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Welcome 

 



The Power of Sports in Greater Miami  



Case Study:  Sports Themed Press Trip

Objective:  Elevate Greater Miami as a sports travel capital and encourage staying beyond 
the game to experience Miami’s neighborhoods, restaurants, attractions and hotels. 



Case Study:  Sports Themed Press Trip



Case Study:  Sports Themed Social Media 
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Post- Workshop Takeaways

• Collaborate don’t Compete:  There is room for everyone at the table. When it comes to 
establishing partnerships with other brands, focus on aligning so everyone can hit their own 
target market. This helps get around the fact that most brands can’t afford sponsoring 
World Cup and other major global events.

• Lean Into the Local Community: Be sure to rally “local pride” for Miami as a host city for all 
these major events – creates brand ambassadors to have locals sharing or engaging with 
your brand. As visitors come and go, locals are a great support/core market to nurture.

• Be Authentic: Some “marketing gloss” is great, but don’t get trapped into being 
something you are not just to appeal to a sport. Instead, lean into your brand identity to 
stand out and find a common thread to create an authentic connection to the event.

• Human Interest Stories: Find ways to connect emotionally through real people and their 
unique stories. This will get a wider audience to buy into an outcome they may not 
otherwise have a vested interest in.
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