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AGENDA NUMBER MEETING DATE FEBRUARY 3.2Ot6

REPORT TO THE ECONOMIC DEVETOPMENT COMMITTEE

PREPARED BY: David Smoak, Town Administrator

SUBJECT: Approval of Memorandum of Understanding between the Town of Farragut and the Farragut
Business Alliance

INTRODUCTION: The purpose of this agenda item is to consíder approval of a memorandum of understanding
(MOU) between the Town of Farragut and the Farragut Business Alliance (FBA).

DISCUSSION: The FBA was formed in 2009 as a non-profit 501(c)6 organization whose primary mission is to
help promote businesses in the Town of Farragut. Since that time, the FBA has held several community
events, such as the Red, White and Blues Festival, the Farragut Food Festival, Light the Park and various events
duringthe Dogwood Arts Festival. The FBA also has been leadingthe marketing of the Shop Farragut
campaign during the holiday shopping season.

The attached MOU outlines several economic development initiatives the FBA will be responsible to provide
for the Town of Farragut and the businesses located within the Town (see Exhibit A - Program of Work). The
FBA's program of work will include promoting Farragut's businesses, retaining existing business, recruiting
new business to the Town and continuing to enhance the special events they have coordinated over the past
five years. The Town may also terminate this agreement at any time during the term.

There were three main enhancements to this MOU that are proposed that are different from the original
agreement executed in 2OL1,. First, the FBA proposes to expand the Shop Farragut program from a holiday
promotional program held during the final six weeks of the calendar year, to a program that will promote
Farragut businesses year round. Second, in order to enhance the special events held throughout the year, the
FBA is proposing to hire a part-time special events coordinator that will focus on all special events, which
would subsequently free up the executive director to fulfill the remaining portion of this agreement. Finally,
with the completion of the Town's branding program last year, the FBA would be responsible for promoting
the Town brand to not only businesses and citizens in the community, but to the greater Knoxville region and
beyond.

Due to these additional responsibilities and marketing enhancements, the FBA is requesting an increase in
funding from the Town to 5200,000 per year over the three year term of the agreement. The FBA has given a

proposed budget and how they would utilize these additionalfunds in the attachment to this report. One of
the main decisions before the EDC is to determine the appropriate level of funding for the FBA in accordance
with the duties and responsibilities that are being requested of the organization. lf the FBA does not take on
these additional responsibilities, they would still be requesting funding of approximately S75,000/year to
continue the current services and special events they provide.

Attached to this report are the proposed Memorandum of Understanding, Program of Work, Accountability
Metrics, Marketing and Communications Plan budget, and proposed budget for the FBA.

The Economic Development Committee is being asked to make a recommendation to the Board of Mayor and
Aldermen regarding the attached MOU.



PROPOSED MOTION: To approve a Memorandum of Understanding between the Town of Farragut and the
Farragut Business Alliance as attached, or amended.

BOARD ACTION:

MOTION BY: SECONDED BY:



MEMORANDUM OF UNDERSTANDING

This Memorandum of Understanding ("MOU") entered into as of the day of
20l6by and between Farragut Business Alliance, a 501(c)6 corporation filed

under the laws of the State of Tennessee ("FBA") and The Town of Farragut, a municipal
corporation created under the laws of the state of Tennessee (the "Town").

WHEREAS, the Town has secured the efforts of the FBA in the past to assist it in the
development and implementation of a strategic action plan designed to enhance awareness of
local businesses and increase marketing through the use of publications and special events for the
overall benefit of the Town's citizens and businesses; and

WHEREAS, the Town desires to continue a relationship with FBA to further its
economic development objectives of promoting local business through the coordination of the
Town's business community to better serve the needs of the business community, to increase
retail revenues by attractingthe citizens of the greater Knoxville area to shop at the Town's
businesses and to support the Town's efforts to retain existing businesses and recruit new ones;
and

WHEREAS, FBA possesses the qualifications and desire to develop and implement a
Program of Work consisting of a series of defined steps all designed to bolster economic
development efforts of the Town to improve the level of business conducted within the Town;
and

WHEREAS, the parties desire to memorialize herein the terms and conditions of an
agreement whereby the Town commissions the FBA to undertake the process of developing and
implementing the Program of Work for the Town.

NOW, THEREFORE, in consideration for the terms, conditions and agreements provided
for hereinafter, the sufficiency of which are hereby acknowledged by the parties, the parties do
hereby agree as follows:

1. Engagement. The Town hereby engages the FBA to perform the following
services and to provide the following support to the Town and its businesses located within the
Town's boundaries by implementing the steps and accomplishing the goals set out in the
attached Exhibit A entitled "Farragut Business Alliance-Program of V/ork (2016)" (the "Program
of Work"). The FBA accepts such engagement and will provide services necessary to
accomplish the Program of 'Work with reasonable assistance of representatives of the Town in
providing the FBA with relevant information possessed by the Town. As a part of its efforts,
FBA agrees to accomplish the specific metrics as set out on the attached Ëxhrb{l$ entitled
"Accountability Metrics" (the "Accountability Metrics").

2. Term. FBA shall commence work hereunder effective March 1,2016, and shall
devote the time and attention it deems appropriate and required in order to accomplish the goals
outlined within the Program of Work and the specific Accountability Metrics. The term of this
agreement shall be three years from March 1,2016 through February 28,2019, except as

otherwise provided in paragraph 8 below.



3. Compensation. In full compensation for the FBA's work hereunder, conditioned
on approval and adoption of the Town's budget by the Board of Mayor and Alderman during the
applicable fiscal year, the FBA shall receive the sum of $200,000 for each twelve (12) month
period of the term of this MOU paid by the Town, to be paid to the FBA in the manner provided
inparagraph4.

4. Manner of Payment. Subject to the provisions of this Agreement, the
compensation payable hereunder shall be paid to FBA as follows

(a) The sum of $200,000 for the year from March I,2016 through February 28,2017
payable in four equal quarterly installments commencing on April 30,2016 and
continuing for the following three three (3) month intervals ("Quarter" or'oQuarters")
conditioned upon the due submission of the progress reports referred to in paragraph 5
below and pending the approval and adoption of the Town's budget by the Board of
Mayor and Alderman in the 2016-2017 fiscal year;

(b) The sum of $200,000 for the year from March 1,2017 through February 28,2018
payable in four equal quarterly installments commencing on April 30, 2018 and
continuing for the following three three (3) month intervals ("Quarter" or "Quarters")
conditioned upon the due submission of the progress reports referred to in paragraph 5
below and pending the approval and adoption of the Town's budget by the Board of
Mayor and Alderman in the 2017-2018 fiscal year;

(c) The sum of $200,000 for the year from March 1,2018 through February 28,2019
payable in four equal quarterly installments commencing on April 30, 2018 and
continuing for the following three three (3) month intervals ("Quarter" or o'Quarters")

conditioned upon the due submission of the progress reports referred to in paragraph 5
below and pending the approval and adoption of the Town's budget by the Board of
Mayor and Alderman in the 2018-2019 fiscal year;

5. Progress Reports. FBA shall furnish Town with written progress reports at the
end of each Quarter from and after April 30,2016 (i.e., July 30,2016, October 30,2016, January
30,2017, April 30, 2017, July 30, 2017, etc.). The content of the Progress Report should include
a summary of the actions taken by the FBA, during the subject Quarter, in furtherance of the
Program of V/ork and accomplishment of the Accountability Metrics. The Progress Report
should also include specific objectives that the FBA plans to meet by the next date of the
Progress Report. If FBA fails to furnish a Progress Report, or if it appears from the report that
no progress has been made in the advancement and achievements of the Program of Work and
Accountability Metrics since the last Progress Report, the Town shall have the right to withhold
the quarterly payment until FBA resumes progress on the work. In addition, the FBA shall, if the
Town so requests, confer with representatives of the Town from time to time on matters of
substance concerning the efforts that have been and will be taken to advance the goals of the
Program of Work and Accountability Metrics.

