
 

 

eXplore Lawrence Board Retreat Agenda 

Friday 1/16/25 

12 – 4  Carnegie Building  

 
1. Opening Business Session 

 Welcome to new members 
 Business Meeting   

 
 

2. Departmental 2026 Plans 
 Sales 
 Marketing 
 Community Relations 
 

3. Strategic Plan 
 

4. 2026 Organizational Goals  
 

5. Closing and Commitments  
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Explore Lawrence 

Board of Directors Meeting 

December 12, 2025 

 

Present: Drew Gaschler, Chair, Lindsay Hart, Emily Peterson, Margann Bennett, Heidi Champagne, Kirk 
Goodman, Mike Logan, Heather Shull, Commissioner Amber Sellers 

Present Online:   Tina Tourtillott, Anthea Scouffas 

Staff: Kim Anspach, Executive Director, Ruth DeWitt (notetaker), Chris Herman, Director of Sale, 
Jennie Nguyen, Director of Marketing 

Drew called the meeting to order at 1:03 PM 

 

MINUTES/FINANCIALS:  

Approved November minutes (Emily, Heidi)  
 
Kim and Tina presented the financials.  The financials are on track – we have had savings from being out 
of the Mass St. visitor center, have our first payment to Extreme Bus Builders for the mobile visitor 
center build out.   

The board accepted the financials. 
 
Board of Directors for 2026 
Emily Peterson accepted an appointment to her first full term.  (Kim reminded us she was filling the 
vacancy created when David Hayob left the board).   
 
Anthea is retiring from the board at the end of the year, having filled her terms.  This is her last 
meeting.  Kim thanked her for her service to eXplore Lawrence.  Kim reported Marlo Angell’s 
nomination to the board was approved by the City Commission at their last meeting.  Marlo will begin 
at the January meeting. 
 
Kirk announced he will be leaving OVG and Lawrence to accept at job in Houston.  He will resign from 
the board at the end of the year.  Kirk recommended that Katie VanderVelde, Director of Sales at 
Oak View Group, fill his term.  Kim will meet with her.   
 
Tina has had a change in her teaching schedule and doesn’t feel she can continue as treasurer due 
to her time constraints.  Heather agreed to step into the treasurer role.   
 
Tina moved to nominate the 2026 board officers as follows: (Emily seconded, motion passed) 
Chair, Heidi Champagne 
Vice Chair, Drew Gaschler 
Treasurer, Heather Shull 
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STAFF REPORTS: 

MARKETING: 

We were thrilled to welcome Jennie Nguyen as the new Marketing Director.  Jennie joins us from the 
Linda Hall Research Library in Kansas City.  She has only been in the office a few days, but is already 
getting into the work ahead.   

Kim and Jennie shared the marketing report.  Web traffic decreased a bit, but event count was up to 
13.4 events per user, which shows people are coming on our site and staying.  We had over 120K views 
on our site.  The events calendar is still the highest page visited on our site.   

Our social media accounts are doing very well, and increasing followers and views at a rapid rate.  Shout 
out to Lauren Nagengast who does a fantastic job with the accounts, and was working by herself while 
the Director position was vacant.  Last month, we gained 1,000 social media followers, and 800K views 
on event reels such as Nightmare on Mass Street.   

MOBILE VISITOR CENTER: 

The van is in the bay to begin the interior build.  The video components are being installed.  We met 
with a videographer Kim and Ruth feel confident understands what we’re looking for.  We are checking 
references and assuming that works out, we will contract with him.  

SALES:   

Chris gave an update on the sales department.  He is writing a sales plan, setting goals for 2026, which 
he’ll present at the January board retreat.  Chris and Ruth are working on updating reporting metrics. 

COMMUNITY RELATIONS: 

Ruth gave a quick update on World Cup.  She thanked those who came to the Draw party at the Oread, 
and shared how the draw, and the game schedule that was released the following day was shaping up.  
This next week, teams will be touring Rock Chalk Park and the Oread, so she’s prepared for that. 

Commissioner Sellers mentioned there are conversations about extending the Amtrack service of the 
Missouri River Runner to Lawrence out of Union Station in KC on match days.  

Margann mentioned the Chamber is working on finding some open retail space for pop ups, 
installations, and other activities to reduce open spaces in downtown.   

