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Department of Tourism & Cultural Affairs

MINUTES of the NEVADA COMMISSION ON TOURISM

August 16, 2017

The Nevada Commission on Tourism held a Commission meeting at 1:00 p.m., August 16, 2017 at 401 North Carson Street, Carson City, NV 89701 and by video to the Governor’s Conference Room at 555 E. Washington Avenue, Las Vegas, NV 89101.
Call to Order
Lt. Governor Hutchison, Chair, called the meeting to order at 1:03 p.m.

Commissioners Present:
Lieutenant Governor Mark A. Hutchison, Chair

Cindy Carano, Vice Chair

Phil DeLone

Denice Miller

Rossi Ralenkotter

Herb Santos, Jr. 
Julia Arger

Bob Stoldal

Bob Cashell

Brian Krolicki

Mike Vaswani

Don Newman
Commissioners who are absent/excused:

Bob Morse
Richard Arnold
Staff present:
Claudia Vecchio, Director
Sarah Bradley, DAG

Others:
Stephen Ascuaga, RASC
Marily Mora, RASC
John Packer, TNS
Roll Call and Determination of Quorum

HUTCHISON:
All right, great.  We got everybody ready to go in Carson City?

VECCHIO:
We're ready to go.

HUTCHISON:
Great.  Welcome, everyone.  We're ready to go here in Las Vegas as well.  I'll call the meeting of the Nevada Commission of Tourism to order.  This is the time and place noticed for this meeting.  I want to welcome everyone and ask Claudia Vecchio, our Executive Director, if she would call the roll and establish the determination of a quorum, please.

VECCHIO:
This is Claudia Vecchio for the record.  Lieutenant Governor Hutchison?

HUTCHISON:
Yes, here.

VECCHIO:
Morse is not able to attend today.  Bob, you're not on the phone, are you?  Okay, Commissioner Phil DeLone?

DELONE:
Present.

VECCHIO:
Thank you.  Cindy Carano? 
CARANO:
On the phone.

VECCHIO:
Super, thank you.  Commissioner Denice Miller?

MILLER:
I am here in Las Vegas.

VECCHIO:
Terrific.  Don Newman?  Is Don on the phone?  No Don.  Okay, we will mark him absent, excused.  Commissioner Rossi Ralenkotter?

RALENKOTTER:
I'm here and present.

VECCHIO:
Thanks, Rossi.  Herb Santos, Jr.?

SANTOS:
Present.

VECCHIO:
Thank you.  Bob Cashell?  

CASHELL:
Here.

VECCHIO:
Thank you.  Mike Vaswani? 
VASWANI:
On the phone.

VECCHIO:
Excellent, thank you, and Brian Krolicki? 
KROLICKI:
Here.

VECCHIO:
With a smile.  Julia Arger? 
ARGER:
Here.

VECCHIO:
Thank you.  Richard Arnold is not available today, and Bob Stoldal? 
STOLDAL:
Here.

VECCHIO:
Super, thank you.  Lieutenant Governor, we have taken roll, and we have a quorum.

Public Comment
HUTCHISON:
Great.  Thank you very much.  We will move on, then, to Agenda Item B, which is Public Comment.  Are any members of the public who wish to make comment before the Commission in Carson City?  Please step forward.

VECCHIO:
There is no one here.

HUTCHISON:
Thank you.  Any members of the public here in Las Vegas who wish to make public comment?  None here, either.  Thank you.  
Introduction of New Commission Members

HUTCHISON:
Let's move on, then, to Agenda Item C, Introduction of new Commission Members.   I am very pleased to have two of my all-time favorite people on the planet join us on the Commission.  We've got reinforcements being called in by the Governor to make sure that the Lieutenant Governor knows what the heck he's doing, because he brought in two former Lieutenant Governors, friends of mine and wonderful previous members of this Commission. Mayor Bob Cashell.  We all know the former mayor of Reno and former Lieutenant Governor, one of the great assets and treasures of the state of Nevada and somebody who knows tourism very well.  Bob, I want to welcome you and thank you for taking the time to return back to your roots, The Commission on Tourism and help us out here with your wisdom, insight, and experience.  You got to push your button, Bob, to thank me for being so kind and gracious.

CASHELL:
Thank you, sir.