6. Dela)¡s in Completion. In the event contingencies arise that hinder the ability of
the FBA from moving forward with the Program of Work through no fault of the FBA, the FBA
shall inform the Town Administrator of such circumstances as soon as possible. The Town will
take steps within its control to assist the FBA with overcoming said contingencies.
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7. Independent Contractor. It is the mutual understanding of the parties that the
members of the FBA are undertaking the Program of V/ork as independent contractors, not as

employees of the Town. The FBA shall be solely responsible for reporting for tax purposes the
amount received hereunder and for the payment of any taxes of every kind that may be payable
on account of the payments provided for herein. The FBA specifically agrees to indemnify,
defend and hold the Town harmless from any such taxes and related penalties, and other costs
incurred by the Town including, but not limited to, attorneys'fees and costs incurred thereby.

8. Termination on Convenience of Municipality. For any reason the sufficiency of
which the Town shall be the sole judge, the Town may terminate this Agreement, including, but
not limited to, the non-approval of the Town's budget by the Board, Mayor and Alderman in the
applicable fiscal year, refusal of the FBA to comply with any of the provisions of this Agreement
or for the convenience of the Town. In such event, the payments FBA has theretofore received,
plus a pro rata amount of payment as compensation for the work performed during the Quarter in
which the determination to terminate is made, shall constitute the FBA's full and final
compensation, and FBA shall have no further claim with respect thereto.

9. Waiver. The failure of any party hereto at any time to require performance of any
of the provisions hereof shall in no manner affect the right to enforce same.

10. Governing Law. This Agreement shall be governed by and construed in
accordance with the laws of the State of Tennessee, without regard to rules concerning conflicts
of law.

11. Further Assurances. The provisions of this Agreement are intended to be self-
operative and shall not require further agreement by the parties except as otherwise specifically
provided herein. Nevertheless, all parties agree to cooperate fully to execute any and all
supplementary documents, and to take all additional actions that are consistent with and which
may be necessary or appropriate to give full force and effect to the basic terms and intentions of
this Agreement.

12. Severability. Any provision of this Agreement which is prohibited or
unenforceable in any jurisdiction shall not invalidate the remaining provisions hereof, and any
such prohibition or unenforceability in any jurisdiction shall not invalidate or render
unenforceable such provision in any other jurisdiction.

13. Assignment. FBA shall not assign, transfer or otherwise dispose of any of its
rights, duties or obligations hereunder without the prior written consent of the Town. Any
attempted assignment without such prior written consent shall be void øb initio.

14. Binding Effect. This Agreement shall be binding upon and shall inure to the
benefit ofthe parties hereto, their respective personal representatives, successors and assigns.

15. Entire Agreement. This Agreement constitutes the entire agreement of the parties
hereto with respect to the transaction contemplated, and supersedes all prior agreements,
understandings, negotiations, both written and oral, among the parties with respect thereto.

16. Amendments. This Agreement may be amended only by a written instrument
duly executed by all parties or their respective successors, assigns or legal representatives.

-̂'t



This Agreement entered into as of the day and year first above written.

Farragut Business Alliance:

TOWN:

Dr. Ralph McGill, Mayor

As to form:

Thomas M. Hale
Town Attomey

4



Farragut Business Alliance
Program of Work [20L6)

Background

ln 2015, the Farragut Business Alliance (the "FBA")determined that its Program of Work should more
accurately reflect its active role in the economic development activities of the Town of Farragut (the
"Town"). While the Town undertakes numerous economic development activities through volunteer
committees and the Board of Mayor and Aldermen (the "FBMA"), much of the work is segmented into
parts and carried out by individual departments and needs long-term coordination.

While the Town supports the Farragut/West Knox Chamber of Commerce for some of the intangible
aspects of economic development for the community, and while the Chamber remains a vital piece of
the overall economic development landscape, the FBA - through dedicated funding from the Town -
can bolster economic development efforts through customized programs, initiatives and advertising
specifically targeting Farragut.

ln essence, the FBA will adjust and expand its programming to better reflect its role as a supporting
economic development arm of the Town to increase sales tax dollars by:

o Promoting Farragut's businesses and business opportunities;
o Working to retain and support Farragut's existing businesses; and
o Providing support in recruiting new businesses to the area.

Or ganizatio n D evelo p ment

Goal: Ensure compliance with the Memorandum of Understanding entered into with the
Town of Farragut and an understanding of new deliverables and factors impacting
them.

AcnoN Sr¡ps:
L Revisit mission statement and re-work to better reflect expanded roles.
2. Maintain presence on the Town's Economic Development Committee (or other committees as

identified by Town) and provide regular updates.
3. Serve on Town's ad hoc committees as requested.
4. Monitor Municipal Planning Commission (the 'FMPC") agendas and provide input/updates as

needed.
5. Rotate FBA board members to ensure attendance/representation at as many FMBA and FMPC

meetings as possible; report back to board.
6. Provide annual progress updates to Town during budgeting process.

7. Work closely with Town administration to ensure ongoing communications and facilitate
brainstorming and planning for projects and initiatives.

Page 1 of 5
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8. Host annual joint FBA-FBMA planning meeting to review/formulate/endorse following year's
goals.

Goal: Maximize FBA board composition and involvement to reflect a variety of
businesses, Iocations and interests within the Town of Farragut and ensure that board
works productively towørds stated FBA goals.

Acnoru Srrps:
t. Hold relevant economic development-related training/information sessions for board members

(i.e., ICSC liaison, developers' meeting, Town department heads, etc.).
2. Recruit new directors to the FBA Board as needed to further diversify representation and to

replace outgoing directors in a timely manner.
3. Develop process for new director orientation to the board and the organization.
4. Hold regular FBA board meetings, as outlined in bylaws.
5. Utilize directors as liaisons between working committees and board.

Goal: Protect 501(c)(6) non-profit trade associatíon stqtus by ensuring appropriate on-
time filings.

Acnoru Sr¡ps:
1. lnvestigate need for name change to better reflect expanded mission.
2. File 990 and/or other IRS forms in a timely manner.
3. Complete and file State of Tennessee Annual Report and other state forms in a tímely manner

Goal: Actively identify and secure supplemental funding to leverage Town's investment.

