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For Wes Grandstaff, president of Next
Level Ballers, which organizes youth
basketball tournaments around the
country, the assistance provided by the
Frisco, Texas, Convention and Visitors
Bureau (CVB) staff was a key factor in
the organization’s decision to choose
the city as a host site.
“I couldn’t do what I do without

them,” he said. “They always know who
to call for everything we need and help
us with all the logistics. About 70 percent
of the participants come from out of
town, and the CVB not only helps us
negotiate with the hotels but they also

track room nights for us. All this saves us
a great deal of time so we can focus on
the competition itself.”
For Marla Roe, executive director of

the CVB in Frisco, providing this level of
service to the Next Level Ballers and
other sports organizations is a no-brainer.
Frisco hosted 39 sporting events in 2009
and 35 in 2010, and she predicted that the
sports events market would stay strong
and continue to grow, regardless of the
overall economy. “The sports market
continues to thrive for us, and the outlook
for the coming year is as good as or bet-
ter than in previous years,” she said. �

HELPING
HANDS
Why Sports Commissions 
& CVBs Will Work So Hard For You

By Marcia Bradford

“Lake Erie Shores 
provided all the outdoor

elements and fun activities
we needed, and the CVB

and Cedar
Point staffs
were very
helpful and

great to
work with.
When a

CVB
‘gets it,’
as this

one does, they understand
what this type of event can

do for a community.”
— L.J. White, Communications

Director, Revolution3
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L.J. White

The REV3 Triathlon
was held in north-
east Ohio on the
Lake Erie Shores.
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Roe attributed an estimated $13.2 mil-
lion economic impact from events booked
since early 2009 to such factors as the
area’s range of hotels offering everything
from luxury suites to standard accommo-
dations, an array of activities available to
participants and spectators, more than 200
restaurants, live entertainment, festivals,
and the option of attending a professional
sporting event usually within walking dis-
tance of their hotel.

Economic Benefits
At a time when many types of business
and leisure travel have been cut back due
to the economic downturn, the sports
events industry has remained stable and
communities around the country are taking
notice, according to Don Schumacher,
executive director of the National
Association of Sports Commissions
(NASC).
“Unlike other segments of the nation-

al and international travel industry, our
segment has held strong,” he said. “In
the past three years, as our country suf-
fered a recession, there were as many or
more sports events as there were in
2006 and 2007. As a result, every com-
munity is now wanting to get into the
sports events market.”
Input from a number of sports commis-

sions and convention and visitors bureaus
(CVBs) from around the country verifies
the economic importance of sports events.
“In the recent recession, sports events

helped sustain Austin’s tourism economy,”
said Matthew Payne, executive director of
the Austin Sports Commission. “A signifi-
cant portion of our convention and tourism
business is related to athletic events like
triathlons, marathons and, increasingly,
youth sporting events for which families
continue to travel.” 
In some communities, sports events

have become the largest source of travel
and tourism revenue. “In recent years,
youth and amateur athletic events have
constituted approximately 60 percent of
the business we solicited and secured,”
said James Mahon, director of marketing
at the Akron/Summit (Ohio) CVB.
Sports events held in Binghamton,

N.Y., most of which are statewide or
regional contests, account for approx-
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They Treated Us Like VIPs
Debra Velder, Associate Director, 
Nebraska School Activities Association:
The communities of Grand Island and Hastings, Neb.,

received the Nebraska State Volleyball Championships

into their communities with the idea that the teams,

fans and spectators would be fully aware that they

were to be the VIPs for this event. Planning for the

event began over a year in advance with dedicated

meetings gathering a groundswell of support.

The common theme was to make everyone feel

special and know that the communities cared.

Promotional information was formulated and provided

to the schools so that they could make plans and

adjust to the change in cities. (The event had previous-

ly been held in Lincoln.) Renee Seifert, executive

director of the Greater Grand Island Sports Council, came to a

statewide meeting of volleyball coaches prior to the start of the sea-

son to share the enthusiasm of the communities. She provided a

PowerPoint presentation showing the facilities and what they had to

offer the teams and answered questions and addressed concerns.

The CVB staff made themselves visible and accessible at each venue to deflect

any questions or problems that arose for visitors to their community. No matter the

outcome on the court, every team, player, coach or spectator came out a winner in

Grand Island and Hastings as a result of the red carpet treatment they received.

Renee Seifert, Executive Director, 
Greater Grand Island Sports Council:
Because this was the first time the championship had been held in Grand Island, not

only did we want to make sure that the transition to a new community went smoothly

but also that the competitors had a great experience.

Some of the special things we did were:

� Provided pizza for the teams at their sites on the first day of the competition.

� Established a Twitter account that provided continu-

ous feeds updating what was happening at each site in

real time.

� Provided for laundry service after hours.

� Placed stars on the competitors’ lockers before the

championship matches were played on Saturday at the

Heartland Events Center. The stars contained the girl’s

name, her number and her school. This little detail was

a huge hit.

� Stationed volunteers in yellow shirts at every site so

no matter where people went if they needed assistance,

had a question, etc., all they had to do was look for

someone in a yellow shirt.

