Internet and Web-based technologies to transform the traditional media 
monologues into social media dialogues. It allows people to go from being content consumers to content 
producers. Social media has modernized how to reach the consumers in a new way through the Internet and 
has become the new “tool” for effective business marketing and sales, primarily because of its popularity and 
low-cost to implement.

The cost to maintain social media is not just measured in financial investment. While we must invest in on-
line advertising and SEO efforts to maximize organic traffic, the staff time required to maintain our growing 
social presence and number of technology tools is a challenge. Quality and engagement will suffer if content 
creation and process optimization are not addressed. 

With the growing popularity and ever-growing populations of social networking sites, it is imperative that 
the LCVB maintain and increase its presence through these web-based technologies. The four main social 
networking sites that the LCVB will continue to utilize and publish  
content to are: Facebook, Flickr, Twitter, and YouTube.

KEY MARKETING INITIATIVES

Key Strategies:

Continue to engage potential visitors by invest-
ing staff time in managing four Facebook and 
Twitter accounts for the GoToLouisville and 
JustAddBourbon brands.  

Grow and retain follower counts to 16,000 by 
summer 2011. Push growth via additional con-
tests and promotions.

Publish more locally focused web content to stay 
relevant to site visitors.

Maintain a personality in all social media posts 
avoiding corporate-speak and overdone sales 
messages.  Build a character, tell a story and 
converse.

Ask questions and open the conversations on 
Facebook and Twitter.

Continue monthly podcast (Lookin’@Louisville 
video series) in effort to provide fresh content 
and generate return visits.  (Approximately 250K 
verifiable views and growing in over 20 distribu-
tion channels). 

Expand global viral marketing platform by hav-
ing more content published in iTunes, YouTube, 
Yahoo Podcasts, PodcastAlley.com, and others.
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Key Strategies:

Continue president’s blog on tourism.

Collect and retain 90,000 valid e-mail subscribers 
in the leisure database.

Collaborate with other Louisville entities including  
Possibility City, Friends of Lou, Louisville.com to 
utilize local ambassadors to communicate tour-
ism messages.

Develop 3D city map tied in to mobile phone 
application.

Expand mobile marketing program (SMS texting 
to select convention clients utilizing partner-
generated promotional offers).

Utilize social media to support Hometown Tour-
ist campaign by asking attractions for offers and 
assigning days of the month to tweet in advance, 
provide Facebook messages and ask attractions 
to push to their followers, use a pre-scheduled 
Twitter service for daily updates.

Research social media releases, Digg tool and 
Business Wire.

Migrate fan pages on Facebook.

Host a bloggers’ media FAM during the 
IdeaFestival.

KEY MARKETING INITIATIVES

New Trends
As with all technology, new social networking sites are popping up left and right. It is the goal of the LCVB 
to stay on the cutting edge of technology. We have identified a new social networking site that is still in the 
early adoption phase but is set to be the next “big thing.” Foursquare is a cross between a friend-finder, a so-
cial city-guide and a game that rewards you for doing interesting things. It is meant to be a social utility that 
helps you connect with friends and experience your city in a new way, encouraging discovery of new places. 
You can use Foursquare to check in from parks, bars, museums, restaurants ... really anywhere. When you 
check in, it lets your friends know where they can find you and awards points and “badges” based on your 
adventurousness. Foursquare is as much about sharing experience as it is about connecting with friends and 
discovering new places. Every Foursquare user has the ability to create both “Tips” and “To-Dos” for places. 
Tips are generally things you’d recommend to other friends (“Sample a Hot Brown at the Brown Hotel”) while 
To-Dos are more “notes to self” (“Remember to come back and try an old-fashioned at the Brown Hotel Bar”). 
Whenever you check-in to a location, Foursquare will try and pop-up a tip or to-do that one of your friends 
has left nearby.

The most successful destinations will keep their fingers on the pulse of emerging technologies and employ 
them to their competitive advantage.  Louisville has been one of the early adopters in these rapidly evolving 
forms of communication and will stay at the forefront of engaging the next generation of users converting 
them to brand loyalists one social network at a time.

Trend:  The micro-blogging service run by Twitter had 9.3 million 
registered users in May of 2009 according to comScore.  As of May 
2010, there were 105,779,710 registered users with new users sign-
ing up at the rate of 300,000 per day.