Acrroru Sreps:

L lnvestigate possible public-private sponsorship programs.
2. Research and leverage grant opportunities to support tourism, main street, small business and

other economic development programs.

3. Develop a more robust and broader-based corporate underwriting program; expand
opportunities for event sponsorships; create and market program sponsorship opportunities.

Business Promotion

Goal: Expand reach of the Farragut "Brend" to become recognizable in the Farragut
community and the region.

Acnoru Sr¡ps:
L. Consistently utilize Town of Farragut, Shop Farragut and FBA logos, marks, colors and other

approved collateral assets in all communications and promotional efforts.
2. Produce and provide Farragut-branded merchandise to retail and other businesses through

contests & promotions encouraging them to "live the brand," and through a resale program.
3. Develop, market and regionally distribute collateral and digital materials (shopping destination

brochures, tourism guides, sporting events announcements, restaurant guide, etc.).
4. Engage in ongoing public relations efforts to help disseminate the stories of unique Farragut

businesses; include relevant businesses in proactive editorial coverage and media tours.
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5. Ensure communications with business and non-business (churches, civic groups, schools, non-
profits, neighborhood associations, etc.) sectors of the Farragut population.

6. lnvestigate opportunit¡es to serve as "Official Welcoming Host" for visitors at regionally-
significant events, in exchange for providing attendees with Farragut-branded promotional
materials.

Goal: Increase opportunities to positively impact soles tax collections through the Shop
Farragut initiatíve.

Acnoru Sreps:

L. Seek out ways for businesses to significantly increase visibility and marketability to their
potential customers by enabling their participation in marketing and promotional programs
that most businesses could not afford on their own (co-op advertising, etc.).

2. Expand Shop Farragut to a year-round program with seasonal blitzes.
3. Encourage, compile, and market special promotions and sales offered by multiple merchants

during blitz times as a basis for attracting new shoppers; expand the number of participating
retail outlets.

4. Significantly ramp up efforts towards extensive regional advertising campaigns (print, media,
radio, dígital, outdoor, etc.)to support the Shop Farragut ("Shop Closer. Go Further.") and "Live
Closer. Go Further." messages.

5. lnvestigate adding a Shop Farragut loyalty/discount component.
6. Create, market and implement location-centered mini-events to bring consumers directly to the

doors of businesses (i.e., Village Green, West End Center, Patriot's Corner, etc.).
7. Develop event-centered partnerships with hospital¡ty industry to capture visitor spending.
8. Heavily cross-promote member events, specials and milestones.
9. Partner with other tourist-oriented Farragut venues to attract and keep visitor dollars in the

Farragut area.
L0. Revisit potentialopportunities brought about bythe location of the Knoxville Open.
11. Continue to develop and leverage local and regional strategic partnerships, especially as they

relate to advertising and recruiting (Visit Knoxville, Knoxville Chamber, Legacy Parks

Foundation, State of Tennessee Department of Tourism, etc.); increase exposure and identify
potential opportunities for retail, restaurant and tourism growth.

Business Retention and Support/Business Recruiting

Goal: Increase the number of Farragut businesses involved in, and aware of, the FBA's
and the Town's efforts, and deepen their involvement and understanding.

Acrro¡r Sr¡ps:

L. Laser-focus on understanding and helping meet the needs of businesses in Farragut by
identifying and training volunteer "Business Advocates" to 'take the pulse" of the business
community through personal visits; gather ideas, input, concerns and other relevant
information and submit for appropriate action.

2. Leverage the FBA's position in the business license process to position the organization as the
business start-up resource in Farragut.
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3. Finalize and implement the Business Mentor Program to provide counseling and assistance to
new and existing businesses.

4. ldentify and communicate opportunities for market exposure for businesses (i.e. Small Business
Saturday).

5. Ramp up social and digital advertising and cross-promotional efforts.
6. Engage board members to make key visits on behalf of the FBA to build and leverage strategic

relationships.
7. Continue to populate online business directory with complimentary, robust listings and links.
8. Continue to distribute business communications through traditional media, social media and e-

newsletters; merchandise back to the businesses what they aie receiving for the Town's
investment.

9. Conduct as least one survey of all Farragut businesses annually.

Goal:.Ass¡sú the Town in shaping positive public opinion regarding conducting business
in Farragut.

Acnoru Srrps:
L. Engage in ongoing public relations efforts to help position Farragut as a business-friendly

community.
2. Continue to engage in one-to-one meetings with community and business leaders to build

support.
3. Continue to build partnerships with key local and regional organizations.
4. Continue to communicate member feedback regarding processes, ordinances and other issues

of mutual importance to the Town and to businesses.

Goal: Help identify and ass¡st new businesses endeavoring to open in Farragut.

Acroru Srsps:

L. Commit to sending at least one representative to the lnternational Council of Shopping Centers
(ICSC) Conference annually.

2. Host reception for developers, retailers, etc. during ICSC conference.
3. Provide a supply of printed collateral materials (as they become available) for distribution at

tcsc.
4. Mentor new businesses as needed to support them through pre-startup processes.

5. Advocate with the Town on behalf of new busínesses on issues that might arise on a case-by-
case basis.

6. lntroduce new business owners/managers to other business, civic and governmental contacts
that might prove mutually beneficial.

7. Encourage new businesses to join the Farragut/West Knox Chamber, schedule ribbon cuttings,
arrange to attend/host networking events, etc.

Special Events

Goal: Disseminate the Farragut brand through events that benefit its businesses

Acnon¡ Sr¡ps:
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!. Look at ways to generate additional funds from events, such as admission rates, increased
opportunities for generating funds from concessions and ancillary sales, reaching out to more
event-specific sponsors, and positioning events more regionally.

2. lnitiate more aggressive promotions and advertising for events.
3. Continue email blasts to database to promote events.
4. lnvestigate feasibility of direct mail announcements to Farragut residents prior to each event.
5. Continue listing events in regional online calendars, media calendars, and

govern mental/organ izational calendars in the regíon.
6. Develop attractive, professionally-produced pamphlet (and digital version)featuring events and

distribute via Farragut's businesses year-round; make available at Town Hall, the Chamber,
churches, and welcome centers throughout the region.

7. Coordinate and execute events as identified by Town and FBA board of directors.
8. ldentify existing events that FBA can support/sponsor/partner with in exchange for exposure.
9. Explore creation of an historic tour highlighting special sites in Farragut.
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ACCOUNTABILITY METRICS (2016-2017 through 2018-2019) 
 
Business Engagement 

 Visit a minimum of 40 businesses per month in a business advocate capacity. 

 Visit a Farragut-focused civic or volunteer group at least once per quarter. 

 Increase number of online Business Directory listings by at least 30% in year one, and 
10% in years two and three (baseline = 195). 

 Secure Shop Farragut involvement (coupon, event, co-op ad participation, merchandise, 
app link/development, etc.) from an average of at least 10 businesses per month in year 
one, 15 businesses per month in year two, and 20 businesses per month in year three. 

 Involve and train at least 5 business volunteers to mentor new businesses (as needed). 
 
Media Outreach (Town branding, Shop Farragut and Special Events) 

 Increase Facebook and Twitter followers by at least 20% annually (baseline = 1469). 

