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“Visit Dublin enhances the Quality of Life for residents by attracting visitor spending, consumer interest and entrepreneurial investment into the community.”


Visit Dublin Ohio
2026 Sales & Marketing Plan





2026-28 Strategic Plan Goals:

#1	Advocate for destination-defining development
#2	More off-season festivals & events
#3	Enhance the awareness, appreciation and support of Dublin’s tourism economy

2026 Key Sales & Marketing Plan Objectives:

#1	Generate awareness of Dublin as a travel destination in key Ohio and Regional Markets
#2	Generate qualified leads and room nights
#3	Create and lead community discussion on establishing new products and experiences
#4	Build Visit Dublin Relevancy with Dublin residents
#5	Serve as the primary advocate for Dublin’s Hospitality Industry
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Organizational Measurements

	
Goal

	
Results 


	[bookmark: _Hlk74208783]
Generate impressions through earned media

	
550 Million Impressions
	


	
Attract unique website visits to www.visitdublinohio.com

	
770,000 Visits
	


	
Increase unique website visits from Dublin Residents

	
38,000 Visits
	

	
Generate impressions from Statewide and Regional Campaigns

	
53 Million Impressions
	


	
Increase followers within the seven social media channels

	
10,000
	


	
Generate qualified leads

	
165
	


	
Conversion rate of qualified leads
	
10%
	

	
Increase partnership revenue

	
$80,000
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Big Hairy Audacious Goals -- BHAG


A Big Hairy Audacious Goal (BHAG, pronounced BEE-hag) is a strategic business statement similar to a vision statement which is created to focus an organization on a single medium- to long-term organization-wide goal, which is audacious, likely to be externally questionable, but not internally regarded as impossible. -- James Collins and Jerry Porras


1) Attract four new world-class events aligning with Dublin City Council’s Visionary Goal.

2) Create a new, ongoing and long-term Visit Dublin revenue source.
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Visit Dublin Staff Responsibilities:

Scott Dring (SD); Sara Blatnik (SB); Josh Bricker (JB); Katie Thompson (KT); Missy Burkett (MB)



	
Tactic
	
Objective
	
Market
	
Timeline
	
Staff
	
Status/Results
	
Key Measurement


	
Grow online Dublin merchandise offering via “Everything Dublin” store

	
3, 4
	
All
	
January
	
MB
	

	
Online Sales

	
Support 50th anniversary of the Memorial Tournament presented by Workday (hotel museum, Bridge green, etc.)

	
1, 2
	
All
	
January
	
SD/ SB
	
	
Impressions, Leads

	
Create 2026 Official Destination Guide

	
1, 2, 4, 5
	
All
	
January 
	
SB
	

	
Website Visits; Leads; Room Nights; Generate Impressions

	
Establish Hotel Week for residents during time of need providing discounts, incentives, etc.

	
2, 4, 5
	
Leisure
	
January
	
SB/ KT
	
	
Leads; Room Nights; Impressions; Website Visits

	
Create Stakeholder communication strategy

	
4, 5
	
All
	
January
	
SD/
SB
	
	
Local Presence (Website Traffic)


	
Maximize research data from City of Dublin for visitor information (i.e. Placer)



	
1, 2, 3
	
All
	
January
	
SD/
SB
	
	
Leads; Room Nights; Impressions; Website Visits

	
Create Digital Version of Official Dublin Destination Guide

	
1, 2, 4, 5
	
All
	
January 
	
SB
	

	
Website Visits; Leads; Room Nights; Generate Impressions

	
Distribution of Dublin Visitor Information 
	
1, 2, 4, 5
	
All
	
January
	
MB
	

	
Website Visits; Leads; Room Nights; Generate Impressions


	
Create Coupon Book for visitors -- physical version and online

	
1, 2, 4, 5
	
Leisure
	
January
	
JB/ SB
	

	
Website Visits; Leads; Room Nights; Generate Impressions

	
Create seasonal B-roll videos

	
1, 2, 3, 4, 5
	
All
	
January
	
SB/ KT
	
	
Downloads

	
Establish Valentine’s Day / Romantic Getaway Campaign  

	
1, 2, 3, 4, 5
	
All
	
January
	
SB
	
	
Impressions

	
Create field availability calendar for City of Dublin, City Schools, MOSSL fields, etc.