We had a committee of around 25 people from the two communities who spent 18

months working on details for hosting the state championships. Our final paid atten-

dance was 36,250, which is the fifth highest in championship history (highest was

38,617). All in all, not bad for a community of 50,000.

Debra Velder

ABOVE &
BEYOND!

Renee Seifert
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imately 60-65 percent of business generat-
ed by the Greater Binghamton CVB and
have an economic impact of $15 million to
$18 million per year, according to Judi
Hess, tourism and special events manager. 
Additionally, the impact of sports events

is often widespread throughout a host city.
In Bloomington, Minn., the sports market
accounts for about one-third of annual
group sales but has an even greater signifi-
cance to the community, according to
Heather Proskey, marketing and events
coordinator at the Bloomington CVB.

“The interesting thing is that while the
number of leads we generate in the sports
market may not be as numerous as those
from the corporate market, the size of most
sports leads is much larger than any other
market,” she said. “Typically speaking,
sports leads are more fruitful.”
She further pointed out that sports

events allow all 36 of the area’s hotels to
participate. “Unlike meetings and events
that require hotels to have a lot of meeting
space, sports groups typically only need
sleeping rooms,” she said. “That works out

great for many of our smaller, limited-
service properties that simply cannot play
in the large convention arena.”

Targeting The Right Market
Even though some host cities are draw-
ing a large chunk of their tourism income
from sports events, Schumacher cau-
tioned that there is no such thing as an
“overnight sensation.”
“My caveat to any community thinking

about getting into the business of hosting
sports events is that this type of �

As president of the Greensboro (N.C.) Sports Commission,

Kim Strable can point to a number of reasons the community

has been a popular sports destination for many years. The

city occupies a great geographic

position midway along the heav-

ily populated eastern seaboard

and is far enough south to enjoy

a mild year-round climate. It has

developed  a “sports-friendly”

reputation and has a good sup-

ply of outdoor and indoor facili-

ties that can host events rang-

ing from local to international.

But the most essential ingredi-

ent to becoming a “tournament

town” is the ability to develop

good working relationships, he said.    

“There are a lot of moving parts in this process, and we

think we serve our clients best by working cooperatively to

ensure a positive experience,” Strable said.

Especially important, he said, are the relationships with

event organizers. “One of the best examples of a healthy and

productive relationship is the one we have with the Atlantic

Coast Conference (ACC), which is headquartered in

Greensboro,” he said. 

Strable explained that cooperative efforts involving the ACC

and the Greensboro Sports Commission have created a

national model for operating women’s basketball tournaments

and for elevating them to high-quality events.

Nora Lynn Finch, ACC associate commissioner for

women’s basketball operations and senior woman administra-

tor, agreed with this assessment.

“Both the CVB and the sports commission are involved in

the planning and execution of the ACC women’s basketball

tournaments,” she said. “Input from them includes tournament

logistics; marketing; lodging and meal logistics; and service to

the fans, media, teams and ACC staff. These organizations

follow through with their pledges, assisting in every way asked

and advocating for the community and businesses from the

bid process through the event’s completion.”

Finch and Strable said the strong relationship has helped

the tournaments, which are broadcast on the Fox Sports

Network, become an extremely popular spectator sport. As an

article in the Durham, N.C., Independent Weekly newspaper

pointed out last March, even the morning games draw huge

crowds, “with busloads of youngsters coming from nearby

schools” while afternoon and evening games often sell out.

Finch stressed that “there are no secrets to building good

relationships,” but asserted that elements including frequent

and open communication and identification of common goals

and needs are key building blocks. 

“The advantage of the Greensboro Sports Commission and

the CVB is that the staffs are excep-

tional, have a high service mentality

and advocate for the community

unusually well,” Finch said.

While the ACC tournaments have

been very successful, Strable said

that Greensboro benefits from host-

ing a variety of events that target all

types of audiences. For example,

annual high school and middle

school wrestling invitationals that

draw participants and their families

from 40 states are just as important

to the city as the upcoming U.S. Figure Skating champi-

onships, which are expected to draw a global audience in

January, he said.

How To Create A
“Tournament Town” Experience

Relationships
Matter

Kim Strable

Nora Lynn Finch
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business is not a panacea for the impact of
a recessionary economy; sports events will
not turn room nights in a few months, but
in a few years you will see the impact. The
communities that are doing the best in this
business are the ones that began to zero
in on the sports market many years ago,”
he said. “They developed plans for going
after it and then worked those plans
effectively.”  
North Little Rock, Ark., is a case in

point. According to Shannon Harris,
sports marketing representative for the
North Little Rock Visitors Bureau
(NLRVB), has worked with local, state

and national sports associations for the
past 30 years to bring tournaments to the
area. These efforts have paid off.
Verizon Arena, home of the Arkansas

Diamonds, an Indoor Football League
team, has hosted the American
Taekwondo Association World
Championships for several years, bring-
ing some 20,000 competitors and specta-
tors to town annually. Additionally, the
Busch-Pepsi Softball Classic, held at
Burns Park, a multi-use complex, has
grown since 1979 from a fundraiser
involving 32 teams from around
Arkansas to a United States Specialty

Sports Association (USSSA) tourna-
ment drawing more than 2,700 teams
from 39 states.
And, the city, now known as the

Sports and Entertainment Capital of
Arkansas, continues to add events, such
as cycling races and triathlons. Fred
Phillips, director of DLT Management,
which organizes outdoor endurance
events, said he has enjoyed “a really
good, collaborative relationship” with
the NLRVB since 2002.
“The sports marketing and facilities

staffs, along with volunteers in the area,
have really learned to embrace sports as
an industry rather than an adjunct,” he
said. “Traditional sports events held in
the area continue to grow, and endurance
sports have really started to blossom
there as well.” 