Trend:  According to Hubspot, the average Twitter account 
has 300 followers; in July 2009 it had 70.  The GoToLouisville 
account has 6,000 followers and the JustAddBourbon account 
has over 10,000 currently.  

Trend:  U.S. Internet users watched 31.2 billion videos in 
March of 2010 – ComScore, Inc.

A cross between a friend-finder, a social city-guide and a game that 
rewards you for doing interesting things. 

It allows you keep up with the places your friends go, but it also 
encourages you to discover new places and challenges you to explore 

your neighborhood in new ways. 

Badges are given out as rewards for when you check in. You can 
become the Mayor of a venue if you have checked in more than anyone. 
You will also receive pop-up recommendations from friends of venues 

that you check in to or nearby.

Lookin’ @ Louisville

Tube Mogul

Total Views: 250,000

Provides us with content to share via social 
networking sites
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KEY MARKETING INITIATIVES

DESTINATION BRANDING

Louisville Brand …It’s Possible Here
With visionary leadership from the private 
sector, the Greater Louisville Branding 
Alliance has worked since 2005 to rebrand 
the city as a tool for economic growth.  
Working with Greater Louisville Inc. and 
Metro Government, the LCVB has been a 
part of the process to uncover and com-
municate an overall brand for the city. 

Together the partners continue to follow 
a common agenda for this initiative to 
raise Louisville’s profile nationally as a destination for visitors, tal-
ent and business. With the brand successfully launched, continued 
efforts to deliver a consistent message about the possibilities in 
Louisville are ongoing among all partners. Research was conduct-
ed in late 2009 to measure results from the branding effort and 
found positive movement of awareness from several key markets. 

 “ In Louisville today, anything seems possible.” – Los Angeles Times

“Since the launch of the 
‘Possibility City’ campaign, 
(the brand team) has made 
a coordinated effort to get 
Louisville into the pages of 
national magazines.” 

– Courier-Journal
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KEY MARKETING INITIATIVES

The segment of young, professional Americans that knew nothing of Louisville was 89%.

 Only 11% of Americans (ages 22 – 41 yrs old) could offer opinions of Louisville when the 

branding initiative was launched in 2006. The number has grown to 17% in 2009 with the 

growth compared to other cities up by 55%.

Branding Effectiveness Measurement
A follow-up study conducted by Horizon Research in 2009 revealed that Louisville’s 
national awareness in the target groups has increased by six percentage points.
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Supporting all teams within the LCVB, the staff works to create awareness about Louisville as an affordable, 
accessible and unique destination for individual and group travelers through positive publicity, innovative 
advertising, outstanding marketing and sales collateral, electronic and Web campaigns, and brand strategy.

Objectives
 Distribute 110 Press Releases. 
 Service 700 media.
 Generate and service 100 travel writer visits.
 Generate 800,000,000 media impressions.
 Generate website traffic of 1,750,000 visitors sessions. 
 Generate $367,500 in advertising revenue.
 Engage and retain 17,000 social network subscribers.

TRADITIONAL MARKETING AND PUBLIC RELATIONS

As paid advertising budgets have flattened in a recessionary economy, the importance of “earned” media 
through publicity efforts has never been more vital to maintaining Louisville’s brand awareness. Through 
collaborative efforts with local partners, Louisville has been able to sustain consistent media coverage from 
local, statewide, national, and international outlets.  This visibility works to enhance the image of the city in 
the minds of potential consumers, including meeting planners, convention delegates and leisure travelers. 

With advertising budgets reduced across all markets, we will continue to maximize exposure for Louisville’s 
tourism product through aggressive public relations efforts. We will build upon successful social media foun-
dations that were developed over the last year and continue a regional drive-market focus to capitalize on 
the sustained trend of last-minute and shorter trips because Louisville is well-positioned for weekend travel. 

Trend: Weekend leisure trips now represent 53% of all vacations taken by Americans. For the first time in 
two years, the percentage of leisure travelers planning to take “more trips” exceeds the percentage planning 
“fewer trips,” according to National Travel Monitor, 2009.