 Increase web site visits by 10% per month (baseline = 7200). 

 Generate an average of at least 25 Shop Farragut app downloads per month. 

 Expand advertising footprint/reach/impressions to Knoxville MSA (see attached media 
impressions for specific media metrics).  

 Distribute at least 5,000 brochures annually, including state welcome centers. 

 Place Farragut-related “earned media” stories/appearances at least semi-monthly. 

 Distribute e-newsletter at least monthly. 
 
Special Events  

 Increase involvement of business community in special events by adding at least 3 new 
businesses (sponsor, vendor, etc.) to each event per year. 

 Increase business exposure in special events by securing volunteers from at least 5 
Farragut businesses per event. 

 Weather allowing, increase attendance of special events by at least 10%. 

 Work with hotels for mechanism to tie increase in room nights to specific events and/or 
promotions. 

 Hold at least one location-focused (West End Center, Village Green, Renaissance, 
Patriot’s Corner, Hampton Inn, etc.) special shopping or tourism event per quarter. 

 
Investment Leverage 

 Generate at least $40,000 in sponsorships in year one, $50,000 in year two, and 
$60,000 in year three. 

 Generate at least $100,000 in partner/cooperative advertising opportunities (Visit 
Knoxville, State of Tennessee Department of Tourism, Legacy Parks Foundation, 
Farragut 5K, etc.). 

 Generate at least $6,000 in Farragut business cooperative advertising in year one, 
$12,000 in year two and $24,000 in year three.  

 Support and enhance outreach and recruiting efforts at International Council of 
Shopping Centers Conference annually. 
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OVERVIEW

The Town of Farragut has completed a major branding initiative designed to raise the
visibility of the town and to establish a strong economic and tourism development
positioning. The Farragut Business Alliance, which represents 200+ small and medium-

sized businesses, desires to leverage the new brand initiative throughout2OL6 to more

effectively drive consumer traffic to Alliance members and create broader awareness of
the Town of Farragut brand.

2OL6 MARKETING PLAN OBJECTIVES

The following specific objectives have been defined for the 2OL6 Farragut Business

Alliance marketing program:

o Successfully launch and fully activate the new Town of Farragut brandingprogram.

o ActivelV support the Alliance's business members and actively drive consumers

to their businesses throughout the Knoxville area.

o Create a broader audience for Alliance member businesses.

o ldentify and recruit additional key sponsors to help fund Alliance-sponsored

community events.

o Establish and promote broader relationships with Business Alliance

members, event sponsors and the consuming public.

STRATEGIES

The implementation strategies for the 20L6 tarragut Bus¡ness Alliance marketing

program include both targeted campaign and sustained communicationscomponents.

o Campaign Strategy - lmplement two targeted, seasonal advertising campaigns

during 20L6.

L. New Farragut brand activation campaign (April/May).

2. Shop Farragut 2016 Holiday campaign (November/December).

Sustained Communications - Utilize aggressive public relations, social media

anddigital advertising to maintain a sustained Knoxville-area market presence

for the Town of Farragut throughout 20L6.

a
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2OL6 CAMPAIGN STRATEGY

I. FARRAGUT BRAND ACTIVATION CAMPAIGN

o Date - Spring, 2016 (April/May)

o Duration - Eight (8)weeks

o Theme - Farragut...Live Closer - Go Further

o Objectives

t. Create and build awareness for the new Farragut brand in the Knoxvillearea.

2. Communicate what the Farragut brand standsfor.

3. Drive traffic to Farragut businesses.

o Campaign Elements

The brand activation campaign implementation will employ an integrated

strategy utilizing a combination of advertising and public relations

activities.

, t. Advertising

a. Print Advertising - The print advertising includes the use of three
newspapers, the Knoxville News Sentinel, Farragut Press and

Shopper News. One quarter-page ad will be placed in the Forrogut

Press and Shopper News every week during the eight-week

campaign. Two quarter- page ads will appear in the News Sentinel.

The Forrogut Press reaches Farragut and surrounding

communities, and the Knoxville News Sentinel and Shopper News

will reach the broader Knoxville area. All have good readership,

because they focus on local neighborhood and community news.

b. Theater Advertising - Regal's Pinnacle Theater serves the

Farragut community and draws traffic from all over the Knoxville

area. Theater advertising is very cost-effective, reaching

thousands of people perweek at a very competitive price.

The theater advertising will run throughout the eight-week

campaign and will include 5,000+ :3O-second spots.
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2. Public Relations

The brand activation campaign will be widely supported by an aggressive

public relations program. The program will include press releases and

development of feature articles and interview opportunities with local

television and radio media, for example:

a. WBIR Live at Five at Four

b. WATE Tennessee This Week

c. WVLT

The 12-month Sustaining Campaign of social media postings and digital
advertising will also support the Farragut Brand Activation Campaign.

II. SHOP FARRAGUT HOLIDAYCAMPA¡GN

o Date - November/December,2O16

o Duration - Eight (B)weeks

o Theme - Shop Farragut - "You can get it all in Farragut"

o Objectives

L. Drive Holiday shopper traffic to Farragut businesses.

2. Attract new consumers from the broader Knoxville area.

3. Build awareness for the Town of Farragut.

o Campaign Elements

The integrated marketing communications components of the 20L6 Shop

Farragut Campaign will include:

t. Newspaper Advertising - The campaign will utilize three newspapers:

a. Knoxville News Sentinel- Advertising will include three (3)

two-page, four-color inserts over the eight-week period.

b. Forragut Press - Advertising will include one (1) quarter-page

ad per week for a total of eight insertions.

c. Shopper News - Advertising will include one (L) quarter-page

ad per week for a total of eight insertions.

2. Radio -The eight-week radio campaign is planned for WFIV. A total of
220 spots will be run throughout the eight-weekcampaign.
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3. Theater Advertising - Over 5,000 :3O-second spots will run at Regal

Pinnacle Stadium over the eight-week campaign,

4. Outdoor Advertising - Strategically placed billboards are an ideal way
tocreate awareness and drive traffic for the new Shop Farragut Holiday

Campaign. Multiple boards will be utilized over the eight-week

campaign period. Sites will be in Farragut and on street arteries that
intersect the Town of Farragut.

5. Public Relations - The campaign will include eight weeks of aggressive

public relations involving television and radio media placements, as well

as community relations activities. The L2-month Susta¡ning Campaign of
social media postings and digital advertising will also support the Shop Farragut

Holiday Campaign.

III. SUSTAINING CAMPAIGN

The sustaining campaign will be used to provide ongoing communications and

outreach over the twelve months for 20t6. These activities will maintain a

continuing awareness for Farragut and the Farragut Business Alliance members

The sustaining campaign will also support and drive traffic for the four major

annual events sponsored by the l-arragut Business Alliance.

The sustaining campaign has three campaign components - public relations,

social media and digital advertising.

Public Relations

A key element of the sustaining campaign is a consistent public relations
program.The specific public relations activities that will be implemented

th roughout 201,6 i nclud e:

t, Pre-community event press releases to announce the events,

locations and timing.