The big news was the announcement of Lawrence as a stop on the bus line as part of the regional 
transportation plan.  Direct bus service will run from Lawrence Central Station to Kansas City (Union 
Station/Fanfest) daily, every 30 minutes.  It is yet to announce the cost, or the duration of the service 
during the day (possibly 16 hours).  Lawrence Transit is working on the issue of a lack of parking at 
Central Station.   

We continue to wait on the word for a base camp team in Lawrence.  We will lean something by the end 
of January.   

Margann has a person who is interested in creating World Cup content for websites and social media.  
She will connect with Ruth and Jennie.   
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The library is planning some run-up programming to get residents and fans interested in World Cup.  
They adapted their logo for World Cup, and are working on instruction programming about the game, 
fan behavior, and cultural trainings when we learn more about the team we might host.   

Ruth had a meeting with the Dobskis from McDonalds and the plans for them as international sponsors.  
They told us the trophy might be in Kansas City between April 18-20 and Ruth will be working on an 
event for that, hopefully involving the schools – as a student focused event.  

 

EXECUTIVE DIRECTOR’S REPORT: 

TGT Collections: 

The comment period has ended, and everything is in place for the TGT collection rate to raise to 8% 
January 1, 2026.  Ruth and Kim are meeting regularly with Casey Toomay, Assistant City Manager, 
and the city has sent both an email notice and a certified letter to hotels about the increase.   

Air DNA Reports: 

Our Air DNA future reports are starting to get near the tournament time, so in a few meetings, we’ll 
start to see some insight into the short term rental rates.   

Board Retreat Planning: 

The board retreat has been set for January 16 from 12-4 PM at the Carnegie building.   

Working Agenda: 

Abbreviated November business meeting 

Department Reports 

Sales 
Marketing  
Community Relations 

Mobile Visitor Center Update 
World Cup Update – eXplore Lawrence role 

Strategic Planning 

Review 2023-2027 Plan 
New Strategic plan post-2027 
Annual goals for eXplore Lawrence, beyond World Cup 
Budget Review going into 2026 and 2027, with TGT funding.  
 

ADJOURNMENT: 

The meeting adjourned 2:02 pm. (Heidi, Emily)  

 
Respectfully submitted, 
Ruth DeWitt 











NOVEMBER 2025

MARKETING REPORT

NOVEMBER MARKETING SUMMARY

Our November marketing messages focused on the return of college basketball, autumn in Lawrence, and the beginning of

the holiday season. We continued to share evergreen content in support of our business and community members, visitor

guide orders, and marketing our events calendar. 

Active users Active users (previous year)

Nov 1, 2024
Dec 7, 2024

Jan 12, 2025
Feb 17, 2025

Mar 25, 2025
Apr 30, 2025

Jun 5, 2025
Jul 11, 2025

Aug 16, 2025
Sep 21, 2025

Oct 27, 2025
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Event count

381,573
 -11.1%

Event count per user

11.36
 -2.2%

EXPLORELAWRENCE.COM

In November, explorelawrence.com saw 34,145 total users, an decrease of 8.9% from November 2024. Each user averaged

over 11 "events" on the site, including page views, scrolls, link clicks, video views, etc. Page views decreased from November of

last year, to 94,808. The Events Calendar was the most visited with 19, 352 views or 20% of total views, followed by the Winter

Wonder Pass page with 6,663 v. Organic traffic remains the leading source of site traffic.