	
2, 3
	
Sports
	
January
	
JB
	

	
Leads; Room Nights

	
Market Dublin, generate leads at the American Bus Association Marketplace Trade Show


	
2
	
Group Tour
	
January
	
JB
	



	
Leads; Room Nights

	
Create monthly event calendar to promote on social media channels

	
1, 2, 4, 5
	
All
	
January
	
KT
	

	
Impressions; Website Visits; Social Media Referrals; Resident/Business Activation

	
Investigate NIL Opportunities with former Dublin students playing on Ohio State University athletic teams

	
1, 3, 5
	
All
	
February
	
SD/ SB
	
	
Impressions; Website Visits; Social Media Referrals;

	
Attend and host “Navigate” Conference for statewide meeting planners



	
2
	
Meeting
	
February
	
JB
	
	
Leads, Room Nights Booked

	
Research establishing a Visitor/ Community Center in Bridge Park area 

	
3, 4, 5
	
All
	
February
	
SD
	
	
Facility Opened

	
Establish mechanism to raise awareness of visitor information during athletic events (i.e. signage at athletic complex, soccer nets, etc.).

	
1, 4, 5
	
Sports

	
February
	
JB
	

	
Impressions; Website Visits; Social Media Referrals


	
Provide Hotel Tool Kit to enhance visitor experience (digital, kiosk, maps, etc.)

	
1, 2, 4, 5
	
All
	
February
	
MB
	

	
Leads; Impressions; Room Nights

	
Investigate utilizing QR code cards, events magnet, etc.

	
1, 4, 5
	
Leisure
	
February
	
MB/ SB

	
	
Local Presence (Website Traffic)


	
Create a “Community Panel” to bounce off ideas, create ambassadors, generate support, etc.

	
4, 5
	
All
	
February
	
SD
	
	
Local Presence (Website Traffic)


	
Grow and market Celtic Cocktail Trail

	
1, 2, 3, 4, 5
	
Leisure
	
February
	
SB/ KT

	

	
Leads; Impressions

	
Create TikTok video series 
	
1, 4, 5
	
All
	
February
	
KT
	

	
Leads; Room Nights; Impressions; Website Visits


	
Market Dublin, generate leads at Heartland Travel Showcase Trade Show

	
2
	
Group Tour
	
March
	
JB
	

	
Leads; Room Nights

	
Celebrate the 10th anniversary of the Fairy Door Trail with new initiatives 

	
1, 3, 4, 5
	
Leisure
	
March
	
KT
	
	
Local Presence (Website Traffic)


	
Establish organizational AI / social media policy


	
5
	
All
	
March
	
SB
	

	
Impressions

	
Create a social media plan to promote St. Patrick’s Day in Dublin
	
4, 5
	
All
	
March
	
KT
	

	
Impressions; Website Visits; Social Media Referrals; Attract Central Ohio Audience

	
Create in-state campaign (Akron, Cleveland, Cincinnati, Dayton)
	
1, 2, 4, 5
	
Leisure
	
March
	
SB/ KT
	


	
Leads; Room Nights; Impressions; Website Visits; Social Media Referrals


	
Enhance and grow Irish Fairy Door Trail with new participants, names, prizes, etc.

	
1, 4, 5
	
All
	
April
	
KT
	

	
Impressions; Relevancy

	
Create sports youth-related photo shoot 

	
1, 2
	
Sports
	
April
	
JB/ SB
	

	
Leads; Room Nights

	
Create Regional Campaign (3-hour drive markets)


	
1, 2, 4, 5
	
Leisure
	
April
	
SB
	
 

	
Leads; Room Nights; Impressions; Website Visits; Social Media Referrals

	
Market Dublin, generate leads at Sports ETA 

	
2
	
Sports
	
April
	
JB
	

	
Leads; Room Nights


	
Create monthly influencer “show” with local creators.



	
1, 2
	
Leisure
	
April
	
SB/ KT
	
	
Leads; Room Nights; Impressions; Social Media Referrals

	
Secure non-paid radio and television promotions in feeder markets

	
1, 2
	
Leisure
	
April
	
JB
	

	
Leads; Impressions; Room Nights

	
Update Meetings Profile/Information Sheet

	
2
	
Meeting
	
April
	
JB

	

	
Leads; Room Nights


	
Create new “Passes” with Bandwango (i.e. seasonal, food, etc.)