2. Pre-community event on-air promotional interviews on localtelevision

and radio stations, e.g. WBIR's Live at Five at Four.

3. Speaking engagements before area Rotary, Kiwanis and other
comm u nity organizations.

4. ln-business promotional materials at participating Alliance businesses.

5. Post-community event media wrap-ups.

6. Event information posting on community and on-line bulletin boards.

7. Misc. press releases regarding FBA activities throughout the year.

o

:

5



Social Media

While the Farragut Business Alliance has used social media, it has been only

minimally effective. An ongoing, active social media program can greatly

enhance the Alliance's overall marketing program. Specific social media

activities include:

L. A minimum of two weekly Facebook and Twitter posts to build followers.

2. Live tweeting from Alliance community events.

3. Social media postings in support of community events to drive

traffic and attendance.

4. Pre-community event social media contests and promotions.

5. Use of social media to drive traffic to the Alliancewebsite.

Digital Advertising

One of the most popular and effective means for driving traffic to the Alliance

website and social media pages remains digital advertising. As a result, it is

recommended that an ongoing online advertising campaign be conducted

throughout 20L6.

o Creative Production

It is important that the Alliance adopt a creative platform that is consistently

applied to all marketing materials and programs. Obviously, the new Farragut

brand needs to be integrated into the platform. A uniform look and consistency

will improve the effectiveness and efficiency of your messages and programs.

Total 2016 Marketing Communications Budget = $140,650

a

a
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MARKETING COMMUNICATIONS PLAN 2016
Media lmpressions

SHOP FARRAGUT HOLIDAY CAMPAIGN . EIGHT WEEKS

Print Advertising

t Farragut Press - I insertions

o The Shopper News- 8 insertions (Bearden, Farragut, Hardin Valley)

t The Knaxville News Sentinel - 3 insertions (West and North Editions)

Theater Advertising - Pinnacle

r 630 ;3O-second spots per week x B = 5,040 spots

BRAND ACTIVATION - EIGHT WEEKS

Print Advertising

o Farragut Press - I insertions

t The Shopper News- 8 insertions (Bearden, Farragut, Hardin Valley)

't Circulation of 68,401/week x I = 547,20A impressions

o The Knoxville News Sentinel - 2 insertions {West and North Editions}

Theater Advertising - Pinnacle

r 630 :30-second spots per week x B = 5,040 spots

f0 lfåiï'¿stii
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ANNUAL TOTALS

MARKETING COMMUNICATIONS PIAN 2016
Media lmpressions

a Forrogut Press = 560,000 impressions

a The Shopper News = 1,094,400 impressions

The Knaxville News Sentinel = 524,L3.A impressions

a Pinnacle Theater = 360,000 impressions

a

2 qe



Farragut Bus ss Alliance
Pro-forma aùdget - 2OL6

FU LL-SERVTCE/BRAN Dt NG OPTTON

* Assumes net income not including sponsorships

**Per Ackermonn Morketing Communications Plan ond Budget

***lncludes executive director at 542k, speciol events coordinator ot 518k dnd
misc. controcted lobor ot S1-0k

****lncludes FWKCC and Knoxville Chamber

*****lncludes bulk mailing for events

S25o,ooo

S25o,ooo

S40,ooo

S2oo,ooo

Slo,ooo

S1,ooo

S140,650

s2s0
S1,320

s70,000
s7,500

S6,ooo

51,700

S5,ooo

ssoo
s1,200
s7,500

s84o

52,040

s1,500
S3,ooo

Sponsorships

Town of Farragut - Grant
Events - NET*

Accounting

Advertising/PR* *

Bank/credit card fees
Cell phone/mifi
Contract labor***
FBA & Shop Farragut re-branding (internal)

ICSC trip & reception

lnsurance (org, event and D&O)

Location-centered events
Membership5* ** *

Office supplies

Postage*****
Printing (misc. non-event)
Storage

Travel (mileage)

Website, app & hosting

lncome

Expenses

Note: Event expenses not listed; NET gools included in income section



Farragut Bu - ess Alliance
Pro-forma Budget - 2Ot6

SHOP FARRAGUT HOLIDAY CAMPAIGN OPTION
a

* Assumes net income not including sponsorships

**Primorily for Shop Forragut efforts

***lncludes executive director ot S42k ond misc. controcted labor at 5l)k

****lncludes FWKCC an Knoxville Chomber

S1i_o,ooo

S11o,ooo

$25,ooo

575,ooo

510,000

S1,ooo

S¡o,ooo

s2so
S1,320

S52,ooo

Ss,ooo

S6,ooo

S1,7oo

ssoo

s3,130

SL,2oo

s4oo

S1,2oo

s1,800
S1,5oo

s3,ooo

Sponsorships

Town of Farragut - Grant
Events - NET*

Accounting
Advertising/PR* *

Bank/credit card fees

Cell phone/mifi

Contract labor***
FBA & Shop Farragut re-branding (internal)

ICSC trip & reception

lnsurance (org, event and D&O)

Memberships****
Misc (meetings, entertainment, food, etc.)

Office supplies

Postage

Printing (misc. non-event)

Storage

Travel (mileage)

Website, app & hosting

lncome

Expenses

Note: Event expenses not listed; NET gools included in income section
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February 1, 2016 

 
Welcome to Ackermann PR, a Knoxville-based agency with a collaborative culture and a single-minded focus on helping our clients 
exceed their business goals.    
 
Ackermann PR is often referred to as one of the new breed of agencies.  Idea-driven, we have the talent and resources of a large 
agency; but we are nimble like a smaller boutique.  We are constantly changing and adapting to technologies that are shifting the way 
consumers interact with the social and media world in which they now live.   
 
We are driven by our common passion for non-traditional thinking and innovation.   We also believe brand success is built upon 
engaging and motivating people by creating meaningful relationships with customers at every brand touch point.   
 
Perhaps the most important thing that makes us different is what our clients tell us:  we get it.  Our culture supports a relentless 
dedication to great strategy, and brilliant, unexpected creative solutions founded on deep audience insights.  To accomplish this, we 
have assembled an amazing group of people – disciplined, insightful and creative team members who have come together to put each 
of our clients first.  We come ready to roll up our sleeves and hit the ground running.  Fast.   
 
On the following pages, we give you a glimpse of who we are, how we work, the extensive kind of work we have done in strategic 
thinking and planning, branding and positioning for economic development, hospitality, tourism organizations and many others, as 
well as what we can do for the Farragut Business Alliance.  Please don’t hesitate to call me if you need anything else to assess us as a 
potential partner.  Thank you for the opportunity to share our story with you.   
Sincerely, 
 
 
 
 
Cathy G. Ackermann 
President ǀ CEO 
cackermann@ackermannpr.com 
865.584.0550 
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Point of contact:  Cathy Ackermann 
    President | CEO 

1111 Northshore Drive, Suite N-400 

Knoxville, TN  37919 

Phone: 865.584.0550 

Fax: 865.588.3009 

 

Websites: 

 

 

 

 

 

 

 

 

Social Media Sites:  

 
www.ackermannpr.com  

 

www.ackermannwire.com 

 
www.Twitter.com/Ackermann_PR 

 

www.facebook.com/ackermannpr 

 
www.linkedin.com/company/ackermann-pr 

 

http://www.ackermannwire.com/
http://www.facebook.com/pages/Ackermann-PR/75802115974
http://www.twitter.com/Ackermann_PR
http://www.linkedin.com/companies/ackermann-pr
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Ackermann PR is a full-service marketing, branding, public relations and communications agency founded 34 years ago in 1982. We 

have 18 full-time professionals recruited from the best agencies and corporations across the country. Our firm is one of the oldest 

and largest marketing and PR firms in Tennessee.  