Page title Views % Δ

Events Calendar - Unmistakably Lawren… 19,352 -15.8%

Winter Wonder Pass 6,663 422.2%

Holiday events in Lawrence, Kansas 5,975 95.5%

Eat - Unmistakably Lawrence 3,828 -22.2%

Arts & Culture - Unmistakably Lawrence 3,268 670.8%

Explore - Unmistakably Lawrence 3,238 -13.3%

Lawrence Old Fashioned Christmas Par… 2,095 -26.2%

Concerts & Live Music 1,929 -29.7%

Downtown & Mass Street 1,657 -35.6%

Shop - Unmistakably Lawrence 1,515 -17.8%

▼

Total users

34,145
 -8.9%

Views

94,808
 -20.1%

PAGE PERFORMANCE ACQUISITION 

Session default channel group Sessions % Δ

Organic Search 18,646 -3.3%

Direct 7,766 61.1%

Organic Social 6,272 -23.7%

Display 3,911 42.3%

Paid Search 3,399 -66.9%

Paid Social 2,118 -

Referral 639 -63.1%

Email 563 0.0%

Unassigned 303 102.0%

Paid Other 131 -

▼



EXPLORELAWRENCE.COM

Monthly user demographics and traffic acquisition

Kansas
Missouri
Texas
Illinois
Oklahoma
Iowa
Minnesota
Nebraska
Gansu
Others

35%

7.7%

31%

7.4%

Session source Sessions % Δ

google 24,280 -22.1%

(direct) 7,766 61.1%

facebook 4,825 26.0%

fb 2,092 -

m.facebook.com 1,047 -68.7%

bing 526 -15.6%

Unmistakably Lawrence E-News 501 -4.2%

stackadapt 406 8.0%

yahoo 241 8.1%

(not set) 240 69.0%

▼

LEISURE ENEWS

 Monthly tourism industry enews statistics 

INDUSTRY ENEWS

 Monthly tourism industry enews statistics 

Recipients

9,073

Opens

1,901

Clicks

511

Recipients

1,269

Opens

576

Clicks

101

TOP 5 LINKS
Link Clicks

1. Explore Lawrence Events - Holiday 30

2. My Family Travels - The 7 Most Un… 13

3. Explore Lawrence Homepage 13

4. Explore Lawrence - Submit Your Ev… 12

5. Winter Wonder Pass 12

▼

TOP 5 LINKS
Link Clicks

1. Winter Wonder Pass 144

2. Event: Taste of Lawrence 76

3. Blog: November Hometown Happ… 74

4. Event: Holiday Lighitng 43

5. Blog: November Live Music 40

▼



SOCIAL MEDIA

November's social media activity on Facebook, Instagram, and TikTok brought over 800 new fans, earning over 920,000

impressions, 37,126 post engagements, and 340,989 video views. Popular content included highlighting Lawrence in

autumn and anticipation for the holiday season.

New Followers

848
Platform Impressions Engagement Video Views New Followers

Facebook 679,006 28,355 250,829 667

Instagram 209,032 5,473 38,169 106

TikTok 32,719 3,298 51,991 75

▼

Impressions

920,757
Engagement

37,126
Video Views

340,989

WEBSITE INQUIRIES

The Visitors Center fulfills requests for Visitors Guides through the website. In November, there were 171 website inquiries

for Visitors Guides and e-newsletter sign-ups. Visitors are asked about their interests when they request information. 
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WEBSITE INQUIRIES (Visitors Guide Requests
& E-news Sign-ups)

Interest Count

1. Wellness 20

2. Universities 18

3. Shopping 29

4. Recreation 16

5. Other 128

6. History 32

7. Haunted 20

8. Food 33

9. Family 13

10. Events 39

11. Birding 21

12. Basketball 11

13. Arts/Culture 38

14. Agri-Tourism 16

▼

WEBSITE INQUIRIES - INTERESTS



DECEMBER 2025

MARKETING REPORT

DECEMBER MARKETING SUMMARY

Our December marketing messages focused on the Winter Wonder passport, holiday and NYE celebrations and community

happenings to kick off 2026.. We continued to share evergreen content in support of our business and community members,

visitor guide orders, and marketing our events calendar. 

Active users Active users (previous year)

Dec 1, 2024
Jan 6, 2025

Feb 11, 2025
Mar 19, 2025

Apr 24, 2025
May 30, 2025

Jul 5, 2025
Aug 10, 2025

Sep 15, 2025
Oct 21, 2025

Nov 26, 2025
0
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3K

4K

Event count

432,216
 -2.4%

Event count per user

9.83
 -10.0%

EXPLORELAWRENCE.COM

In December, explorelawrence.com saw 44,838 total users, an increase of 9.1% from December 2024. Each user averaged

nearly 10 "events" on the site, including page views, scrolls, link clicks, video views, etc. Page views decreased by 5% from

December of last year, to 109,634. The Winter Wonder Pass page was the most visited with 18,316 views or 17% of total views,

followed by the Events Calendar page with 15,637 views. Organic search traffic remains the leading source of site traffic.