Nearly a decade ago, the CVB in
Lubbock, Texas, along with other civic
leaders, launched a mission to establish the
city as the “Sports Capital of West Texas
and Eastern New Mexico,” according to
Diana LeMaster, communications coordi-
nator for Visit Lubbock, The CVB. �

Kim Ritten, Senior Director of Sales, 
Visit Jacksonville:

Visit Jacksonville will go the

extra mile for our customers. 

For example, in November, we

hosted Travis Tew of 3v3 Live

National Soccer Tour

on a site visit of sev-

eral of Jacksonville’s

fields. Following his

tour, he needed to travel to

Orlando in order to make 

an early scheduled meeting

with the city’s CVB. So, 

our sales manager, Nathan Gaw, did not hesitate to step 

up and volunteered to drive him the 2½ hours to make 

his meeting.

Travis Tew, 3v3 Live National Soccer Tour:
I had a family emergency and had to get home as soon as possi-

ble, but I also had a meeting in Orlando early the next day, so

Nate drove me 100+ miles so I could fly home from there instead

of having to drive back to Jacksonville and catch a later flight. It

was one of the nicest things anyone

has done for me, and I con-

sider Nate a great friend.

This all just topped off

one of the most fun and

educational weekends I’ve had in my

life. Visit Jacksonville showed me

multiple soccer complexes and took

us as VIPs to the Jaguars game. We

are working on setting up at least

one if not two 3v3 Live events this

coming year in Jacksonville.

Travis Tew

Kim Ritten

I Can’t Believe What They Did For My Event!
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They Drove Me 100+ Miles To My Next Meeting

ABOVE &
BEYOND!

“The staff at the Lubbock CVB goes the
extra mile, helping us secure big venues
like Texas Tech and Lubbock Christian
University. They organize hospitality
events for VIPs, secure sponsors and 
help the winning teams at the regionals
with the cost of going on to the national
tournament.”

—John Green, Men’s Region 5 Director, 
National Junior College Athletic Association

December 201014 www.sportseventsmagazine.com
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Using existing facilities at Texas Tech
and Lubbock Christian University, and
then building additional venues, Lubbock
Sports has booked more than 800 events
since 2001, resulting in 1.3 million visi-
tors, 362,000 room nights and $172 mil-
lion in direct economic impact to the area,
she said. 
Today, more than 70 percent of

Lubbock’s travel and tourism revenue is
related to sports events, drawing many
events from the city and surrounding areas
of West Texas, Eastern New Mexico and
Oklahoma, LeMaster said.
John Green, Men’s Region 5 director for

the National Junior College Athletic
Association (NJCAA), said Lubbock has
proven to be such a great host city that the
NJCAA keeps adding to the events held
there. Along with the baseball and men’s
and women’s basketball tournaments held
there for several years, the NJCAA will
hold its regional softball tournament there
in 2011 and its national golf tournament in
Lubbock in 2014.
“Once you get a group of people you

can depend on, you stick with them,”
Green said. In particular, Green praised
Scott Harrison, sports director for Lubbock
Sports, a division of the CVB, for his
“meticulous attention to detail.”
“Scott and the staff at the Lubbock CVB

go the extra mile helping us secure big
venues like Texas Tech and Lubbock
Christian University,” he said. “They
organize hospitality events for VIPs, secure
sponsors and help the winning teams at the
regionals with the cost of going on to the
national tournament.”
The arrangement is mutually beneficial,

Green pointed out. “Our events in
Lubbock have elevated to where we all are
able to benefit,” he said. “Last year, we
started an Internet broadcast of the region-
al basketball tournament, and it was a huge
success that promoted the CVB and the
facilities as well as the games themselves.” 
Cedar Rapids, Iowa, is another locale

where sports events presented a logical tar-
get market for existing facilities, according
to Mary Lee Malmberg, CSEE, director of
sports tourism for the CVB.
“Cedar Rapids does not currently have a

convention center, but it does have several
city-owned facilities that can be used �
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They Opened Their Homes To Us
Michael Tyrell, President, Archery Shooters Association:
We have been conducting major national pro/am archery competitions with as

many as 1,500 competitors per event for many years. We have had the pleasure

of working with some great CVBs and sports

commissions, as well as being disappointed by

others. But, in the last 14 years, the one group

that has really stood out is in Paris, Texas.