Headquartered in Knoxville, Tennessee, with offices in Texas and Washington, D.C., Ackermann’s services include strategic planning, 

branding, marketing, research, creative services and graphic design, digital and social media strategies, and public/media relations. 

  



Ackermann PR Overview:   
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Ackermann PR offers a full complement of in-house research, strategic planning, marketing, public relations and communications services 
that includes: 

 Quantitative and qualitative market research and feasibility studies 

 Strategic planning / marketing plan development 

 Brand development and enhancement 

 Media relations and media training 

 Creative strategies and campaign platform development 

 Messaging and positioning recommendations 

 Graphic design / collateral materials 

 Website design and content creation 

 Internet audits and social media strategies 

 Advertising strategy / media buying 

 Special events and promotions 

 Community and government relations 

 Employee relations / internal communications 

 Economic and tourism development 

 Crisis communications 
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Ackermann PR has 34 years of experience working with economic development, travel and tourism organizations. Our experience 

began with the 1982 Knoxville World’s Fair and has grown over the years, providing branding, marketing, public relations, 

communications and research services to dozens of travel and tourism attractions, resorts, chambers, convention and visitors bureaus 

and travel transportation organizations. Our specific work for state, county and city economic and tourism development agencies 

includes: 

State County City Economic/Tourism Development 

 TN Department of Tourism 
Development 

 TN Department of Economic 
Development 

 TN Department of 
Transportation 

 TN Technology Corridor 

 

 Knox County, TN 

 Blount County, TN 

 Campbell County, TN 

 Jefferson County, TN 

 Loudon County, TN 

 Roane County, TN 

 Sevier County, TN 

 Bell County, KY 

 Swain County, NC 

 Knox County Schools 

 Nashville Area MPO 

 City of Knoxville, TN 

 City of Sevierville, TN 

 City of Alcoa, TN 

 City of Kingsport, TN 

 City of Richardson, TX 

 City of Centerville, OH 

 City of Kettering, OH 

 City of Dayton, OH 

 Branson, MO 

 Richardson, TX 

 

 Blount Partnership 

 Sevierville Convention Center 

 Sevier County Economic Development 
Council 

 Sevierville Chamber of Commerce 

 East TN Economic Development Council  

 Dallas/Fort Worth Int’l Airport 

 McGhee Tyson Airport 

 Oak Ridge, TN Chamber of Commerce 

 Eastern Band of Cherokee Indians 

 Kingsport CVB 

 Knoxville Area Chamber Partnership 

 Knoxville Convention Center 

 Knoxville CVB 

 Knox County Tourist Commission 

 Legacy Parks Foundation 

 Richardson, TX Chamber of Commerce 
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Our work with other relevant companies and organization includes: 

 

 

  

https://www.google.com/imgres?imgurl&imgrefurl=http://wonderworkstn.wordpress.com/2010/10/16/wonderworks-announces-change-of-show-venue/wwt-logo-bldg-2010-h-cmyk/&h=0&w=0&tbnid=Dv5lXtBF6cNTJM&zoom=1&tbnh=178&tbnw=283&docid=DZmJtYLsOA0_zM&tbm=isch&ei=ElE9U6SKL8vhsATBt4Jw&ved=0CAUQsCUoAQ
https://www.google.com/imgres?imgurl&imgrefurl=http://www.tvxgroup.com/clients/herschend-family-entertainment&h=0&w=0&tbnid=-cXFGVOmm4f1_M&zoom=1&tbnh=193&tbnw=262&docid=oZOzDfe0CAvsIM&tbm=isch&ei=zlA9U63iO9fMsQSsqIHgAw&ved=0CAUQsCUoAQ
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=I0ZERkuh5UfI5M&tbnid=7IkN57GRbWA8nM:&ved=0CAUQjRw&url=http://bestreadguidesmokymountains.com/dining.html&ei=ZbCEU4_pOOHEsATRx4C4Dw&bvm=bv.67720277,d.b2k&psig=AFQjCNFH7EFX8Ctvauy3U7bqiW_NDj4HUA&ust=1401291235121272
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=GfUPDXxVBQ9uoM&tbnid=E6rrMdEikxa7rM:&ved=0CAUQjRw&url=http://www.vacationspree.com/daily/index.php?page%3Dshop/browse_tours%26category_id%3Dab25cc009744651d06dbb96f205c5800%26product_id%3D278&ei=I7GEU8fSFIjSsATV3IHYCw&bvm=bv.67720277,d.b2k&psig=AFQjCNGw4rUnzG7XsK8Xw6oThJD1UWT_xw&ust=1401291395205788
https://www.google.com/imgres?imgurl&imgrefurl=http://www.buildersassn.org/share/blackberryfarms05.html&h=0&w=0&sz=1&tbnid=mEk9CEAASmauJM&tbnh=192&tbnw=262&zoom=1&docid=HABZh7oz-h4EqM&ei=o6OoUoKVD4KnkQeQ54GYBw&ved=0CAgQsCUoAw
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=z3EuZP6thtmYYM&tbnid=Pqxx-xK5XRwB8M:&ved=0CAUQjRw&url=http://4vector.com/free-vector/tat-voyages-52088&ei=YFE9U4CTGvPjsATgl4EY&bvm=bv.63934634,d.dmQ&psig=AFQjCNGVf8N2WKo_MA1-pWbkK3foWt14aQ&ust=1396613835434542
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Sevierville Chamber of Commerce – Generating “stay” and “play” 

The Challenge: 

For many Sevier County visitors, the City of Sevierville was a city they passed through on their way to Pigeon Forge and Gatlinburg. 

The city and the Sevierville Chamber committed to an effort to attract more visitors to “stay and play” in Sevierville. The city and 

chambers’ initiative was fueled by the fact that Sevierville had extensive land resources for high-quality development. The initial 

development efforts included the Sevierville Convention Center and the Wilderness at the Smokies Resort. With this start, the 

Chamber selected Ackermann PR to support further development and growth activities.  

 

Our Approach: 

After an audit of Sevierville’s economic and tourism development assets and meetings 

with city government officials and business leaders, Ackermann PR recommended the 

development of a strategic branding and marketing planning process and the 

implementation of a national media relations program to “tell” and “sell” the Sevierville 

story.  

 

The strategic plan focused on leveraging Sevierville’s key market differentiator which is being “Dolly’s Hometown.” The research phase 

of the planning process identified: 

 Dolly Parton provides a strong emotional appeal – 61% of visitors surveyed would like to experience a greater connection with 

Dolly as part of their Sevierville tourism experience. 

