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FULFULLMENT

Shrinking budgets stretched by seemingly endless postal price increases have lead to
constant monitoring of fulfillment costs.  The irony of the situation is that as advertising
effectiveness increases, so does the expense of fulfilling additional inquiries.  Research has
shown that despite the number of people researching and booking travel online, the Official
Visitors Guide is still a valuable printed resource.  Publishing of the 2010 Official Visitors
Guide will be done in cooperation with Miles Media, a nationally recognized publishing
company specializing in award winning guides.  The Guide will be written with input from
respected Kentucky travel writers and the advertising sales force hired from Kentucky
applicants.  A self-liquidating model for publishing, where advertising will offset printing
and publishing costs, has been adopted in order to save money previously dedicated to such
expenses.  

In order to maintain postal efficiencies, each Guide will weigh less than one pound.  Bulk
shipping will be supplied by Prison Industries, who provide extremely competitive rates and
accommodating service.  By February 2010, a supply of 400,000 Official Visitors Guides will
be ready for distribution at:

�� Welcome Centers
�� Trade Shows
�� International and Domestic Request
�� Rest Areas
�� State Parks
�� Convention and Visitors Bureaus and Visitor Centers across the state

ARROWCASTING

Television screens featuring video footage of advertised destinations, attractions and events
have been placed at each of the eight Welcome Centers, the Kentucky Horse Park, the
Kentucky History Center and the Artisan Center. Advertising on the screens is available for
purchase through the Kentucky Tourism Council. This year, the Department of Travel is
committed to making the following upgrades to this innovative, motivational advertising
opportunity:

�� Use of audio with video segments
�� Split screen technology to provide travelers with important information such as

traffic/weather while attracting additional exposure to featured advertisers
�� Visibility to be seen and heard 24/7.  Currently, the screens can only be seen during

normal business hours.  Every effort is being made to create traveler access to this
advertising venue even while the Centers are closed at night.

22
Marketing Plan 2009-2010 

Kentucky Department of Travel & Tourism



23

Adventure Tourism Advertising Plan

BROADCAST

Television

Despite new trends and changing media patterns, TV is still the most effective medium to
communicate with lots of people.  The Office of Adventure Tourism has targeted the 24-54
age group and is actively pursuing them through television ads.

Network Goals
• Louisville, KY
• Lexington, KY
• Cincinnati, OH
• Charleston-Huntington, WV
• St. Louis, MO
• Nashville, TN
• Knoxville, TN
• Evansville, IN
• Indianapolis, IN

Cable Goals
• Lexington
• Louisville
• Northern Kentucky
• Bowling Green
• Paducah

PRINT

Print media is a very effective means of creating interest in outdoor recreation in Kentucky.
The Office of Adventure Tourism will co-op with the Department of Travel as well as focus on
the demographic.

Target Sources
• Blue Ridge Outdoors
• Outside Magazine
• National Geographic Explorer
• Outpost Magazine
• Trail Rider
• Field and Stream
• Garden and Gun
• Kentucky Living
• Kentucky Monthly
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ONLINE

In an ever changing media spectrum, the internet is fast becoming the medium of choice for
the “outdoor recreation demographic”.  In addition to working with the Department of Travel
in building a new, user-friendly website, the Office of Adventure Tourism is targeting
outdoor websites and social media.

Target Sites
• Gordon’s Guide
• Louisville Metro Mojo
• Nashville Metro Mojo
• Tops in Lex

PRESS TRIPS

The Office of Adventure Tourism will host two press trips a year, one in the spring and one in
the fall.  The office will also coordinate with the Department of Travel in their efforts.

TRAVEL SHOWS

The best way to communicate is direct interaction. That being said, the Office of Adventure
Tourism will take the show to the road and go to travel shows in Chicago, Washington, DC,
and Toronto, Ontario.
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PUBLIC RELATIONS PLAN

DOMESTIC AND INTERNATIONAL PUBLIC RELATIONS

Public Relations is a key tool in presenting integrated story ideas and news to in-state,
national and regional media to benefit all of the travel regions in Kentucky.  With fewer
marketing funds available for advertising, it is imperative that Kentucky is vigilant in
capitalizing on all earned media opportunities.  By using online technology, we are able to
maximize distribution and resources.  The public relations office will:

• Develop/distribute a series of tailored story pitches and press releases, coordinated
with calendar of events

• Develop innovative communications materials to deliver information into travel
writer and editors hands

• Conduct media visits to create and nurture relationships between Kentucky and key
media most likely to be interested in writing about the state

• Coordinate familiarization tours for vetted travel writers and editors

• Bolster public relations efforts directed specifically at international markets.  