Trend: The days of broadcasting one-way messages via mass media are gone. Most ads are ignored or per-
ceived as spam.  Earned media, on the other hand, has the merit of third-party credibility and is the single 
most effective tool to raise brand awareness. – Multimedia 2.0 2009

MARKETING COMMUNICATIONS

“To some, Louisville is just bourbon, baseball bats 

and a famous horse race; to those who know 

better, it’s artistic funk and gentlemanly class.” 

– Men’s Journal, April 2010
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Key Strategies:

Continue a year-around Bourbon Country and Pos-
sibility City publicity campaign targeted to regional 
and national media.

Remain engaged with journalists who have visited 
and produced with constant leads for additional 
story angles.

Sustain “value” as a key message for leisure market.

Survey existing media coverage to indentify syner-
gies and new opportunities to focus department 
efforts and glean new.

Follow journalists through social media networks 
to develop customized pitches and engage new 
media audiences.

Expand press trips to target bloggers and extend 
audience reach.

Monitor available tracking mechanisms to gauge 
reader interest.  Align pitching efforts with popular 
themes.

Explore event marketing cooperative efforts with 
area partners such as the bourbon brands to estab-
lish a Louisville and Bourbon Country presence at 
select regional events.

Repurpose best media placements by rebroadcast-
ing in multiple venues (e.g., CJ buzz, social media, 
bureau brief, newsletters, etc.).

Continue brand infusion across all creative for both 
the leisure and meetings markets. 

Broaden the brand awareness of Louisville’s pos-
sibility essence, unique personality, charm and 
originality.

Piggyback paid media during grass roots campaigns  
(bus tour) to create a buzz and maximize the budget.

Create branding impact at targeted major confer-
ences and tradeshows including: ASAE, MPI, Holiday 
Showcase, and Springtime in the Park.

Continue focus on multi-dimensional mail pieces 
for journalists and convention clients.

MARKETING COMMUNICATIONS

Left to Right: Mark Perry, Nancy Stephen, Gathan 
Borden, Susan Dallas, Joanie Allgeier, Stacey Yates, 
Jeff Bledsoe, Angela Weisser
On location at Proof on Main
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Left to right:
www.gotolouisville.com
www.lcvb.info
www.justaddbourbon.com

ELECTRONIC MARKETING

Cutting-edge technology is keeping Louisville’s awareness level high despite diminishing advertising bud-
gets. The LCVB remains committed to maintaining a superior Web presence and just last August launched 
a completely redesigned site.  The database-generated infrastructure was custom-built over 18 months to 
support a highly interactive and integrated website.  We will continue to research the latest in developing 
technology to target and attract visitors.  These tools will support targeted e-marketing initiatives to help in-
fluence visitors and meeting planners to choose Louisville over the many choices they have. A primary goal 
will be to increase the open rates and readership of the electronic campaigns.  Anecdotal research indicates 
that open rates increase for personalized messages combined with real incentives and offers.

Trend: The exponential growth of social media among people in their twenties and thirties means that 
marketing travel to this demographic segment will be substantially different than it is for those who are 
older. The 20-30s will be more influenced by the social media – essentially peer recommendations – than by 
traditional media outlets.       Source: North American Journeys Group

MARKETING COMMUNICATIONS
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Key Strategies:

Survey eblast subscriber lists for interests, feedback 
and best practices for e-marketing.

Develop editorial calendar for leisure blasts ask-
ing attractions for special offers to promote (study 
Groupon model). 

Use more provocative, but relevant subject lines in 
eblasts (news teaser headline style).

Test market special deals and evaluate most popu-
lar offers.

Continue to upgrade interactive components of the 
primary website.

Work with Partnership Development to enhance 
destination information features.
 
Employ new tactics in line with social media efforts 
to drive traffic, unique visits, length of stay, click-
throughs, and conversions.
 
Increase brand awareness of “gotolouisville.com” as 
a one-stop resource for planning and buying travel.

Expand online advertising efforts as funds are avail-
able to reach online users in the research phase of 
planning their vacation.

Develop and launch mobile website compatible 
with Web-enabled smart phones .

Optimize search engine position to drive incremen-
tal traffic and revenue at a lower cost. 

Develop schedule of ongoing partner education 
seminars on extranet and LCVB technology tools.

Launch an electronic smartphone application for 
the Urban Bourbon Trail and explore other subject 
matter.