 Sevierville visitors perceived and received high tourism value and a consistent meeting or exceeding of their vacation 

expectations. 

 Shopping is the number one tourism activity of visitors to Sevierville. 

 Sevierville’s walking and biking trails are highly valued by visitors. 
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The strategic plan included: 

 A complete assessment of existing advertising and communications activities and recommendations for enhancing the 

activities.  

 Recommendations for new visitor awareness and engagement. 

 An integrated implementation schedule and seasonal campaign strategy. 

 Recommendations for resource allocation. 

 Comprehensive budget and program measurement recommendations. 

 

The Results: 

The strategic plan was implemented for the 2015 tourism seasons. Results, which are proprietary, are still being evaluated; however, 

preliminary measurement reveals significant positive results for the program’s initiatives. 

 

The 2015 media relations program highlights include:  

 Three (3) media tours were conducted. Participants included national and 

regional tourism and consumer editors and reporters. 

 A total of 63 media placements yielded 3,875,000 print impressions and 

57,000,000 internet impressions. 

 Notable media outlets included: Mashable, Women’s Day, Nashville Parent, 

AAA Magazine and Georgia Magazine. 
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Bell County, KY – Fueling the area’s economic engine 

The Challenge: 

Located in the region’s depleted coal area, Bell County, Kentucky was at a critical crossroads. In order for the county to grow and 

prosper, it desired to focus on the county’s economic development and tourism growth potential and how that focus could unify the 

county and expand its tax base. 

 

Bell County has significant assets that can be leveraged, including abundant natural resources, a promotable history, a good location 

within driving distance of more than fifty percent of the U.S. population, and a dedicated citizenry who is passionate about “fueling 

the area’s economic engine.” 

 

Our Approach: 

Working with the county’s elected officials and a team of community leaders, Ackermann PR developed a brand campaign strategy to 

drive economic and tourism brand development that included: 

 A county-wide economic summit to define the county’s strengths, weaknesses, 

opportunities and barriers to success, and to build community-wide enthusiasm. 

 Interviews with key county stakeholders. 

 An extensive assessment of the county’s economic and tourism assets. 

 Developing a strategic branding and marketing plan that included a new brand identity 

and positioning statement, advertising, public relations and communications 

programs. 

 Introduction of the new brand and strategic plan at a county-wide economic summit.  
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The Results: 

The program is still being implemented as funding is developed. Tangible results 

to date: 

 A dramatically increased level of county-wide cooperation. 

 Beautification and “face-lift” projects were developed with the county’s 

two key city downtown associations. 

 A new website has been created. 

 The county-wide economic summits have been continued by Ackermann 

PR on an annual basis. 

 A program of “improvement grant” identification and application has been put into place. 

 Began first steps in the development of a coal-gasification plan project that could create 1,000+ jobs.  

 
  

http://www.google.com/imgres?sa=X&rls=com.microsoft:en-US:IE-Address&rlz=1I7MXGB_enUS523&biw=1280&bih=868&tbm=isch&tbnid=nRSbflYPX_sOnM:&imgrefurl=http://www.kaintuckeean.com/2010/08/bell-county-courthouse-pineville-ky.html&docid=7eFRRDAjmWsU7M&imgurl=http://4.bp.blogspot.com/_Y3t38SQgfDY/TGIcRC3nAgI/AAAAAAAAANs/hZ0qWpGgj7o/s1600/IMG_1362.JPG&w=1600&h=1067&ei=_zemUr2RAseTkQfJ3YCADw&zoom=1&ved=1t:3588,r:42,s:0,i:212&iact=rc&page=2&tbnh=177&tbnw=249&start=20&ndsp=26&tx=146&ty=126
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Legacy Parks Foundation – Outdoor adventure tourism 

The Challenge: 

Outdoor/adventure tourism is one the fastest growing tourism segments, reaching $260 billion in 2013. 

East Tennessee, anchored by Knoxville, possesses some of the country’s most outstanding 

outdoor/adventure natural resources and assets.  No one organization in East Tennessee was focused on 

developing, marketing or promoting outdoor/adventure tourism. In the face of this void, Legacy Parks 

Foundation stepped in to serve as a catalyst and driver to develop and implement an East Tennessee Outdoor/Adventure Tourism 

Program. Legacy Parks is a non-profit organization that works to assure that the East Tennessee community enjoys exceptional 

recreational opportunities, natural beauty and open spaces, and that those assets exist for generations to come.  

 

Our Approach: 

Ackermann PR recommended the development of a strategic brand and marketing planning process and plan. A comprehensive 

research phase was the first step. We gathered input from community stakeholders, benchmarked successful adventure tourism areas 

across the United States and developed a database of demographic and psychographic information regarding the outdoor/adventure 

tourist.  

 

Informed by the research findings, Ackermann PR created a comprehensive 

strategic plan that included: a structure for operating an outdoor/adventure 

tourism organization; a brand strategy and platform; a multi-media marketing 

plan; a plan for resource development to fund the tourism initiative; a community 

communications plan to create awareness and build community support; and 

measurement and evaluation.  

 

The Results: 

The implementation of the strategic plan has generated outstanding results. The sixteen-county area surrounding Knoxville and the 

State of Tennessee have enthusiastically embraced the outdoor/adventure tourism initiative. We helped Legacy Parks create the 

Outdoor Knoxville Adventure Center as a focal point of the initiative. Working in conjunction with the area’s long-standing Dogwood 

http://www.google.com/imgres?hl=en&biw=1016&bih=592&tbm=isch&tbnid=xxdBrzCuivQ94M:&imgrefurl=http://www.kccsmg.com/blog/&docid=1FTkeTKrHMsfTM&imgurl=http://www.kccsmg.com/blog/wp-content/uploads/2013/11/Legacy-Parks-pic.jpg&w=480&h=360&ei=oPmhUuylMo2lkQf9nYDoDw&zoom=1&iact=hc&vpx=383&vpy=135&dur=4359&hovh=194&hovw=259&tx=117&ty=93&page=2&tbnh=138&tbnw=187&start=15&ndsp=20&ved=1t:429,r:17,s:0,i:135
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Arts Festival, Legacy Parks created “Outdoor Knoxfest” which offers three days of urban 

adventure that is attracting outdoor enthusiasts from across the country. CheckPoint Tracker, 

the nation’s largest adventure racing series, selected Knoxville to host its 2013 National 

Championships and has committed to continue to hold its championships in Knoxville’s Urban 

Wilderness. Through Legacy Parks’ efforts, the State of Tennessee has designated an area of 

the Urban Wilderness as the state’s 56th and only “Birding” State Park. Exemplifying the 

community’s support is the fact that citizens have stepped forward to donate family-owned 

land to expand the 1,000+ acre Urban Wilderness.  