Mindy Moree is director of the Lamar County

Chamber of Commerce and works in conjunc-

tion with Becky Semple, director of the Paris

Visitors and Convention Council. These two

fine ladies, along with their organizations and

the city of Paris, make us feel like family when

we visit them every year. But, it was their

efforts in year one that really stood out.

When we were first approached in 2006 by

the folks in Paris about bringing an event there, we had concerns due to a lack of

hotel rooms sufficient to meet our needs. Because we were planning our 2008

season, they were sure they could handle our group because several new proper-

ties were coming on line by then, which would have provided the minimum 700

rooms that we needed.

However, due to a problem with another existing location, we

worked with them on moving the event up to 2007. This really

put them behind the 8-Ball, so to speak. How could they find

200 hotel rooms when they didn’t exist? Needless to say, they

rose to the occasion. Becky and Mindy were able to get many of the great people

of Paris to open their homes for our staff and sponsors. Mindy even opened her

personal home to my wife and me.

We have since built a very strong bond with Mindy, Becky and the entire city.

We now have a 10-year agreement to bring our event to Paris and be among our

friends and extended family.

Mindy Moree, CDI, President, Lamar County 
Chamber of Commerce, Paris, Texas:
The ASA group is a wonderful addition to our Paris family, and that is really the

way we look at them!

Mike and the ASA team are some of the neatest

people you will ever meet. The shooters and their

families are always very appreciative of what Paris

has to offer, and that makes us want to work 

harder at making the event each year even better

than before.

We want people who have visited us to leave talk-

ing about the wonderful experiences they’ve had,

which starts a ripple effect with repeat visitors looking

for a weekend getaway. Tourism is a huge economic

engine for our community, and we strive to make

Paris and Lamar County a destination for anyone

looking to make their event a success.

December 2010 15

Michael Tyrell

ABOVE &
BEYOND!

Mindy Moree
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for sporting events,” she said. “In 2000,
our CVB decided to capitalize on these
venues, so we established a department
with the specific purpose of soliciting
sports events for the area.”
The approach has proven successful,

Malmberg said. “We have hosted a grow-
ing number of state, regional and national
tournaments for several years. In the first
11 months of 2010, these tournaments
generated more than $8.8 million in visitor
spending.”�

Understanding Strengths Is Key
Schumacher advises organizations interest-
ed in bringing sports events to their com-
munities to assess their strengths before
delving into the market. 
“It’s important to take stock of your

resources,” he said. “Know the kinds of
facilities you have and be able to explain
how suitable they are for various types of
competitions. For example, don’t just point
out that you have 12 softball fields, include
information about how big they are,
whether they are lighted and the types of
sports they can accommodate.” 
He also stressed that large arenas and

stadiums are not essential to attracting
sports. “Unless you are planning to host
large ticketed events, such as NCAA
championship tournaments or major gym-
nastic and figure skating competitions, you
don’t need large facilities,” he said.
“Nearly 95 percent of all sports contests
are participatory events that typically use
small- to mid-sized venues.” 
In northeast Ohio, the Lake Erie Shores

and Islands visitor bureau decided to focus
on using its outdoor setting to draw sports
events, according to Amanda Smith
Rasnick, group sales coordinator. “Just this
year we began specific marketing efforts
toward sporting events, specifically natu-
ral venue events,” she said. “Fishing tour-
naments have been coming to our shores
for years, but this year we hosted the
REV3 Triathlon, and it will be returning
in 2011. Also, Reinke Sport Groups is
organizing the Lake Erie Shores and
Islands Half Marathon.” 
L.J. White, communications director

for Revolution3, said the organization’s
goal is to change the way athletes, family
members and spectators participate in

In Their 
Own
Words…

I Can’t Believe 
What They Did For My Event!
More stories online at www.sportseventsmagazine.com

They Helped Me Raise Money
For Charity
Holly Keenen, Event Planner, JAMfest! Cheer & Dance:
JAMfest! has come to the Peoria, Ill., Civic Center for six years, with this year being

one of our biggest for Peoria. I start my planning process for any event by contacting

major players in the area where we hold our

competition. This usually consists of the venue

planner, local media, sports commission and

CVB. I contacted the Peoria Area CVB and was

put in touch with Travis Harper, sports services

manager. From the minute Travis answered the

phone, he delivered service that rocked!

(“Deliver service that rocks” is one of our 12 core

values.) I could barely get a question out before

Travis was asking what he could do for us. I usu-

ally only ask the local CVB help promote our

event, but Travis went above and beyond his job

duties to help JAMfest!

Each month, JAMfest! and our parent company, The JAM Brands, chooses a phil-

anthropic charity to devote our awareness and fundraising abilities to. The month of

October was dedicated to the Susan G. Komen Foundation. When I mentioned this to

Travis, he was quick to respond with ways he could help us to raise awareness and

increase our donations. I submitted a letter to Travis, which he in turn distributed to

area businesses that were more than willing to donate goods and

services for our event. Travis not only went out and collected a

great number gift cards, shirts, games, novelties, etc., on his own,

but he also arranged them in a basket and hand delivered it to 

me the minute we arrived in Peoria, which was the day before our competition. The

basket was raffled off for a few hundred dollars, and helped to contribute to the

$6,000 we fundraised throughout the day.