Research Global Position System (GPS) technology 
to offer visitors a new way to discover Louisville’s 
attractions. 

Improve design and schedule of consumer elec-
tronic marketing campaign (currently a bi-monthly 
general leisure e-mail marketing newsletter and 
quarterly segmented special interest newslet-
ters featuring member hotels, special events, and 
seasonal offers). 

Continue to enhance functionality of our CRM data-
base to support all departments within the Bureau.  
Primary upgrades will be Mint and Cision integra-
tion. The Mint integration will assist our sales team 
with convention and meeting contact updates, 
pulling of past meeting histories as well as report-
ing post convention reports.  The Cision integration 
will allow us to share via the partner extranet print, 
TV/radio, and Internet clippings about Louisville 
with our partners.  

Evaluate the existing technology components of 
the welcome initiative at airport to include poten-
tial upgrade.

MARKETING COMMUNICATIONS

E-mail marketing newsletter: 
Bourbon Brief
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COMMUNITY RELATIONS

Though the majority of the general public is unfamiliar with the term “Convention & Visitors Bureau,” the 
LCVB has worked hard to explain this sometimes “invisible industry” to the local community through aggres-
sive PR efforts. The current economic climate has created a vital need for the LCVB to streamline communica-
tions with city, state and government officials.  The value of tourism dollars and the industry’s importance 
to the state’s economic development has perhaps never been more important.  People are still traveling, 
and competition among cities to attract visitors is growing.  The LCVB has been working with local agencies 
to step up opportunities to educate stakeholders about the important role the hospitality industry plays in 
bringing millions in visitor numbers, meeting revenue, and tax dollars to our city. 

Raising awareness locally is also vital to the Bureau’s long-term success in attracting visitation. More than 
47% of leisure visitors come to Louisville to visit friends and family. In addition, 43% use family and friends  
as their No. 1 source for information about places to visit. An aggressive community relations campaign  
will continue utilizing press events, Hometown Tourist, and U.S. Travel Rally programs, speaking engage-
ments and targeted pitching of the Bureau’s convention successes to educate and build LCVB awareness  
and advocacy.

Sources: Longwoods Study, DK Shiflett, Travel & Tourism Market Research

MARKETING COMMUNICATIONS

The Marketing Communications Department will attend the following technology shows: 

Event Location Date

DMAI Annual Convention Miami, FL July 2010

Emerging Technology Conference Cambridge, MA September 2010

DMO Technology Forum Bonita Springs, FL October 2010

E-Tourism Summit New York, NY October 2010

D3000 User Conference Milwaukee, WI March 2011

      Why should your Derby guests have all the fun? After they’ve enjoyed the 

sights and sounds of Louisville and skedaddled back to whatever city they’re 

from, Possibility City is opening some of its best attractions to you. Louisville’s 

Hometown Tourist Celebration, May 8th – May 31st, is your time to take in the hotels, 

museums and attractions we lucky Louisvillians take for granted. Enjoy hey-we-know-you 

discounts of up to 50% at participating attractions and hotels with your Kentucky or Indiana 

driver’s license or ID. And best of all, you don’t even have to pack. Start your stay-cation 

with a trip to www.gotolouisville.com/hometowntourist or call 1-800-LOUISVILLE.

The question isn’t what to do. 
It’s what to do first.

HOMETOWN TOURIST CELEBRATION MAY 8 – MAY 31

Why should your Derby guests have all the fun? After they’ve 
enjoyed the sights and sounds of Louisville and skedaddled back 
to whatever city they’re from, Possibility City is opening some of 
its best attractions to you. Louisville’s Hometown Tourist 
Celebration, May 8th – May 31st, is your time to take in the 
hotels, museums and attractions we lucky Louisvillians take for 
granted. Enjoy hey-we-know-you discounts of up to 50% at 
participating attractions and hotels with your Kentucky or Indiana 
driver’s license or ID. And best of all, you don’t even have to pack. 
Start your stay-cation with a trip to www.gotolouisville.com/
hometowntourist or call 1-888-LOUISVILLE.