Page title Views % Δ

Winter Wonder Pass 18,316 4.9%

Events Calendar - Unmistakably Lawren… 15,637 -5.6%

Holiday events in Lawrence, Kansas 5,562 15.8%

Lawrence Restaurant Week | Save the d… 5,187 108.7%

Eat - Unmistakably Lawrence 3,891 1.1%

Arts & Culture - Unmistakably Lawrence 3,785 1,228.1%

Explore - Unmistakably Lawrence 3,004 -3.2%

Shop - Unmistakably Lawrence 2,101 36.7%

Downtown & Mass Street 1,901 -29.0%

Concerts & Live Music 1,654 -14.1%

▼

Total users

44,838
 9.1%

Views

109,634
 -5.0%

PAGE PERFORMANCE ACQUISITION 

Session default channel group Sessions % Δ

Organic Search 17,642 -14.1%

Display 11,698 108.0%

Direct 8,488 138.4%

Organic Social 8,132 76.7%

Paid Search 6,390 -59.3%

Paid Social 1,368 48.9%

Referral 863 -19.8%

Email 550 -28.3%

Unassigned 270 72.0%

Cross-network 126 -

▼



EXPLORELAWRENCE.COM

Monthly user demographics and traffic acquisition

Kansas
Missouri
Texas
Illinois
Gansu
Oklahoma
Minnesota
Iowa
Nebraska
Others

32.1%

8.5%

8.4%

27.7%

7.9%

Session source Sessions % Δ

google 34,557 -13.2%

(direct) 8,488 138.4%

facebook 6,117 435.6%

m.facebook.com 1,457 -39.1%

fb 1,017 11.3%

bing 534 -12.2%

Unmistakably Lawrence E-News 532 -26.0%

stackadapt 403 -5.2%

ig 370 7,300.0%

lm.facebook.com 337 25.7%

▼

LEISURE ENEWS

 Monthly tourism industry enews statistics 

INDUSTRY ENEWS

 Monthly tourism industry enews statistics 

Recipients

9,554

Opens

1,835

Clicks

545

Recipients

1,272

Opens

285

Clicks

100

TOP 5 LINKS
Link Clicks

1. Lawrence2026.com 49

2. City of Lawrence Announces New … 29

3. Community Arts Grant Program 27

4. Lawrence Restaurant Week 20

5. Subscribe to KANSAS! magazine 17

▼

TOP 5 LINKS
Link Clicks

1. Holiday Events 198

2. Winter Wonder Passport 110

3. Blog: December Live Music 65

4. Blog: December Hometown Happe… 55

5. Event: Lawrence Lights 44

▼



SOCIAL MEDIA

December's social media activity on Facebook, Instagram, and TikTok brought over 2,000 new fans, earning over

1,300,00 impressions, 66,711 post engagements, and 928,683 video views. Popular content included the Winter Wonder

pass, NYE live music roundup, and blogs about December live music and upcoming January Hometown Happenings.

New Followers

2,208
Platform Impressions Engagement Video Views New Followers

Facebook 882,116 33,729 570,177 1,160

Instagram 234,619 8,823 107,465 361

TikTok 210,064 24,159 251,041 687

▼

Impressions

1,326,799
Engagement

66,711
Video Views

928,683

WEBSITE INQUIRIES

The Visitors Center fulfills requests for Visitors Guides through the website. In December, there were 152 website inquiries

for Visitors Guides and e-newsletter sign-ups. Visitors are asked about their interests when they request information. 
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WEBSITE INQUIRIES (Visitors Guide Requests
& E-news Sign-ups)

Interest Count

1. Wellness 20

2. Universities 17

3. Shopping 27

4. Recreation 20

5. Other 10

6. History 27

7. Haunted 14

8. Food 32

9. Family 15

10. Events 27

11. Birding 21

12. Basketball 13

13. Arts/Culture 31

14. Agri-Tourism 11

▼

WEBSITE INQUIRIES - INTERESTS
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Sales Performance Report 

Economic Impact

LEADS YTD = 29 | GOAL 30 (93%) 

YTD OCCUPANCY YTD ADR YTD REVENUE

Department Report

73% of goal

-0.2%
YOY

Q1 19

Q2 13

$2,206,602

56.2% $131.82 $35,280,613

MATERIALS REQUESTS = 3
SITE VISITS/TOURS =3

Q3 20

TOTAL 56

November 2025

BOOKED YTD
NOVEMBER OUTREACH

PROSPECTING ACTIVITY

6.1%
YOY

3.1%
YOY

Q4

GOAL = 15/ QUARTER

31

LOST CODES = $511,444.00 IMPACT





eXplore Lawrence has contracted with STR, Inc., a leading lodging industry research company, to

provide monthly and annual lodging data for Lawrence, Kansas. The following report provides an

analysis of the city.