	
1, 2, 4, 5
	
All
	
April 
	
SB
	

	
Impressions; Website Visits

	
Create Bus Tour to educate local hospitality/corporate industry on the Dublin Hospitality product

	
4
	
All
	
April / September
	
MB
	

	
Partnership Retention; Resident/Business Activation

	
Activate large golf ball piece to celebrate Memorial Tournament 

	
4, 5
	
All
	
May
	
SB/ KT
	

	
Resident/Business Activation

	
Market Dublin, generate leads at OSAP Marketplace Trade Show

	
2
	
Meeting
	
June
	
JB
	

	
Leads; Room Nights

	
Create outdoor campaigns promoting Parks Pass
	
1, 2, 4, 5
	
Leisure
	
July
	
SB
	

	
Impressions; Website Visits; Attract Central Ohio Audience


	
Utilize Bandwango messaging to move users through Trails.


	
1, 2, 4, 5
	
Leisure
	
August
	
SB
	

	
Impressions; Website Visits; Social Media Referrals; Attract Central Ohio Audience

	
Create new partner welcome packet

	
4, 5
	
All
	
August
	
JB/ SB

	

	
Partnership Retention; Resident/Business Activation

	
Conduct a Partnership Satisfaction Survey

	
4, 5
	
All
	
August 
	
SD/ JB
	
	
Participants

	
Partner with City to run Dublin Irish Festival influencer campaign

	
1, 2, 3
	
Leisure
	
August
	
SB/ KT
	
	
Impressions

	
Conduct annual “road show” meetings with local hotel industry

	
5
	
All
	
August
	
JB/ SB
	

	
Partnership Retention

	
Market Dublin, generate leads at Connect Marketplace Trade Show


	
2
	
Meeting
	
August
	
JB
	

	
Leads; Room Nights

	
Create and promote Fall/Winter content to attract visitors during shoulder seasons
	
1, 2, 4, 5
	
All
	
August
	
SB
	

	
Leads; Room Nights; Impressions


	
Create partnership collateral and add-ons

	
5
	
All 
	
August
	
JB/ SB

	

	
Partnership Retention 

	
Market Dublin, generate leads at the SPORTS Conference Trade Show

	
2
	
Sports
	
September
	
JB
	 

	
Leads; Room Nights

	
Host Partner Appreciation Day as part of Visit Dublin Week

	
5
	
All
	
September
	
JB
	

	
Partnership Retention

	
Retain and grow partners through recruitment campaign

	
5
	
All
	
September
	
JB
	

	
Partnership Retention

	
Manage and grow Partnership Program with a focus on corporate sponsorships

	
5
	
Local 
	
September 
	
JB/ SD
	

	
Partnership Retention 

	
Create a Dublin Hospitality Industry Summit as part of Visit Dublin Week (Possibly partnering with the City’s economic development team)

	
5
	
All
	
September
	
JB/ SD
	
	
Attendance at Event

	
Build upon a “Visit Dublin Week” to increase awareness of organization to residents and businesses.

	

4, 5
	

Local
	

September
	

All
	

	

Resident/Business Activation

	
Create 4th Annual Voters’ Choice Awards
	
4, 5
	
Industry
	
September
	
All

	

	
Partnership Retention; Resident/Business Activation

	
Market Dublin, generate leads at Small Market Meetings Trade Show



	
2
	
Meeting
	
October
	
JB
	

	
Leads; Room Nights

	
Create Group profile/sell sheet
	
2
	
Group
	
October
	
JB
	



	
Leads; Room Nights

	
Develop non-traditional “Annual Report” to highlight organizational accomplishments

	
4, 5
	
Local
	
November
	
SB/ KT
	
	
Downloads

	
Create a Visit Dublin appreciation event during Wildlights at the Columbus Zoo

	
4, 5
	
Local
	
December
	
SD/ MB
	
	
Partnership Retention

	
Create Monthly Things to do in Dublin

	
5
	
All
	
Monthly
	
MB
	

	
Impressions

	
Create E-Newsletter

	
1, 2, 4, 5
	
All
	
Monthly
	
KT
	

	
Leads; Room Nights; Impressions; Website Visits


	
Create Monthly/Digital Dublin Digest Newsletter

	
4, 5
	
All
	
Monthly 
	
SB
	

	
Impressions; Partnership Retention


	
Create “In the News” featuring media stories on Dublin for stakeholders

	
4, 5
	
All
	
Quarterly
	
SB
	

	
Impressions; Partnership Retention


	
Create seasonal E-Blast

	
1, 2, 4, 5
	
All
	
Quarterly
	
KT
	

	
Leads; Room Nights; Impressions; Website Visits


	
Make presentations to Dublin City Council

	
4, 5
	
Local
	
Quarterly
	
SD
	

	
Organization Relevancy; Funding

	
Create quarterly videos for Dublin Visitor Center
	
4, 5
	
All
	
Quarterly
	
KT/ MB

	