HOMETOWN TOURIST CELEBRATIONMAY 8 – MAY 31

www.gotolouisville.com/hometowntourist

If you like living in 
Louisville, you’re  
going to love visiting it.
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MARKETING COMMUNICATIONS

”The arts scene is alive and well in Louisville.” 
– Tidewater Woman, February 2010

The Marketing Communications Department will attend the following media marketplaces 
and consumer shows:

Event Location Date

Midwest Travel Writers Association Fall Conference Milwaukee, WI September 2010

Midwest Travel Writers Association Spring Conference Chicago, IL May 2011

Malt Advocate Magazine WhiskeyFest New York, NY November 2010

Malt Advocate Magazine WhiskeyFest Chicago, IL April  2011

Public Relations Society of America International Conference  Orlando, FL  June  2011

North American Travel Journalists Association Cleveland, OH June 2011

Society of American Travel Writers Central States Chapter Kansas City, MO TBD 2011

North American Travel Journalists Conference & Marketplace Chicago, IL June 2011

Public Relations Society of America Travel & Tourism Conference   TBD Summer 2011
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The Louisville Convention and Visitors Bureau succeeds as an economic development organization thanks to 
the unflagging support of more than 800 partners. The outstanding hospitality provided to our visitors is a 
strong reason why we attract and retain conventions and guests to our community.

Our mission is to build upon this success by continuing to offer truly tangible benefits as only the LCVB  
can, including access to sales leads; client referrals for business; listings in official publications and website 
(www.gotolouisville.com); opportunities to partici-
pate in sales calls, tradeshows, promotions, client 
and media familiarization tours, and other coopera-
tive sales and marketing initiatives.  

Objectives
 Generate $270,000 in total partnership revenue.
 Retain 85% of the 2009 partnership base.

Situation Analysis
Over the past year, meeting planners have continu-
ally told us they would like to offer their conven-
tion attendees cost-saving promotions from area 
businesses and attractions. The following strategies 
will accomplish a dual purpose: bringing increased 
value to our visitors during these tough economic 
times, as well as increased foot traffic to our part-
ners. 

In addition, www.gotolouisville.com has become a 
key resource for people planning their visits to Lou-
isville. We need to utilize this tremendous resource 
and potential business builder to the fullest by 
maximizing the business listings, upcoming events, 
photos and reviews.  

PARTNER DEVELOPMENT

Left to Right: Melissa Sparks and Michelle Penn
On location at Lynn’s Paradise Cafe
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LCVB Golf Classic
Spend a day on the links at one of the city’s 
premier tournaments. This year’s event will be at 
Fuzzy Zoeller’s Covered Bridge Golf Course on 
October 4, 2010.   

Partner Orientation and Refresher Session
Overview of the Bureau’s products, services and 
tools for marketing your business to consumers/
leisure travelers, convention planners, the travel 
industry, travel media and Bureau partners.

Held bi-monthly January, March, May, July,  
September, November

Partner Showcase
Opportunity for partners to make presentations 
about their businesses to key Bureau staff who 
may be in position to refer business.

Held bi-monthly January, March, May, July,  
September, November

PARTNER EVENTS AND OPPORTUNITIES 

The LCVB hosts a wide range of partner events 
throughout the year ranging from professional 
development to outstanding networking events. 
Some of these events include:

Business After Hours
Partner-to-partner networking in top special event 
venues with food, beverages, and entertainment. 
(Spring & Summer, dates TBD) 

ROSE Awards
Annual luncheon featuring the Recognition of 
Service Excellence (ROSE) Awards. This event 
celebrates the industry’s accomplishments as well 
as recognize the many people on the front line of 
the hospitality industry that have made Louisville 
a successful destination. This year’s event will 
be held at the Louisville Downtown Marriott on        
November 11, 2010. 

PARTNER DEVELOPMENT

Key Strategies:

Maintain our status as the most cost-effective 
way to thoroughly market to the convention 
and tourism industries for our partners.

Continue to build strong alliances with asso-
ciations and organizations that align with our 
mission and collaborate to promote our shared 
goals and objectives.

Improve the business services content on the 
LCVB website and ensure partners utilize the 
listings opportunities provided.

Encourage strong partner 
participation in the Very 
Important Badge (VIB) 
program where a conven-
tion delegate can present 
name badge at restaurants 
and attractions to take ad-
vantage of special offers.