Travis Harper, Sports Services Manager, Peoria Area CVB: 
JAMfest! Wild Jam was such a great event. When I first talked to Holly, she wanted to

get a basket together that included items from the bureau’s partners. She was looking

for a variety of things from the Peoria area that she could raffle at her event.

It was October, Breast Cancer Awareness Month, so she wanted to raise money

for the Susan G. Komen Foundation. I contacted all of our partners, and lots of them

were interested in donating to this great cause, so I

spent the next two days driving all over the eight coun-

ties that the CVB represents to collect the donations.

The whole community really rallies around the events

that come to town. 

I love doing sports services for the Peoria CVB

because I want event planners like Holly to be able to

focus on their actual event and not worry about things

like collecting donations or planning itineraries. That’s

what I’m there for—to make sure it goes off without a

hitch no matter what it takes. I love the satisfaction of a

job well done, executing every detail with precision,

and being a part of the industry I love—sports!

Holly Keenen

Travis Harper

ABOVE &
BEYOND!
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triathlons by seeking locations where there
are lots of activities for family members
and other spectators during the race, which
can last upwards of three hours, she said.
Additionally, the triathlons require a com-
bination of a usable body of water for
swimming, a 50- to 60-mile biking course
not impacted by heavy traffic, and a 13- to
26-mile running course. Cedar Point
amusement park, located on the shores of
Lake Erie in Sandusky fit the bill perfectly.
“The area provided all the outdoor ele-

ments and fun activities we needed, and

the CVB and Cedar Point staffs were very
helpful and great to work with,” White
said. “When a CVB ‘gets it,’ as this one
does, they understand what this type of
event can do for a community. There is
more to it than the economic impact; there
is the ongoing benefit to the area from pos-
itive exposure. And, in our case, we always
make a contribution to local charities.” 
Many communities in warm climates

have also turned to sports events as a way
to draw more visitors year round. Marc
Zimmerman, sales and events manager for

Central Florida Tourism and Sports
Marketing in Auburndale, Fla., said the
decision to target the sports market has
generated more than 200 sports events per
year, adding approximately $120 million
to the area economy.
“While there is an advantage to being a

Florida destination, we are not on the coast
and do not have any major theme parks, so
leisure and convention travel are not the
end all be all for our destination,” he said.
“Therefore, sports events are very impor-
tant to our area.”

Devoting Resources To Sports
Once communities make the decision to seek sports events,

most find it essential to devote staff and other resources to the

effort, said Don Schumacher, executive director of the National

Association of Sports Commissions

(NASC). Since 1992, when NASC

was formed, the number of organi-

zations devoted to bringing sports

events to their areas has grown

from about 35 to more than 400, he

said. Schumacher refers to these

entities as “host organizations” and

explained that they range from

independent sports commissions to

entire departments within a conven-

tion and visitors bureau (CVB) to

one or two people on a CVB staff

who are at least partly assigned to the sports market. 

“Overall, we advise building an organization in the classic

business approach of crawl, walk, run,” he said. “In general,

separate sports commissions are in the major- to mid-sized

markets, while in most smaller cities and towns, CVBs are still

the key players. The growth of host organizations since the

early 90s has not come from creating sports commissions out

of whole cloth, but from the growth and gradual separation of

the market segment within a CVB; most sports commissions

get started within a CVB and are later spun off.”

Fort Wayne, Ind., was able to draw more sports events after

devoting a full-time dedicated staff to sports, said Alex Souders,

Web marketing manager for Visit Fort Wayne. “As a result of

this decision and the growing number of affordable, high-quality

sports venues such as the Spiece Fieldhouse or Lutheran

Health SportsCenter Ice Arena, we are able to handle a wider

variety and larger number of sporting events than in previous

years,” he said.

In southeast Wisconsin, the Waukesha and Pewaukee CVB

works with the Waukesha and Pewaukee Sports Committee to

prospect for new events, approaching potential host venues

and tournament directors, said Matthew T. Olson, sports 

sales manager. 

“The CVB has made a concerted effort to attract events over

the past few years,” he said. “As a full-time sports sales manag-

er, I am dedicated to the solicitation of new business and pro-

viding operational support to tournament managers and rights

holders. Many of our hotels depend on sports to fill sleeping

rooms on quiet weekends and shoulder seasons.”

Schumacher said the best-performing host organizations are

often those where the sports commission started within the

CVB but is now a fully functional entity in its own right, while

retaining strong ties to the CVB. 

Waterloo, Iowa, provides a good example. According to

Aaron Buzza, executive director of the Waterloo CVB, growth in

sports events led to tremendous growth in the Cedar Valley

Sports and Entertainment Commission, with which it partners. 

“The commission was formed just five years ago by the

bureau and other partners, and we’ve seen it grow to the point

where it has branched off into its own organization with its own

staff in just that short time,” he said. “Now, both organizations

work hand in hand, and approximately 40 percent of our visitors

come for sporting events, with youth sports the biggest part of

that market. Measured in terms of just direct spending (not

using a multiplier), sports events have an economic impact of

about $15 million per year.”