There are six major areas of analysis contained in this report: 

1) Occupancy Percent: Reflects the percentage of rooms occupied

2) Average Daily Rate (ADR): Reflects the average rate paid for rooms sold

3) RevPAR: Reflects the revenue per available room

4) Room Supply: Reflects the number of rooms available

5) Room Demand: Reflects the number of rooms sold

6) Room Revenue: Reflects the amount of revenue collected
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Room Revenue
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$3,108,090

Room Revenue Change

-12.20%

SOURCE: STR, INC. REPUBLICATION OR OTHER RE-USE OF THIS DATA WITHOUT EXPRESS WRITTEN PERMISSION OF STR IS STRICTLY PROHIBITED
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November 2025 LODGING REPORT
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November Air DNA Report
A comparison of hotel vs short term rental data
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Short Term Rental Future Bookings with ADR – January 14 – June 24, 2026 

January 14, 2026 
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eXplore Lawrence Sales & Services Plan – 2026 
Organizational Mission 

The mission of eXplore Lawrence is to market Lawrence and Douglas County as a vibrant, 
year-round visitor destination, driving sustainable economic impact by attracting, 
retaining, and growing overnight visitation. 

 

Sales & Services Mission 

The Sales & Services team positions Lawrence as a competitive, national-caliber 
destination for meetings, conferences, sports, reunions, and group travel while delivering 
exceptional service that supports repeat business and strong community partnerships. 

 

Target Audiences 

Meetings & Conferences 

Businesses, corporations, associations, civic clubs, military, social organizations, 
weddings, reunions, and local, state, and national groups that Douglas County hotels and 
venues can accommodate. 

Community Events 

Local and regional events that generate measurable overnight stays and economic impact. 

Sports 

Sport-rights holders including national governing bodies, multi-sport organizations, 
amateur and youth sports associations, and collegiate conferences that align with Douglas 
County’s facilities and hotel inventory. 

Leisure Travel 

Independent travelers visiting Lawrence outside of organized meetings or events, with 
emphasis on: - Group tours - Heritage and cultural travelers - Film and creative production 

 



   
Partner Overview 

Partners are hotels, venues, organizations, and businesses that benefit from and support 
the visitor economy. 

Local Partners 
 Hotels and non-hotel venues 
 Downtown Lawrence Inc. 
 University of Kansas (Athletics, Alumni Center, individual schools) 
 Lawrence Parks & Recreation 
 Lawrence Chamber of Commerce 
 Lawrence Arts Round Table 
 Oakview Group 

State & Regional Partners 
 Kansas Tourism 
 Northeast Kansas Tourism 
 Travel Industry Association of Kansas 
 Kansas & Kansas City Society of Association Executives 
 Meeting Planners International (MPI) 
 Professional Convention Management Association (PCMA) 
 Sports Kansas 
 VisitKC 

 

SWOT Analysis 

Strengths 
 Sports Pavilion Lawrence 
 University of Kansas / Big 12 brand recognition 
 Central Midwest location; 45 minutes from KCI 
 Strong athletics and sports culture 
 Affordable destination with diverse dining and arts scene 
 Safe, inclusive, and LGBTQ+ friendly community 
 Historic and cultural attractions 
 Unique wedding and event venues 
 Strong community collaboration 



   
Weaknesses 

 Limited hotel room inventory for large, under-one-roof events 
 High perceived room rates 
 Limited double-queen inventory for youth sports 
 Transportation and mobility challenges 
 Underutilized open dates at Sports Pavilion Lawrence 
 Limited facilities for non-community-level youth sports 
 Sun–Thursday compression 

Opportunities 
 Expanded collaboration with KU Athletics and Parks & Recreation 
 Increased interest from NAIA, NCAA, KSHSAA, and national sports organizations 
 Growth in regional and national association meetings 
 KU alumni and Innovation Park business travel 
 Niche and emerging sports (cycling, disc golf, BMX, skateboarding, boxing) 
 Regional Northeast Kansas partnerships 

Threats 
 Competitive venues and hotels in nearby markets 
 New or expanded sports facilities within a 20–30 mile radius 
 Hospitality workforce shortages 
 Inefficient funding allocation 
 Legacy perception challenges with stakeholders 

 