Louisville Convention & Visitors Bureau, 
the Kentucky Tourism Council, 

and the Kentucky Hotel & Lodging Association 
Golf Scramble 

Monday, October 26, 2009
Quail Chase Golf Course

7000 Cooper Chapel Road

Registration deadline: October 19, 2009 

401 W. Main St., Ste. 2300
Louisville,KY 40202
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ROOM TAX BREAKDOWN
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Room Tax

(in percentage)

Cincinnati

+ $2.00/room Fee

+ $2.00/room Fee
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15.00%

15.00%
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15.01%

15.23%
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Sales Tax
6.0%

Incremental Tax - .51%
(6% X 8.5%)

KY Center
1.0%

CVB
4.5%

Bond
Debt Service

2.0%

State Lodging Tax
1.0%

Total Room Tax = 15.01%
The majority of the CVB’s budget supports the sales 
and marketing effort to elevate Louisville’s percep-
tion among potential buyers as a premier meet-
ings and leisure destination. The Board of Directors 
works to ensure resources are invested carefully 
and efficiently, with an emphasis on programs that 
directly impact hotel occupancy.

FINANCE AND ADMINISTRATION

1. Left to Right: Kimberleigh Deignan and Janet Lord
On location at Muhammad Ali Center 

2. Left to Right: Randy James, Connie Phelps, Chris  
Kipper, Robin Vanzant, Mark Fredo
On location at Actors Theater of Louisville

3. Left to Right: Jane White, Deanie Zirnheld, Georgia 
Davis, Pat Parker
On location at Belle of Louisville

2

1

3
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STAFF LIST

Executive 
Jim Wood 560-1463
President & CEO
jwood@gotolouisville.com

Karen Williams 560-1464
Executive Vice President
kwilliams@gotolouisville.com

Jennifer Barnett 560-1474
Vice President Convention Development
jbarnett@gotolouisville.com

Dineene Bradley 560-1495
Vice President Tourism Development
dbradley@gotolouisville.com

Chris Kipper 560-1499
Vice President Finance/Administration
ckipper@gotolouisville.com

Doris Sims 560-1465
Vice President of Bureau Services
dsims@gotolouisville.com

Stacey Yates 560-1462
Vice President Marketing Communications
syates@gotolouisville.com

Peggy Riley 560-1478
Director of Multicultural Affairs
priley@gotolouisville.com

Kimberleigh Deignan 560-1467
Executive Assistant to President/CEO
kdeignan@gotolouisville.com

Janet Lord 560-1490
Executive Assistant/Executive VP
jlord@gotolouisville.com

Administration
Robin Vanzant 560-1486
Director of Finance/Administration
rvanzant@gotolouisville.com

Connie Phelps 560-1493
Finance/Administration Manager
cphelps@gotolouisville.com

Mark Fredo 560-1461
Purchasing Coordinator
mfredo@gotolouisville.com

Randy James 560-1482
Director of Information Technology
rjames@gotolouisville.com

Pat Parker 584-2121
Receptionist

Georgia Davis
Receptionist

Jane White
Receptionist

Deanie Zirnheld
Receptionist

Tourism Development 
Nicole Twigg 560-1477
Director of Tourism Development
ntwigg@gotolouisville.com

Kate Amara 560-1468
Tourism Sales Manager
kamara@gotolouisville.com

Gayla Schaftlein 560-1466
Tourism Sales Manager
gschaftlein@gotolouisville.com

Mary Jo Whittaker 560-1496
Tourism Assistant
mwhittaker@gotolouisville.com

Harry Young 560-0019
Visitor Services Supervisor
hyoung@gotolouisville.com

Susan Pass 379-6106
Visitor Services Manager
spass@gotolouisville.com

Destiny Monyhan 814-2746
Visitors Center Coordinator
dmonyhan@gotolouisville.com

Leslie Osborne 814-2744
Visitors Services Coordinator
losborne@gotolouisville.com

Convention Development 
Angi Van Berg 560-1475
Director of Convention Sales
avanberg@gotolouisville.com

Mark Barnes 560-1460
Director of Northeast Sales
mbarnes@gotolouisville.com

Katie O’Bryan 369-6105
Director of Midwest Sales
kobryan@gotolouisville.com

Lisa LeCompte 560-0016
Senior Sales Manager
llecompte@gotolouisville.com

Joyce Howlett 560-1484
Senior Sales Manager
jhowlett@gotolouisville.com

Area code is 502 unless otherwise noted.
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STAFF LIST Area code is 502 unless otherwise noted.