Message Distribution Channels – In State

• Kentucky newspapers (print and web)

• Local radio stations (and their websites)

• Local televisions (and their websites)

• Kentucky Tourism Council

• Kentucky Association of CVBs

• www.kentuckytourism.com

• Tourism Insider

• State Agencies and Cabinet partners

Story Concepts to include:

• Seasonal angles including:

Color Fall

Discover Your Own Backyard

• Calendar of events

• Perennial adventures

• Uniquely Kentucky experiences

• Regional collaboration

• Emerging travel trends and products

• Commemorations, anniversaries, celebrations

• New product
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SOCIAL MEDIA

Social media has many definitions, but basically it is a communications format where the
user publishes content using web enabled/electronic technology.  The application of social
media to tourism marketing changes as quickly as the technology that supports it does,
however there is no doubt that it should be included in tourism marketing and planning.    
The goal for using social marketing is to spark positive conversation about destinations,
attractions and events throughout the state.  Those brief conversations should point back to
Tourism’s website and grow into planning visits and extended stays.  Planning a way to
connect people to people via technology is somewhat tricky since tactics will vary as
technology quickly advances and consumer behavior changes.

Popular forms of Social Media involve user generated content that range from video/photos,
reference information and ratings, to personal and professional networking.   Flickr,
YouTube, Diggit, LinkedIn, and Twitter are only a few that represent the growing list of ways
products and ways people are connecting via technology.

             

The challenge is monitoring and managing them all!  The Department of Travel will focus on
Twitter and Facebook.  Weekly Tweets are sent out through the Communications office and
there are several Facebook pages set up:  Mike Cooper Travels,  Kentucky Unbridled Spirit
and Kentucky Tourism.  These outlets will be used to create a buzz about specific events and
news items.  Followers will be driven to our website for complete details on what is
communicated as well as be encouraged to read about other tourism opportunities.  While
social media is a much talked about topic, it is important to keep in perspective how and
who is engaged with it and how it is most effective.  The Department will continue to
monitor research and employ tracking mechanisms as they become available.
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THE KENTUCKY EXPERIENCE AT
THE ALLTECH FEI WORLD EQUESTRIAN GAMES 2010

Kentucky will be in the spotlight as hundreds of thousands of visitors converge at the
Kentucky Horse Park for the Alltech FEI World Equestrian Games in September/October
2010.  While eyes from around the world are upon us, we want to encourage visitors to
explore and enjoy the wide variety of unique destinations, attractions and events throughout
all of Kentucky.  The Kentucky Experience, a 25,000 square foot facility, will be erected at
the Kentucky Horse Park during the games to showcase the Bluegrass States’ great wealth
of culture, attractions, products and scenic beauty.   The mission of the Kentucky Experience
is to educate and entice our international and domestic visitors to explore the wealth of
tourism opportunities that abound throughout all of Kentucky.  The Kentucky Experience
will be used as an invitation to plan trips throughout the state to experience the our
Unbridled Spirit.

MARKETING INITIATIVES

The Department of Travel will directly market to World Equestrian Games ticket holders,
through the following methods:

• Monthly E-Newsletter highlighting different regions of the state, sponsor
information and featured packaged tours and itineraries

• All marketing efforts take them directly to www.TheKentuckyExperience.com
website where they can plan their trip, get itinerary ideas, purchase a
package tour, or find general information about Kentucky while they are here

• Banner ads on the www.alltechfeigames.com website, linked directly  to the
Kentucky Experience website for further information and planning.