Strategic Objectives for 2026 
 Strengthen partnerships with the University of Kansas to address transportation and 

meeting space limitations 
 Collaborate with Kansas Athletics and Parks & Recreation to increase access to 

sports facilities for non-university events 
 Position Lawrence’s value proposition to offset rate sensitivity 
 Align Sports Pavilion Lawrence bookings with overnight economic impact goals 
 Advocate for continued investment in sports and event infrastructure 
 Partner with the Lawrence Chamber and EDC to attract corporate and innovation-

driven travel 
 Increase Sun–Thursday demand 
 Deploy a clear, compelling meetings and group marketing message 



   
 Deepen trust and engagement with community stakeholders 

 

Staff Structure 

Director of Sales 
 Reports to Executive Director 
 Leads group sales strategy and major market bookings 
 Primary hotel liaison 
 Oversees lead distribution and partner coordination 

Services Coordinator 
 Reports to Director of Sales 
 Manages booked business and on-site services 
 Supports attendance-building and rebooking efforts 
 Serves as primary service contact post-booking 
 Handles explore Lawrence pick up reports post, events. 

 

Target Markets 
 Midwest regional cities: Manhattan, Lincoln, Omaha, Topeka, Wichita, Kansas City, 

St. Louis 
 KU alumni markets 
 Douglas County-based organizations and businesses 
 Innovation and research partners connected to KU Innovation Park 

 

Group Market Segments 
 Associations 
 Corporate & Financial 
 Medical & Higher Education 
 Insurance, Legal, Agriculture 
 SMERF 
 KU reunions and alumni events 
 Sports (youth, amateur, collegiate) 
 Historical and heritage group tours 

 



   
Sales & Services Strategies 

Sales Strategy 
 Proactively prospect and grow awareness of Lawrence as a group destination 
 Leverage group travel incentives to fill need periods 
 Maintain strong planner relationships through consistent outreach, tradeshows, 

FAMs, and digital engagement 
 Provide seamless planning services including RFP distribution, site visits, and 

partner referrals 
 Collaborate regionally to attract multi-city and citywide events 
 Support hotel sales teams through education, shared resources, and joint sales 

efforts 

Marketing Integration 
 Work with Marketing to deploy a dedicated meetings and groups campaign 
 Utilize digital advertising, social media, trade publications, and 

explorelawrence.com 
 Maintain consistent communications via newsletters and CRM-driven outreach 

 

Sales Goals for 2026 
 Capture 65 qualified RFP leads 
 Generate $3,000,000 in estimated room revenue 
 Recover two previously lost accounts 
 Host one FAM 
 Secure one new major regional event through partnerships 
 Confirm ten repeat accounts for future years 
 Launch/deploy bid fund booking incentive program 
 Deploy a local give-back program tied to group events 
 Deliver an annual stakeholder education summit 

 

Sales Productivity Action Plan 

Quarterly 
 Partner onboarding and training sessions 
 Regional CVB collaboration meetings 
 Attend at least one tradeshow or industry event 



   
 Conduct sales calls in key feeder markets 

Bi-Monthly 
 Hotel DOS meetings 
 Parks & Recreation and athletics coordination meetings 
 KU / OVG alignment meetings 

Monthly 
 Networking or education event attendance 
 Hotel sales touchpoints 
 Distribute Sports Pavilion and citywide event calendars 
 Engage one new community stakeholder 
 Stakeholder reporting via Extranet 

Weekly 
 Prospecting and account research 
 Minimum of ten client outreach calls 
 CRM updates and partner engagement 
 Coordination meetings with Marketing and Services teams 

 

Services Strategy 
 Serve as primary contact for booked groups from confirmation through execution 
 Support attendance growth using meeting planner toolkits 
 Provide post-event follow-up to encourage rebooking 
 Maintain updated vendor, experience, and service databases 
 Coordinate welcome amenities, logistics, and local engagement opportunities 
 Produce economic impact and pickup reports 

 

Services Goals for 2026 
 Launch signature service offerings 
 Complete comprehensive databases of local services, experiences, and goods 
 Implement a group promotional and local give-back program 
 Generate earned revenue through group gifts and local products 
 Attend and support at least three upcoming Lawrence events to boost attendance 

 



   
Measurement & Reporting 

 Leads generated and converted 
 Estimated and actual room nights 
 Economic impact 
 New vs. repeat business 
 Citywide vs. single-property events 
 Need-period compression improvement 
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