Schumacher cautioned that there is no boilerplate formula for

host organizations. 

“It’s so clear to me, after 31 years in this business, that the

right type of organizational structure for a sports commission

varies from city to city,” he said. “It can depend on whether the

town is a tourist destination, the character of the city, the size of

the population, the geographical location—all these come

together to allow people to address their individual needs in dif-

ferent ways but to accomplish the same basic goal of bringing

sports events to their town.”

Resources
Matter

Don Schumacher
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For many sports event rights holders and
owners, bid fees and other requirements
are an essential part of the process of
ensuring that the host site is prepared to
handle their events, said Mark Kaufmann,
director of events at USA Taekwondo. 
“While we don’t typically require a bid

fee, although one is included in the agree-
ment as a sort of fail-safe, there are a num-
ber of things we ask for in our RFPs, such
as advertising, sponsors, transportation,
volunteers, bleachers and free rent,” he
said. “This entails a certain amount of

investment on the part of the host commu-
nity, but what they get in return is a major
economic boost.” 
He explained that USA Taekwondo

competitions like the U.S. Open and Junior
Olympics could generate around $18 mil-
lion to $20 million in economic impact
over the period of just one week. 
“Once a CVB or sports commission

understands that, they tend to give us
whatever we need,” he said. “Even in the
last three years, with the economic slow-
down, our numbers have held true with

regard to room nights and overall econom-
ic impact. Our events have continued to
grow steadily over the last three years, and
we are generating interest from more
potential host cities than ever before.”
Brittani Von Ruden, marketing manager

for the Oshkosh (Wis.) CVB (OCVB), said
pursuing sports events that require bid fees
is a challenge for her organization. “You
can offer as many unbelievable free servic-
es as you want, but a lot of times it comes
down to having enough money to pay the
bid fees.”
However, she said that the OCVB con-

tinually looks for sporting events to bid on
and works closely with the University of
Wisconsin Oshkosh Athletic Department
to bring sporting events to the city. 
“Bidding on a sporting event involves

not only assuring that we have the right
facilities but also complying with bid
requirements and fees,” she said. “Our
sales team works closely with the event
organizers and the facility in which the
event will be held from the beginning
phases of bidding on an event, all the way
to the finish line.”
Beth Brown, vice president of sales for

the Alpharetta (Ga.) CVB, said even
though sports is the number one market for
her group sales team, cuts for event organ-
izers and higher bid fees for host cities
represent big challenges in pursuing sports
events. She said the CVB staff has focused
on increasing sales calls to event rights
holders and sports organizers before and
after trade shows and continuing to devel-
op relationships to help secure repeat
events as a way to lessen the time and
money involved in producing bids.
Additionally, she said, the CVB maintains
relationships with area recreation and
parks departments and local high schools,
allowing it to assemble facilities to bid on
larger sports events. 
“Fortunately, once we bring an event

here, the challenges of hosting are relative-

ROI Drives Fees, Services & More

Don Schumacher, executive director of the National Association of Sports

Commissions (NASC), said the number of locations bidding on sports events is

down due to a difficult economic climate. “Some communities, especially those with

established CVBs where the income from room taxes is still strong, still have the

ability to write a big check in order to win the right to host an event,” he said. “But

there are not enough of those out there right now to satisfy the expectations of

some event rights holders.”

In better times, he said, rights holders could often demand a big check because

of the number of visitors the event would bring to the host city. With people now cut-

ting back on travel expenses in a variety of ways, however, there is often not

enough cash generated to make it worth the bid fee. 

“Many locations have seen the income from their room taxes decline significantly,

and communities generally have less money to con-

tribute toward bids than in the past,” Schumacher

said. “I am hearing about more and more changes in

the way business is being done, with rights holders

and host organizations working out agreements—

some are sharing costs on a 50-50 basis.”

“Bid fees can be a challenge for a smaller CVB

like Bentonville,” said Blair Cromwell, vice president

of sales, sports and corporate for the Bentonville

CVB. “However, we do have the opportunity to solicit

sponsors to assist in the payment of bid fees. We

have also learned to negotiate. Another challenge is

getting the event to understand the value of coming

to a smaller market. They can be the big fish in our

pond. We have incredible facilities and plenty of fun

things for players to do in their free time.”

Challenging
Issue

Bid Requirements:

“Bid fees can be 
a challenge for 
a smaller CVB 

like Bentonville.
However, 

we do have the
opportunity to 

solicit sponsors to
help with bid fees.

We have also learned
to negotiate.
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—Blair Cromwell, VP of
Sales, Sports & Corporate,

Bentonville CVB



ly few,” she added. “We have a strong rela-
tionship with city officials, great accom-
modations for guests, easy access to
Atlanta, and excellent leisure time activi-
ties for participants.” 