• Facebook page for The Kentucky Experience with weekly updates and
communication

Another target market is the “Horse Enthusiast” - equestrian followers who attend various
horse shows around the world - but may not be familiar with the World Equestrian Games
2010, or Kentucky.  We will market to them via e-lists that we have captured at Horse Shows
or through acquired lists including:

• One E-Newsletter on The Kentucky Experience with an Opt-in option for
further E-Newsletters to be sent of a quarterly basis

• Facebook page for The Kentucky Experience for weekly updates and
communication

International Marketing to the general tourism consumer will be done through Discover
America – USA Travel Guide and DiscoverAmerica.com, the official Travel and Tourism
website of the United States.   Campaign details include:

• Four monthly “Great USA Escapes” e-blasts to 100,000 Internationl Opt-in
travelers
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• One month Window Shade Homepage ad on the UK site of
DiscoverAmerica.com

• One month Window Shade Homepage ad on the German site of
DiscoverAmerica.com

• One fourth page ad in six languages of Discover America USA Travel Guide

• Two Months Skyscraper Ad on Discoveramerica.com

• Display ad link to TheKentuckyExperience website via electronic version of
travel guide

PUBLIC RELATIONS INTITATIVES

Communications and earned media are crucial to successful marketing of awareness of and
attendance to the Kentucky Experience.  Different messaging points will be developed for
the variety of media niches and target markets/publications selected, including:

• Feature Article on the mission/purpose and goals around the Kentucky
Experience

• Timely articles highlighting different aspects of the Kentucky Experience
such as a region, bourbon trail, Kentucky Proud, Kentucky Artists,
Entertainers, Jon Carloftis Courtyard, Horsemania, etc.

• Comprehensive Media Room on TheKentuckyExperience.com with feature
story ideas including: Iconic Kentucky, Horse Farms, Uniquely Kentucky
product.  Video and photos will be made available to media to use in
conjunction with the stories

• Template letter to editor for use by our Regional Representatives with local
media on how the Kentucky Experience impacts their area

• Monthly World Equestrian Games Press Briefings

NICHE MARKETING
CIVIL WAR SESQUICENTENNIAL
CULTURAL/HERITAGE
AGRITOURISM
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RESEARCH

The office of Research and Administration, based in the Office of the Secretary of the
Kentucky Tourism, Arts and Heritage Cabinet will continue to work closely with the
Department to develop and maintain a cohesive, centralized research program.

Over the upcoming months, the Office of Research and Administration will focus on
providing targeted local, regional, statewide, and national research that supports informed,
meaningful marketing decisions on all levels.  As we recognize that markets and needs vary
from region to region, indeed between communities, a focused plan will enable marketing
funds to be used most effectively.  The following areas of emphasis will be implemented:

ECONOMIC IMPACT AND BUSINESS PROFILE
Coordinated with Certec, Inc, the Kentucky Tourism and Travel Industries Expenditures
Report will continue to be a key component in the research program. Based on independent
data collection and business surveys augmented by national and state tax data and
resources, this report provides direct and total tourism expenditures for each county in the
Commonwealth.

The Office will continue to maintain a recently updated “profile”, which is a compilation of
all lodging, marinas, and attractions across the Commonwealth.  An updated visitor profile
and monthly tracking of trends will also be developed in the upcoming year.   

TOURISM TRACKER
The quarterly Tourism Tracker newsletter will continue to be published and distributed
electronically.  This publication is designed to keep the tourism industry up to date on
tourism trends and economic factors which affect travel.  

ROI / MARKETING EFFECTIVENESS
One of the greatest needs that the office has identified is the ability to track marketing
effectiveness.  The office will develop tracking techniques which will highlight target
markets both on a statewide and regional level.  A highlight of this program will be to
develop tracking of web driven responses.

SMITH TRAVEL RESEARCH
Smith Travel Research provides a monthly report on lodging trends for each region.  We will
continue to receive this report and will use it to augment the in-house research projects.  

REGIONAL DEMOGRAPHICS
In order to assist regional marketing efforts in identifying target markets specific to each
region, the office will develop regional demographic information.  

SPECIALIZED RESEARCH PROJECTS
The office will continue to provide assistance for specialized research projects as needed.
This includes coordination with all cabinet agencies as well as industry members
throughout the Commonwealth.  This may include conducting online surveys, focus groups
and/or providing research templates.     

RESEARCH PUBLICATIONS
The office will review the Travel Advance®, US Travel Association produced publications,
and other research publications.  Key articles and information will be retained in order to
provide speaking points for the Secretary of the Cabinet, the Office of Communications and
any other entities who require such information.
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