	
Impressions; Partnership Retention

	
Maintain webpage for sporting events hosting tournaments in Dublin.


	
1, 5
	
Sports
	
Ongoing
	
JB/ SB
	

	
Website Visits; Leads; Room Nights

	
Enhance short-form video strategy and reporting.

	
1, 2, 4, 5
	
Leisure
	
Ongoing
	
KT
	


	
Impressions; Website Visits; Social Media Referrals

	
Grow partnerships with directors of existing athletic tournaments (OHSAA, DSL, DYA)

	
2, 4, 5
	
Sports
	
Ongoing
	
JB
	

	
Leads; Room Nights

	
Support City’s efforts for the 2026 Downtown Dublin Holiday Market

	
1, 2, 3, 4, 5
	
Leisure, Local
	
Ongoing
	 
SD
	
	
Event Creation

	
Offer Board Orientation on-boarding to new Members as needed

	
4, 5
	
Local 
	
Ongoing
	
SD
	
	
Board Survey

	
Implement 2026-28 Strategic Plan

	
1, 2, 3, 4, 5
	
All
	
Ongoing
	
SD
	
	
See Strategic Plan Scorecard


	
Create weekly Blog

	
1, 2, 3, 4, 5
	
All
	
Ongoing
	
KT
	
	
Views

	
Enhance “America 250” efforts in partnership with the City of Dublin

	
1, 2, 3, 4, 5
	
All
	
Ongoing
	
SB
	
	
Grants, Impressions

	
Participate and support the Experience Columbus “Insider Club”

	
5
	
All
	
Ongoing
	
Staff
	
	
Certification

	
Catalog B-Roll for the City’s major events

	
1, 2, 3, 4, 5
	
All
	
Ongoing
	
SB/ KT

	
	
Downloads

	
Create monthly destination reels


	
1, 2, 3, 4, 5
	
All
	
Ongoing
	
SB/ KT
	
	
Downloads

	
Create ongoing Staff video blog series 



	
1, 2, 3, 4, 5
	
All
	
Ongoing
	
SB/ KT

	
	
Views

	
Work with City Leadership, key stakeholders on the vision to enhance a world-class athletic complex.

	
3
	
Sports
	
Ongoing
	
SD
	

	
Facility Constructed

	
Create an influencer process
	
1, 4, 5
	
All
	
Ongoing
	
KT
	

	
Leads; Room Nights; Impressions; Website Visits

	
Grow the Visit Dublin LinkedIn Page to engage with stakeholders and industry

	
1, 2, 3, 5
	
All
	
Ongoing
	
SB/ KT
	

	
Website Visits; Social Media Referrals; Generate Impressions; Partnership

	
Create a calendar of guest posts written by locals & influencers for Visit Dublin’s Travel Blog
	
1, 4, 5
	
Leisure
	
Ongoing 
	
KT
	

	
Impressions; Website Visits; Social Media Referrals; Attract Central Ohio Audience

	
Enhance sales team presence on LinkedIn
	
1, 2, 4, 5
	
Meeting
	
Ongoing
	
JB
	


	
Leads; Room Nights

	
Contact key meeting contacts in database to initiate dialogue on future business

	
2
	
Meetings
	
Ongoing
	
JB
	



	
Leads; Room Nights

	
Promote Downtown Dublin DORA 
	
1, 2, 4, 5
	
All
	
Ongoing
	
SB
	

	
Impressions; Website Visits; Social Media Referrals; Attract Central Ohio Audience


	
Establish relationships with regional influencers


	
1
	
Leisure
	
Ongoing
	
SB/ KT
	

	
Impressions; Website Visits; Social Media Referrals; Attract Residents


	
Lead and execute sales and marketing efforts for the Downtown Dublin Strategic Alliance

	
3, 4, 5
	
All
	
Ongoing
	
SB
	

	
Impressions; Website Visits


	
Market Dublin through Ohio Has IT! Co-op Partnership

	
2
	
Group Tour
	
Ongoing
	
JB
	

	
Leads; Room Nights

	
Create Dublin Travel and Tourism Report


	
4, 5
	
All
	
Ongoing
	
SD/ KT
	

	
Local Engagement

	
Generate and maintain event room night consumption chart and calendar

	
2
	
Sports
	
Ongoing
	
JB
	

	
Leads; Room Nights

	
Communication and results to partners via events, email, meetings, etc.