In addition to presenting a financial
challenge, some bids for sports events
require major commitments of space and
community support, according to Bob
Belber, SMG Northeast regional director
of live entertainment and SMG regional

general manager at the Times Union
Center in Albany, N.Y.
“Many of the bigger sports events

require fan festivals to be presented, and
the costs related to these festivals are
normally covered in most cities by the
local organizing committee or the sports
foundation,” he said. “For the last nine
years in Albany, the Capital Region
Sports Foundation has received financial
support from the state of New York to

help pay expenses related to fan festivals
produced in support of major sports
events. However, the state’s financial cri-
sis over the last few years has caused
large reductions in state funding. These
funding cuts will force the arena to pay
for many of these fan festivals in the
future. Therefore, a stronger push to
obtain sponsors for the fan festival activi-
ties will be made in hopes of making up
the difference.” �

Dan Johnson, Sr. Events Coordinator, 
Cabela’s Masters Walleye Circuit:
Dana Ecker and all the other great folks at the Oshkosh (Wis.)

CVB went above and beyond the

call of duty to make sure our world-

record-setting fishing tournament

was a complete success. The CVB

was instrumental in all phases of

the operation, from planning logis-

tics to working with the local media

and law enforcement, and even

supplying volunteers for the event.

We truly could not have held the

NTC/MWC tournament in Oshkosh

without their help.

Brittani Von Ruden, Marketing Manager,
Oshkosh CVB:
The Oshkosh Convention & Visitors Bureau (OCVB) went

above and beyond for a major fishing tournament that took

place in Oshkosh June 5-6, 2010, where 714 anglers squared

off for more than $350,000 in cash and prizes.

The tournament was a combination of the Cabela’s National

Team Championship (NTC) and MWC’s Lake

Winnebago Central Division Qualifier and featured

358 teams—all but two of which were two-person

teams. The NTC is one of the most prestigious com-

petitions in the country. Now in its 26th season, the Cabela’s

MWC is the longest-running professional walleye tournament cir-

cuit in the United States.

The tournament has officially been recognized by Guinness

World Records as history’s largest fishing tournament. The OCVB

staff did the following to assist the 

tournament:

� Stationed staff and volunteers

at the tournament both mornings

at 5 a.m. or earlier to help park

300 plus fishing trailers, to direct traffic, and to cart the anglers

to their launch. One morning, it was even pouring rain!

� Pulled strings to get a pilot from

EAA to take aerial photos 

during the tournament—something

that no other host city had done 

for them.

� Coordinated pre tours and compli-

mentary sleeping rooms for the

tournament staff.

� Coordinated meetings with safety

patrol officers and park officials.

� Coordinated the Lighthouse

Anglers, a local fishing group, 

to clean and donate the fish.

Dan Johnson

Brittani Von Ruden
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They Provided ‘Record Breaking’ Service
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714 anglers squared off for the
NTC/MWC tournament in

Oshkosh in June, which was 
officially recognized by Guinness

World Records as the largest
fishing tournament in history.
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Assessing ROI
Matt Hawkins, sports marketing manag-
er at the Bloomington-Normal (Ind.)
Area CVB, pointed out the increasing
importance of making sure the events
brought to an area have a beneficial
return on investment. Year to date, he
said, the economic impact of sporting
events on his area, which has a popula-
tion of 165,000, is $1.96 million. 
“Hosting sporting events is important

to our local economy due to the impact
of visitor expenditures—more than half
of the annual room nights booked here
are for sports events—as well as the
support it brings to the area sporting
facilities, accommodations and business-
es,” he said. “But, if bid fees and other
costs are too high for us to see a finan-
cial benefit, it does not make sense to go
after the event.” 
Some host communities indicated that

the investment involved in hosting sports
events is extremely worthwhile.
Kindra Fry, CSEE, SMP, director of

group sales - sports and conventions at
the Bryan-College Station (Texas) CVB,
said sports events are worth bidding on
because they are such an important part
of the city’s travel and tourism business,
currently accounting for 65 percent of
that market. 
“This year, for the first time ever, the

return on investment for sports outper-
formed the return on investment for con-
ventions,” she said. “We are anticipating
the same trend to continue next year
with new prospects.” 
While they may not have the funds to

bid on large-scale events, some commu-
nities have found it beneficial to offer
financial incentives to bring smaller
tournaments to town.
In Albany, Ga., the CVB’s sports mar-

keting council offers grants to non-profit
sporting events that generate hotel room
nights and economic impact for the city.
According to Lisa Riddle, CVB director,
these grants are made possible through
the increase in the hotel-motel tax and
additional funding provided to the CVB
by the city of Albany. The grants are
provided on a first-come, first-serve
basis and are evaluated by the sports
marketing committee prior to approval.

www.sportseventsmagazine.com

Sandy Sanderson, President, 
National Club Baseball, Softball &
Football Associations:
The Columbus, Ga., Sports Council went above and

beyond in showing my staff what true Southern hospitali-

ty is. While our participants are having a blast playing

baseball or softball during our National Championship

Tournaments, often forgotten are the tournament staff—

mostly volunteers—who spend countless hours on end

at the ballpark managing the minute-by-minute opera-

tions of the event.

