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Key Focus Areas

Marketing Plan  
Building on the momentum of our brand and website launch in FY 24/25, the Tempe Tourism Office will 
focus on deepening our brand impact by expanding on-site activations, evolving how we connect with 
our target markets, and leveraging experiential, data-informed, and community-driven strategies. 
We aim to position Tempe as the go-to destination for modern travelers seeking authenticity, 
creativity, and connection.

Experiential + On-
Site Activations

Storytelling

Target Markets 
Recalibration

Website + Digital 
Ecosystem Enhancements

•	 Bring the brand to life through immersive 
pop-ups and interactive activations at:

•	 Key local events (Innings Fest, ASU 
games, 2nd Sundays)

•	 Out-of-state markets (i.e., Tempe 
Takeovers at away games or regional 
events)

•	 Airports, conventions, and strategic 
partner venues

•	 Integrate social sharing moments and 
interactive tech (QR trails and digital 
itineraries)

•	 Continue to use high-performance social 
content to compliment marketing e�orts

•	 Collaborate with media partners who 
have extensive media platforms and can 
deliver high impact content along with 
new audiences 

•	 Work with content producers who can 
deliver assets for cross promotional 
marketing e�orts

•	 Use updated web and social data to 
refine our personas and segment 
messaging to match:

•	 Adventure travelers seeking 
urban-nature hybrids

•	 Cultural explorers prioritizing 
local food, art, and diversity

•	 Sunseekers looking to extend 
their summer

•	 College football + spring 
training fans visiting for events 
but staying for the city

•	 Tailor messaging for regional (drive) 
markets vs. national fly markets

•	 Expand features that personalize user 
journeys (interactive itineraries, travel 
guides by persona)

•	 Integrate analytics to evaluate traveler 
interest patterns and better inform 
advertising strategy

•	 Launch seasonal and themed landing 
pages that align with activations and 
campaigns
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Communications Plan

Social Media 
Platforms

Content

•	 Maintain and build on the success of our 
current social media strategy

•	 Keep our audiences up to date on what’s 
new in Tempe (restaurants, events, 
markets, hidden gems, recreation, etc.)

•	 Add longer form video series (YouTube) 
to bridge the gap between written 
content and short form video

•	 Update current blog content and add 
new blogs to strategically fill gaps in our 
current offerings

•	 Develop copy for the reformatted 
version of the new 2026 Visitor’s Guide

•	 Collect new photos and video content 
of Tempe’s hospitality partners and 
manage in-house library and ensure 
proper distribution 

•	 Continue to gain rights to user 
generated content (UGC) and manage 
corresponding galleries through 
CrowdRiff
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04Social Influencer 
Relationships

•	 Continue to build and maintain 
influencer relationships through such 
events as TravelCon, TBEX and possibly 
others

•	 Contract two influencers per season 
that align with our objectives, personas, 
target markets and performance 
metrics

•	 Curate influencer itineraries to 
highlight attractions and experiences 
that set Tempe apart, including unique 
restaurant concepts, rooftop pools, 
Sonoran Desert recreation, etc

•	 Celebrate local influencer relationships 
by continuing our annual Content 
Creator Appreciation Event
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Communications will continue to employ tactics to expand the Tempe message.  These efforts will 
include increased efforts in connecting with local and travel media to share story ideas about Tempe. 
We will continue to build upon the incredible momentum that our team has built on our social media 
platforms.  We will strive to capture and feature stories in written and visual form that will continue 
to increase engagement with our audiences.

Media Relations

•	 Nurture existing media relationships 
while seeking to form new ones

•	 Prioritize the use of TravMedia, and 
explore new platforms, for connecting 
with media

•	 Balance local, meetings and leisure 
media opportunities for well-rounded 
coverage of our destination
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Group and Sports Sales Plan
Increase in lead 
generation

Seek New youth and amateur 
sports opportunities

3rd Party 
Strategic Partners

Local business 
development

•	 Monitor Cvent portal to initiate and 
distribute meetings leads based on client 
needs and specification

•	 Maintain the Tempe Tourism microsite on 
Cvent to showcase Tempe content such as 
hotels, transportation, destination video 
and fact sheet

•	 Prospect clients through the Tempe 
Tourism O�ice CRM to reengage prospects 
for future meeting opportunities

•	 Attend industry focused planner and 
destination tradeshows that may include 
individual appointments and client 
introductions

•	 Modify the program of work to introduce 
new tradeshow opportunities and 
destination awareness

•	 Continue to attend sports focused 
tradeshows and networking events to 
drive interest in Tempe as an amateur 
sports destination

•	 Participate in the TEAM AZ group that 
enhances Arizona’s presence as a sports 
destination and encourages cross-
promotional opportunities

•	 Generate room nights from events held 
in nearby cities and facilities 

•	 Maintain the annual sporting events such 
as Triple Crown, Cross Fit and Rock n’ 
Roll Marathon

•	 Identify adaptive sports opportunities 
for Tempe

•	 Deepen the relationship with ASU’s 
sports facilities and operations

•	 Host a planner focused tradeshow or 
destination experience

•	 Attend planner focused tradeshows 
and client events hosted by 3rd 
party meeting planner partners (HB, 
Northstar, ConferenceDirect, SMART 
Meetings, Lamont, Meetings Made Easy, 
HPN Global, GlobalCynergies)

•	 O�er individual destination experiences

•	 Secure exposure through the 3rd Party 
sourcing portals as a preferred partner

•	 Network with local area businesses to 
generate awareness of Tempe Tourism’s 
meeting planning services

•	 Maintain the Tempe Tourism O�ice CRM 
and regular reporting 

•	 Exceed the 87% response rate for Cvent 
leads based on time of arrival in the 
Cvent system

•	 Coordinate Tempe Director of Sales 
meetings on a regular basis

•	 Support meeting planners with service 
requests that may include referrals 
to local businesses, welcome bags and 
promotional materials

•	 Distribute organizational announcements 
through the Tempe Tourism O�ice CRM 
system
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