 

 National Media Coverage: 

o Knoxville gets acclaim as a “Big City Wilderness” – Backpacker Magazine 

o Knoxville boasted as an outdoor recreational destination – Group Tour Magazine 

o Knoxville ranked #5 in the top 10 U.S. October Destinations – Reuters.com 

o Contender for Best Mountain Town – Blue Ridge Outdoors Magazine 

o Unique Singletrack in the City – Bicycling Magazine’s Mountain Bike Issue 

o Now-lovely Knoxville defies critics of old – Herald-Journal 

o Knoxville now a Jaunty City – New York Post 

o Today’s Knoxville offers stellar opportunities for outdoor recreation – Harrisburg, PA Magazine 

o Once Scruffy – Knoxville now tourist destination – Winston-Salem Journal 
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Campbell County, TN – Rebuilding a “depleted” economy 

The Challenge: 

Campbell County is another of the depleted coal industry areas whose economy is suffering and faces high 

unemployment levels. 

 

Our Approach: 

Utilizing Ackermann’s brand development process, we began by conducting our “define and discover” analysis. 

 A series of focus groups were conducted with a variety of community participants. 

 The input from community focus groups pinpointed the most critical need was creating new jobs and increasing county tax 

revenues. 

 Based on those needs, we developed a strategic economic and tourism development plan that included: 

1. Establishment of both brick and mortar and virtual business incubators. Partnerships with 

both Roane State Community College and Tech 2020 were established to support the 

incubator initiative. 

2. Creation of an economic and tourism development board comprised of county leaders. 

3. Development of a partnership with surrounding counties to establish the Cumberland 

Regional Business and Agribusiness Marketing Authority.  

4. Initial development of a county marketing program. 
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The Results: 

In the first twelve (12) months of the Campbell County program, the following was accomplished: 

 Significant, new economic and tourism initiatives under way: 

1. Established full-time economic/tourism development director 

2. Began formulizing an artist’s colony 

3. New/expanded tourist attractions: 

a. Two new bed and breakfast resorts 

b. Zipline attraction 

c. Outdoor music/performing arts amphitheater  

d. Generated $400,000 grant for beautification projects  

 The business incubators’ results to date: 

1. 36 total client companies served 

2. Of these, ten (10) were new starts 

3. Total number of jobs created or maintained = 190 

4. Number of new jobs added in the first year = 118 

5. Total annual revenue of client companies = $6.6M 

6. Total funding raised by clients (debt or equity) = $620K 

 

 

 

  

http://www.campbellcountytn.gov/home.aspx
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Titanic the Museum – Launching a tourist attraction 

The Challenge: 

The Titanic Museum Attraction hired Ackermann PR to manage all aspects of public relations for 

its grand opening and launch, in addition to ongoing public relations outreach nationally and 

internationally. We were tasked with creating a message consistent with the museum’s 

philosophy of “honoring and respecting those who were on board the Titanic by keeping their stories alive” while building buzz, 

excitement and enthusiasm to ultimately drive visitors to the attraction – one unlike any other in the Great Smoky Mountains area. 

Our job was to brand and position this multi-million-dollar attraction in a way that would attract maximum attention and lead to 

aggressive attendance numbers.  

 

Our Approach: 

Ackermann PR immediately identified three key audiences for the museum: tourists to the Smoky Mountains; those who were wildly 

interested in the Titanic; those who were enthusiastic about James Cameron’s worldwide hit movie Titanic.  

 

While the museum was still a construction site, Ackermann PR conducted hard-hat media tours with key journalists from around the 

country who catered to our primary market segments. Those visits included television crews, magazine writers and newspaper 

journalists who covered subjects including travel and tourism, entertainment, education, archaeology, history, parenting, and major 

general consumer publications. 

 

We coordinated and managed all aspects of a four-day grand opening celebration, 

unlike anything the region had ever experienced. Regis Philbin hosted the grand 

opening ceremony, which was covered by nearly 50 news organizations across the 

U.S. Each night culminated with a concert and a $75,000 fireworks display that 

literally stopped traffic on the Pigeon Forge Parkway. The most-watched local news 

organization in East Tennessee dedicated six hours of primetime television 

programming to an hour-long Titanic special they produced about the museum 

followed by owner John Joslyn’s two-hour documentary about the Titanic.  
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The Results: 

The grand opening was attended by 20,000 people. Print and television coverage stretched from 

Asheville, NC to Baton Rouge, LA and included all major Tennessee, North Carolina, Georgia, 

Kentucky and South Carolina cities. Nationally, the grand opening was covered in USA Today, ABC 

News, Live with Regis and Kelly, and the Travel Channel. In the months since the grand opening, 

television crews from most major cities east of the Mississippi have visited the museum, along 

with national network morning shows, Channel Four (a national television network in the U.K.), 

Southern Living magazine, National Geographic Television, Travel + Leisure magazine, and two 

additional visits from the Travel Channel. 
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Wilderness at the Smokies – “Marketing a True Tourism Destination” 
 

The Challenge:  

The owners of Wilderness at the Smokies resort approached Ackermann PR long before the resort had 

opened; they wanted two things: a successful, high-profile launch and high occupancy every month of the year in a summer tourist 

market. Clear brand positioning and proactive, constant outreach according to a smart strategy plan was the way in which we 

accomplished this.  
 

Our Approach: 

Ackermann PR conceptualized, planned, organized and implemented a highly-visible, three-phase grand opening. The first grand 

opening event was for the Stone Hill Lodge and the initial outdoor waterpark; the second was for the all-suites River Lodge resort and 

the five-acre indoor waterpark; and the third was for the condominiums and Cataloochee Creek outdoor waterpark. 
 

We also coordinated the resort’s social and digital campaigns which further established Wilderness at the Smokies as the Southeast’s 

largest and most exciting resort offering. Because the resort provides a year-round tropical getaway, we maintained our public 

relations efforts during what was traditionally a slower time of year for East 

Tennessee attractions. Ackermann PR played a major role in bringing sporting 

events such as gymnastics meets, volleyball tournaments, and cheerleading 

competitions to Wilderness at the Smokies during the first quarter of the 

year. 

 

Ackermann PR grew to be a critical part of the Wilderness at the Smokies 

strategy team, working directly with the owners as well as resort 

management. Promoting special events and incentives, managing all aspects 

of community and media relations, cultivating and carrying out national 

media coverage, driving digital and social media campaigns, and keeping 

Wilderness at the Smokies at the top of visitors’ minds throughout the year. 
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The Results: 

The grand openings at Wilderness at the Smokies resort were 

covered by virtually all media from television and radio to 

newspaper and magazine outlets throughout the Southeast in 

the resort’s primary feeder markets. Coverage was extended to 

family magazines including Nashville Parent, Family Fun, 

Cincinnati Parent, Indianapolis Parent and many other 

publications targeting families with children.  

 

On a national level, Wilderness at the Smokies received 

coverage from USA Today, ABC News, Travel Channel, and 

Parents magazine. Regionally, coverage stretched from 

Asheville, NC to Atlanta to Cincinnati and included major cities in Tennessee. Half-hour specials about Wilderness at the Smokies 

resort were produced by television stations in Birmingham, Tri-Cities, Chattanooga and other cities.  

 

The 700-acre resort now stays busy year-round — selling out entirely during the summer and operating at more than 90-percent 

capacity during months of the year when most Smoky Mountain resorts are at 30 to 35 percent capacity. In the first 12 months of 

operation, research showed that 42 percent of Wilderness at the Smokies 

guests had never been to Sevier County, TN.  
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