HUTCHISON:
Thank you, Mayor.  And then my friend—

CASHELL:
So, you had to go to Vegas to hide from the two of us.  Is that what it was?

HUTCHISON:
We're a statewide Commission!  We want to make sure we've got everything covered throughout the state here.  But we are a better Commission, Mayor, because you're on our Commission now, and thanks for taking the time and the effort to be here with us.  So, welcome, my friend.

CASHELL:
Thank you.

HUTCHISON:
Next is my predecessor and the man from whom I learned so much, our former Lieutenant Governor Brian Krolicki, who for eight years was a wonderful public servant and Lieutenant Governor.   Brian is somebody who I have said repeatedly, publicly is I think the essence of public service, and we're just proud to have him back.  I remember the very first meeting that I learned anything about the Commission on Tourism was a meeting that you were chairing and I was attending.   The rural grants were on the agenda, and I had no idea what you were doing.  After this meeting, you'll probably think to yourself, he still has no idea what he's doing, but I'm wonderfully blessed to have you back on the Commission.  Brian, thank you for taking the time and making the sacrifice to serve our Commission again.

KROLICKI:
Mr. Chairman and my friend, thank you so much.  It felt good walking into the building this morning.  Cashell has got my ear over here if I misbehave or forget who has a gavel.   It's so nice to see the folks in this building, the fellow Commissioners, and to serve with you, Mr. Chairman.  Again, this is a great privilege and honor and a great way to exercise that DNA in me that never, you know, really wanted to retire.  But it's a great pleasure and honor.  Thank you, Mark.

HUTCHISON:
Well, we don't want you to retire, Brian.  We're so happy that we're putting your talents to good use here again.  Thank you.  Let me just again welcome both of the new Commissioners and commend them to our fellow Commissioners.  I know you know many of our fellow Commissioners, and those you don't know, you'll get to know well, and you know the quality of the people serving on this Commission.  Again, it's just an honor to serve with both of you gentlemen on this Commission.  
Reno Air Service Corporation (RASC)
HUTCHISON:
Having said that, let's move, then, on to Item No. D on our Agenda, presentation by the Reno Air Service Corporation, an overview of the organization and the partnership's recent successes and then the future plans.  Please come on up, introduce yourself, state your name for the record, and we're anxious to hear from you.

NEWMAN:
Mr. Chairman, while we're waiting, this is Don Newman.  I'm on the phone and very excited to welcome Bob Cashell and Brian Krolicki to our Commission.

HUTCHISON:
Don, thank you.  I know you served with both of these public servants before, and like all of us, are thrilled to have them back working on the Commission.  Thank you for making that comment in joining with all of us in welcoming them.

VECCHIO:
This is Claudia Vecchio for the record.  I just wanted to preface the RASC presentation.  At the last Commission Meeting, you all approved the $50,000 in sponsorship dollars.   In keeping with wanting to ensure that you had a high level of comfort with where these dollars were going, we asked our partners at RASC to come in and showcase some of the programming they do and where they're going with the organization.  It's been an exciting evolution, and I'm sure they'll talk about that a little bit.   It is important for you to know that as we're looking at where we put our funding, that it's always done with a good strategic direction and working with tremendous partners like the ones at RASC.  We feel very confident that these dollars are going to the best use for the State of Nevada.  That's why they're here.   I'll turn the time over to Stephen Ascuaga and Marily Mora now and appreciate them for being here today.

ASCUAGA:
Thank you, Claudia, and thank you, Lieutenant Governor Hutchison.  I know we're going all around the state here, and thank you to all the members of the Commission for your time.  My name is Stephen Ascuaga.  I'm with Peppermill Casinos and also Vice Chair of Regional Air Service Corporation.  We appreciate your time on this matter and the support that you've given us through the years.  I'm also joined here with Marily Mora, who is also a fellow Board Member on RASC and President and CEO of the Reno-Tahoe Airport Authority, and also Connie Liu with the Abbi Agency, who keeps us on track and handles our administrative efforts for the organization known as RASC.  