	
2, 4, 5
	
Local
	
Ongoing
	
JB
	

	
Partnership Retention

	
Build awareness via external sites (i.e. trip advisor, ohio.org, etc.).

	
1, 2, 4, 5
	
All
	
Ongoing
	
SB/ KT

	

	
Impressions; Website Visits

	
Make sales calls to sports prospect lists
	
2
	
Sports
	
Ongoing

	
JB
	
	
Leads; Room Nights

	
Make sales calls to group tour prospect lists

	
2
	
Group Tour

	
Ongoing
	
JB
	

	
Leads; Room Nights

	
Secure contacts, new leads through Ohio Society of Association Professionals (OSAP)

	
2
	
Meetings
	
Ongoing
	
JB
	

	
Leads; Room Nights

	
Secure contacts, new leads through Meeting Planners International (MPI)

	
2
	
Meetings
	
Ongoing
	
JB
	

	
Leads; Room Nights

	
Collaborate with Team Ohio Sports Group that represents/markets sports in Ohio

	
2
	
Sports
	
Ongoing
	
JB
	 

	
Leads, Room Nights

	
Participate in Experience Columbus networking events

	
1, 2, 4
	
Meeting
	
Ongoing
	
Staff
	

	
Leads; Room Nights

	
Follow-up with past meetings to secure new business

	
2
	
Meeting
	
Ongoing 
	
JB
	

	
Leads; Room Nights

	
Operate Dublin Visitor Information Center
	
2, 3, 4, 5
	
All
	
Ongoing 
	
MB

	

	
Partnership Retention; Impressions; Website Visits; Social Media Referrals

	
Grow Group Tour themed itineraries 

	
2, 3
	
Group Tour
	
Ongoing
	
JB / SB

	

	
Leads; Room Nights


	
Design and distribute pre-stamped post cards on Dublin attractions and events

	
1, 2, 4, 5
	
All
	
Ongoing
	
MB
	

	
Impressions; Website Visits

	
Grow relationship with Experience Columbus staff to generate new leads

	
2
	
Meeting
	
Ongoing
	
JB
	

	
Leads; Room Nights

	
Build upon Photo Library assets


	
1, 2, 4, 5
	
Leisure
	
Ongoing
	
SB/ KT

	

	
Impressions; Website Visits

	
Secure news features in statewide, regional and national markets

	
1, 2, 4, 5
	
All
	
Ongoing
	
SB/ KT
	

	
Impressions; Website Visits

	
Secure media placements on destination/Visit Dublin in Central Ohio Region

	
1, 2, 4, 5
	
All
	
Ongoing
	
SB/ SD
	

	
Impressions; Website Visits


	
Maximize SEO of individual partner pages on Visit Dublin Website, boost overall SEO rankings of partner pages, as well as Visit Dublin site

	
1, 2, 4, 5
	
All
	
Ongoing
	
SB/ KT
	
	
Impressions; Website Visits; Social Media Referrals; Attract Central Ohio Audience

	
Maximize google/yahoo keyword marketing

	
1, 2, 4, 5
	
All
	
Ongoing

	
SB
	


	
Impressions; Website Visits

	
Capture visitor data from the Dublin Visitor Information Center



	
4
	
All
	
Ongoing
	
MB
	

	
Impressions; Leads

	
Create online leisure packages (St. Patrick’s Day, Memorial Tournament, DIF, etc.).


	
1, 2, 3, 4, 5
	
Leisure
	
Ongoing
	
JB/ SB
	


	
Leads; Room Nights; Impressions; Website Visits

	
Enhance staff educational development opportunities and certifications 

	
1, 2, 3, 4, 5
	
Staff
	
Ongoing
	
SD
	
	
Staff Certifications
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