Mae Bower 560-0008
State Sales Manager
mbower@gotolouisville.com

Gen Howard 560-1497
National Sales Manager
ghoward@gotolouisville.com

Susan Sauer 560-1481
Senior Sales Manager
ssauer@gotolouisville.com
 
Casey Kruer Allen 560-0014
Senior Sales Manager
ckruerallen@gotolouisville.com

Katrina Gallagher 560-0002
Sales Manager
kgallagher@gotolouisville.com

Minerva Garcia 560-0018
Sales Manager
mgarcia@gotolouisville.com

Betsy Burgin 560-0004
Sales Information Manager
bburgin@gotolouisville.com

Paul Moore 560-1470
National Sales Manager
pmoore@gotolouisville.com

Lindsay Geib 379-6101
Sales Manager
lgeib@gotolouisville.com

Darlene Starks 560-0007
Senior Administrative Assistant
dstarks@gotolouisville.com

Angela Louden 560-1491
Administrative Assistant 
alouden@gotolouisville.com

Becca Lloyd 560-1498
Administrative Assistant
blloyd@gotolouisville.com

Keri Willard 560-1487
Administrative Assistant
kwillard@gotolouisville.com

Saundra Robertson 379-6110
Administrative Assistant
srobertson@gotolouisville.com

Convention Services
Allison Kuussalo 736-3496
Convention Services Manager
akuussalo@gotolouisville.com

Lauren McAlpin 560-1476
Convention Services Manager
lmcalpine@gotolouisville.com

Cinnamon Jawor 560-1485
Director of Convention Services
cjawor@gotolouisville.com

Rita Edmonds 560-1476
Services Manager
redmonds@gotolouisville.com

Karen Wallace 560-0012
Director of Housing Services
kwallace@gotolouisville.com

Jackie Workman 560-0017
Services Assistant
jworkman@gotolouisville.com

Nicole Fitzpatrick 560-0010
Services Assistant
nfitzpatrick@gotolouisville.com

Marketing/Communications 
Mark Perry 379-6107
Director of Technology Marketing
mperry@gotolouisville.com

Susan Dallas 560-1480
Communications Manager
sdallas@gotolouisville.com

Nancy Stephen 560-1488
Communications Manager
nstephen@gotolouisville.com

Gathan Borden 560-1489
Marketing Manager
gborden@gotolouisville.com

Jeff Bledsoe 560-0005
Web/Graphic Designer
jbledsoe@gotolouisville.com

Joanie Allgeier 560-1469
Advertising Sales Manager
jallgeier@gotolouisville.com

Angela Weisser 560-0013
Marketing Communications Assistant
aweisser@gotolouisville.com

Partnership Development 
Melissa Sparks 560-0015
Director of Partnership Development
msparks@gotolouisville.com

Michelle Penn 560-0020
Partnership Development Coordinator
mpenn@gotolouisville.com
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Commissioners:
Front Row, Left to Right: Mary Moseley, President/CEO 
Schneider Companies; Gary Ulmer, President, Louisville 
Bats;  Bekki Jo Schneider, Owner/Producer Derby Dinner 
Playhouse.

Back Row, Left to Right: Dani Porter, Vice President, A.D. 
Porter & Sons Funeral Home; John T. McCarthy, Manag-
ing Partner, McCarthy Speaks Strategic Solutions; Harold 
Workman, President & CEO, Kentucky State Fair Board; 
Cissy Musselman, Vice Chair, Risk Management Services 
Corporation; Michael Grisanti, private investor.

 Not Pictured:  David Tompkins

COMMISSIONERS



One Riverfront Plaza
401 West Main St., Suite 2300
Louisville, KY 40202

Local: (502) 584-2121
Toll Free: 1-800-626-5646
Toll Free Visitor Services: 1-888-Louisville (888-568-4784)
Fax: (502) 561-3120
Email: info@gotolouisville.com

www.gotolouisville.com
http://lcvb.info
www.justaddbourbon.com

@GoToLouisville
@JustAddBourbon

GoToLouisville
BourbonCountry