To echo Claudia's comments, really, we're here to thank you, first off, for the support, the continued support from really year one and through the years.  Not just financially, but also partnering on different cooperative efforts.  We’ll also share with you some of the successes we've had under the RASC umbrella, and then give you just an idea of where we're going moving forward as this has evolved through the years.  There won't be a quiz at the end, and I'll be very brief on the history of RASC.   We started back in 2001, formed under an entity called the Regional Marketing Committee.  There were 11 members that came together from the tourism and hospitality industry, and through the 16 years we've been together, we have spent just over $14 million in helping ensure quality air service by looking at different co-op programs to bring air service to the Reno-Tahoe region in Northern Nevada.  The mission, even though the format has changed through the years, the mission really has stayed the same, and that's to grow and sustain business and leisure air service for the Reno-Tahoe region. 
The mission stayed the same.  It's the position the Reno, Sparks, Tahoe, and Northern Nevada area is one destination.  It's the focus on identifying national and international target markets.  It's to increase quality air service to and from the Reno-Tahoe International Airport, and it's also to target common tourism and business industry concerns for cooperative action.

Back in 2001 and over time, it's one of the first organizations of its kind.  What the organization does is it brings together a large and engaged membership that contributes not only financial support, but in-kind marketing support.  The group brings together the private and public sectors toward a common mission, and the diverse membership includes both leisure and business-focused members.  It represents the entire catchment area.   We had a very defining moment in 2015 when we became incorporated which allowed the RMC to basically evolve into a corporation so we could deal with the airlines one-on-one.  The incorporation allows the organization to sign contracts directly with the airlines for cooperative marketing programs. What was really the impetus behind that was the opportunity with JetBlue entering into the New York market.   That was a huge success and a launching point for the next chapter of RASC.  
The original RASC membership back in 2001 was made up of 11 leisure-based businesses.  Since 2001, the membership has grown to include two airports, six destination marketing organizations, eight hotel casinos, a ski resort, and three business-focused organizations.  To be able to bring both the business community with leisure together at the table provided a very unique opportunity and advantage for this group.

The leadership also is diverse in its representation.   I’m serving as Vice Chair.  Andy Chapman from the Incline Village Convention and Visitors Authority is our Treasurer.  Our Marketing Committee is co-chaired by Rebecca Venus at the airport as well as Carol Chaplin with the Lake Tahoe Visitors Authority.  
During the past year, RASC has been focused really on two key missions, maintenance of the current air routes and marketing support of new.  As I get into the new markets discussed in terms of supporting newly launched routes, we really look at three ways that we'd support them.   The three factors that we look at, how large the market is and how much marketing it will take to make an impact, how many other partners are currently spending money in the market and how engaged is the airline with promotions of the market.  Support could range anywhere from $100,000 to $250,000.  The markets that we touched this past year were Orange County with Alaska Service, Oakland on Southwest, Long Beach with JetBlue adding that leg, Atlanta in Delta, and Dallas Love Field with Southwest.

I touched on the catchment area, but this slide puts a visual for all of us to see our primary catchment area, the darker shaded region, which is about 750,000 people.  But when you expand out to our secondary, we more than double that, which I think really goes hand-in-hand with a lot of what TravelNevada is pushing into the rurals and getting out and really exploring our state.  We're very thrilled with what RASC has been able to achieve in bringing all the partners together from varying interests to promote quality air service for the region.  I'm going to take this time now to pass the mic over to Marily Mora, President and CEO of the Reno-Tahoe Airport Authority, and let her talk about some of the success at the Reno-Tahoe International Airport.  Thank you.

MORA:
I want to start with a thank you for your support of the Regional Air Service Corporation.  The Nevada Commission on Tourism has been a member of this organization since its inception in 2001, but also, I think we've had a great partnership with TravelNevada, particularly, under the leadership of Claudia Vecchio.  When we brought in Guadalajara service two-and-a-half years ago, it was the support we got from Claudia and her team that really helped us with that.   A sales mission down in Mexico really helped us to promote that service.  And fast forward to the other new airline that we got two years ago, JetBlue with service to JFK, Claudia and her team were very much at our side to help support that flight and that launch.  Again, that's been really, I think, beneficial not only through the partnership of TravelNevada and the Regional Air Service Corporation, but everything that the organization does to support air service, not only for Northern Nevada, but the whole state.  I want to mention for our members of the Commission in Las Vegas, all of the efforts of McCarran to bring in international service to McCarran really supports other airports within the state.  I think the growth of international flights at McCarran is going to mean people are going to stay longer in the state.  They're going to be visiting, flying over to Reno-Tahoe International.  It's really, really great to see McCarran also grow its international business.