These staff members are the first to arrive each day

and leave well after the last team has vacated the dugout, only to crash in a hotel and

get up to repeat the process the next day. We’ve become accustomed to pizza and

hoagies meal after meal, day after day, as the long hours at the

ballpark wear on. 

Not in Columbus! Every day, the sports council delivered a vari-

ety of foods that represented the local flavors of the area. Not

once did we have a repeat meal brought to the ballpark. Whether it was the best local

sweet tea, fresh baked goods, fabulous local barbecue, or the most famous Columbus

Scramble Dogs, the injection of delicious local fare did wonders for boosting the morale

of our staff who where taxed by long days and little sleep.

This Southern hospitality was an enormous factor in why we not only returned our

NCSA World Series to Columbus but also relocated our NCBA (baseball) DI World

Series there as well. Thank you, Columbus!

Merri Sherman, Assistant Director, 
Columbus, GA Sports Council:
This was just business as usual for the Columbus, GA Sports Council. Our job is to

make sure that we exceed visitors’ expectations so that they will want to come back

to Columbus again and again. Our staff, volunteers, parks and recreation, and con-

vention and visitors bureau are what make events happen in our city!
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They Pampered Our Volunteer Staffers
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Sandy Sanderson
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Editor’s Note: The Tuscaloosa (Ala.) Sports Foundation and the

Tuscaloosa CVB, now called Tuscaloosa Tourism and Sports

Commission, collaborated with the Auburn-Opelika Sports

Council to bid on the Alabama High School Athletic

Association Super 6 state high school football cham-

pionship and won the bid to host it on a rotating basis

in each city. The championship was played at Bryant-

Denny Stadium in Tuscaloosa in 2009 and in 2010 was held at

Jordan-Hare Stadium in Auburn.

Steve Savarese, Executive Director, 
Alabama High School Athletic Association:
Don Staley and the Tuscaloosa Sports Commission worked

closely with their counterparts, the Auburn-Opelika Sports

Council, to secure the Super 6 state high school football champi-

onship. They stepped up and worked together to provide a plan

that we felt would be beneficial to our

member schools.

Don went the extra mile in 2009 by

constructing and implementing a plan

for Tuscaloosa and nearby Northport to

join together along with the University

of Alabama to provide many special

memories for our student-athletes.

Playing the games on campus at

Bryant-Denny Stadium was a dream

come true for our student athletes,

coaches and fans. Many were emotional when they entered the

legendary stadium. Don paid particular attention to detail, even

the smallest, to ensure the games went off as planned. It took a

lot of dedication on his part, a lot of planning, and a lot of

special leadership skills to pull this project off.

Now, after being at Auburn one year as well, we

have a Super 6 that will only get better as the years go

by. We can’t thank Don and the Tuscaloosa Sports

Commission enough.

Don Staley, Executive Director, 
Tuscaloosa Sports Commission:
We got our start as a sports com-

mission because of our desire to

host this event. We went down to

talk to Coach Savarese, made our

pitch, and he said while he was

interested in hosting the Super 6 in

Tuscaloosa he was also interested

in Auburn. So, we met with Auburn

and agreed that we’d share every-

thing—not be pitted one against the

other. We worked with John Wild at

Auburn to make the bid, and the

long and short of it was that we were successful. The

Tuscaloosa Sports Foundation was created to go after these

types of events, and we’re just thrilled we got it.

They Collaborated With Their ‘Rival’ To Host Our Championship

In recent years, grants have been paid
out to help fund events such as Dixie
Youth Baseball tournaments, BMX bike
races and National Junior College
Athletic Association soccer competi-
tions, Riddle said.
There are also situations where a

community agrees to make significant
investments to retain a sports event.
When the National Association of
Intercollegiate Athletics wanted to
extend Rome’s contract for the Football
National Championship but had con-
cerns about the condition of the stadi-
um, the citizens of the community
passed a special sales tax devoted to 
$15 million in renovations, according to

Ann Hortman, sports marketing and
event coordinator at the Greater Rome
(Ga.) CVB.
And, in Topeka, Kan., recent

improvements to area sports facilities
have served the intended purpose of
increasing the number of athletic events
held in the city, said Jennifer Muse,
sports sales manager for Visit Topeka.
Matthew Payne, executive director of

the Austin (Texas) Sports Commission,
pointed out that the rewards of hosting a
sports event could go far beyond the
revenues generated. “Sports events bring
a passionate community of athletes to a
destination,” he explained. “They give a
host city the opportunity to engage a

new, excited audience. Like many indus-
tries, the sports world feels big when, in
fact, it’s small. Each event you host will
have the producers talking about how
your city handled it, often driving posi-
tive word-of-mouth marketing.”
There is also a great resilience in the

sports events market, said Julie Boffa, 
convention sales manager for
Destination Toledo. “This is a market
segment with great return business and
excellent revenue, because the families
travel with the attendees,” she said.
“Additionally, most teams attend tourna-
ments despite what may be going on with
the economy, so the attendance is stable
and often goes up year to year.”

Steve Savarese

Don Staley

ABOVE &
BEYOND!
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