2018 BOARD OF DIRECTORS

We, staff and board members, of eXplore Lawrence
are pleased to present our 2018 Annual Report,
This report showcases our accomplishments and provides
goals that we will be working towards in 2018, eXplore DEREK FELCH, vice-cuar, Hamgton Inn
Lawrence (EL) is a not-for-profit organization that is i E
dedicated to promoting Lawrence and Douglas County as
a premier tourism dastination. Funding for our organization
LAWRENCE is a portion of the Transient Guest Tax (TGT) collected at
hotels, bed & breakfasts and short-term rentals located CHARLIE PERSINGER, University of Kansas
within the city of Lawrence.

MIKE LOGAN, cHair, Granada

DONEASE SMITH, Kansas Athletics

The 2017 Economic Impact in Douglas County Issued by PORTER ARNEILL, £x orricio, City of Lawrence

Tourlsm Economics highlights the significant role tourism
plays in the local econgms?f\‘fisitors ;gnent $265 million in RACHEL BLACK, Americana Music Academy
2017 which ranks Douglas County 5th among all counties in
the state. Visitors spending directly supported 2 853 local STEPHEN HORTON, Treasurer, DoubleTres by Hilton
jobs in addition to generating $42.9 million In tax revenues,
with $24 million accruing to state and local governments. LISA LARSEN, City Commission
We welcomed three new stali members in 2018, Kendra
Schultz joined us as our Director of Sales. Lauren Driessel LARRY MCELWAIN, ex oFFicio, Lawrence Chamber
was hired as the Higher Education Account Manager to
complete our Sales Department. Autumn Whitt joined the SALLY ZOGRY, ex orricio, Downtown Lawrence Inc
Visitor Center staff as a part-time Travel Counselor.
eXplore Lawrence offered practical training to local
businesses and organizations in 2018. A Safety Summit
included active shooter training provided by the Lawrence
Police Department as well as crisis communications
ANNUAL REPORT planning led by Julie Boyle of USD 457, We also partnered
with the Red Cross of Douglas County to offer Adult and MICHAEL DAVIDSON, Executive Director
Pediatric CPR training
2019 will see a number of new Initiatlyes; foremost KIM ANSPACH, Director of Community Relations
relocating our Visitors Center from North Lawrence to 812
Massachusetts St., which we expect to open in May. A new KENDRA SCHULTZ, Director of Sales
technology tool, UTRIP - a personalized trip planner, and

finally, we will be rolling out our new Tourism Ambassador LAUREN DRIESSEL,

program with the goal of empowering front line staff and Higher Education Account Manager
citizers to engage with visitors and become advocates for

tourism in Lawrence & Douglas County, ANDREA JOHNSON,
We are committed to being a data-driven destination Director of Marketing & Communications
management organization that assures the greatest possible

retum on investment. Looking forward, we will continue to VICTORIA CLEARY, Director of Visitor Seryices
employ best practices In marketing and sales as we work

together to grow tourism in Lawrence and Douglas Caunty. KEITH MANIES, Visitor Center Manager

AUTUMMN WHITT, Travel Counselor

ioard Chair
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explore

LAWRENCE

', 754 individuals visited
UnmistakablyLawrence.com
52 times

5.2 million social impressions

4,026 new social media fans

ARRIVALS*
2,052 arrivals
20,520 estimated arrivals

7,325,640 estimated revenue
generated
Top 5 Origin States
Kansas
Missouri
Texas

Colorado
California

VISITOR CENTER

volunteers

13,1 67 BROCHURES & MAPS

DISTRIBUTED

3 y 8 2 5 VISITORS SERVED

4’ 2 8 8 WELCOME BAGS

DISTRIBUTED TO /2 GROUPS

76 6 VOLUNTEER HOURS

Potential Reach: 3

Ad Value: 530

Top Content

* “50 states: 50 Female Chefs” USA Today

* "KU journalism project tells stories of historic
buildings” World, US News & World Report,
Associated Press, +6 mora®

* "These are the 10 Best Places for Singles Now"
Time Magazine

* “The Top 10 Rivalries in College Easketball”
Yahoo Sports, Sports lilustrated, MSN.com

* "The Best College Basketball Arenas”
Rankings About Everything. Voted on by Everyone

VERTIS!

« KANSAS! Magazine

« Kanzas Travel Guide

» Kansas Men's Basketball

« Kansas Society of Association
Executives Membership Directory

» Kansas State Parks Guide

* Midwest Meetings Guidebook

* Digital Display

« E-Newsletters

* Mobile Display

* Mobile Geofencing

* Native Advertsing

= Search Engine Marketing (Google & Bing)
+ Social Media

= TripAdvisor

« IMG/Kansas Athletics

2018 LEADS RECEIVED

W ATHLETIC & SPORTS/RECREATION (35%)

Bl CULTURAL & FINE ARTS (13%)
UCATIONAL (11%)
WVIRONMEMNTAL (2%)

B HEALTH, MEDICAL & PHARMACEUTICAL (7%)

B HERITAGE PATRIOTIC, VETERANS (9%)

W HOBBY & VOCATIOMAL (2%)

W INSURANCE ]

B MILITARY/MILITARY REUNIONS (45%)

M TOURISM INDUSTRY EVENTS

| TRADE, COMMERCIAL, BUSINESS (4%)

RICULTURAL, COMMODITIES,

FOOD/FOOD PRODUCTS
Number of Leads Received in 2018
e

LEAD
STATUS

Definite Pending Lost Business

ist Place: Community Awareness
Campaign, Large Budget:
Weekly Things-To-Do videos

1st place: Integrated Marketing
Campaign, Large Budget:
Lawrence Block-by-Block

Lawrence Block-by-Block

2019 MARKETING INITIATIVES
Utrip - Personalized Trip Planner

Football Weekends

COMMUNITY ENGAGEMENT

m Extranet logins: 1,613 by 110 users

snts added to event

calendar

2019 COMMUNITY
ENGAGEMENT INITIATIVES

B Tourism Ambassador Program

LEADS RECEIVED

A total of 46 leads were received from
January 1st through December 31st in

2018. Of those 46 leads, 26 were booked
definite, 9 are still in ‘lead’ status (pending
decisions), and 11 were lost. 29 total leads
were booked definite in 2018 (26 received
in the year, and 3 that were already in 'lead’
status at the start of the year). Of the 29
leads booked in 2018, 21 also took place in
2018, and 8 will take place in 2019.

2019 SALES INITIATIVES

2018 LEADS BOOKED

B ATHLETIC & SPORTS/RECREATIOM (35%)
B CULTURAL & FINE ARTS (17%)
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B HERITAGE, PATRIOTIC, VETERANS (10%)
W HOBBY & VOCATIONAL (0%)
W INSURANCE (0%)
W MILITARY/MILITARY REUNIONS (0%)
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