I'm just going to take a moment very quickly to talk about what the Regional Air Service Corporation has done to support our air service growth at Reno-Tahoe International.  In the past two-and-a-half years, we've gotten three new airlines.  We've gotten JetBlue.  We've gotten Volaris, and most recently we got Frontier to come back to the airport.  We've gotten 14 new flights, but at the end of the day, what we look at is the number of seats out of the airport, that is 1,800 new seats.  And without our partner, the Regional Air Service Corporation being at our side, it would be difficult.   It's one thing to get those flights, but what the Regional Air Service Corporation does is help us fill those seats going forward by marketing at the destinations that we want to bring visitors to our state from.  They've put a tremendous amount of money and effort into helping us support new air service.  Just to tell you, the 1,800 seats that we've got that come now into the airport, that's worth $1.2 million a year in economic benefit.  

If we go back in time to 2014, this is what our route map looked like, 15 destinations and seven airlines.  I'm going to fast forward to where we are today, this is the growth of 23 destinations, nine airlines.  We have eight of the largest domestic carriers serving our region, and also, we've brought in service to Guadalajara, which was an effort we worked on for about 15 years along with trying to get JetBlue going to New York.   We've gotten service to Atlanta.  So, those are all key things that were really long-range efforts, but particularly, that flight to Guadalajara with a large Hispanic population, that's been very, very important to have those three flights a week.

Again, the route additions that we've had, Guadalajara, New York City, Boise, Orange County, Oakland, Long Beach, Atlanta, Dallas Love Field.  All of those that I show the asterisk, airplane there, those are routes that the Regional Air Service Corporation has supported us.  The new flights that we have for San Jose on Southwest, Chicago and United, and certainly Frontier coming back into the market this November, those will be most likely supported by the Regional Air Service Corporation going forward.  There will be discussion of supporting those flights at their next meeting in September.

I think it's no secret that we lost a third of our traffic at Reno-Tahoe International.  It tells you how important it has been to have the Regional Air Service Corporation help us regrow, bring back those flights and passengers into our market.  We lost 36% of our seat capacity from 2008 to 2014.  Since then, the airport has been able to grow that seat capacity in and out of our region.  If you look at the forecast here, the numbers going forward are going in the right direction.   It bodes well for bringing tourism into our state and into Northern Nevada.

Passenger growth is up this year alone, it's up 9.7%.  It's on the right trajectory going forward, and the increase in capacity has resulted certainly in an increase in the passengers.  We've had 30 months of year-over-year growth in terms of passenger traffic because of these additional seats, and again, all with the help of the Regional Air Service Corporation.
Again, when we look at the economic impact of the airport, that's $1.2 billion a year.  Every time a Southwest Airlines 737 lands, it makes up half of our traffic.  That's $100,000 into the local community.  As I mentioned earlier, when you use that metric, the additional seats that have been brought into Reno-Tahoe International equate to a $1.2 million per day impact.  So, huge impact of bringing additional seats in airline service.

I'm going to wrap this up fairly quickly.  US Customs and Border Protection, when we brought in Volaris, we've had issues in terms of staffing to clear that flight.  Most recently, I think our congressional delegation did a phenomenal job with the Cross-Border Trade Enhancement Act of 2016.  It gave us a mechanism to pay for additional customs staffing going forward, and this is particularly oriented to small airports that don't deplane more than 100,000 passengers.  We will be hiring an additional officer at Reno-Tahoe International to improve the processing time for the Guadalajara flight from 90 minutes to get it down to 60 minutes.  Because of all of the changes and the additional jobs in our community, we have begun a Master Plan process.  We have not done a Master Plan in 20 years.  We are looking at what our facility needs are going forward.  I think along with the air service, what we found is having a need for additional amenities at the airport.   This winter we are going to be opening a common use passenger lounge branded as The Escape.  This will be something that you pay extra for.  McCarran has three of these lounges.  This particularly will be another amenity that we can offer at the airport.

I just want to really quickly say how the Regional Air Service Corporation supports our mission at the airport.  There is marketing support for new routes, and when we go to an airline and we can talk about the fact that we have an organization that is community-based, it really distinguishes us from the 400 other communities that are at their doors talking about the need for more air service.   You always at the end of the day have to have the numbers to support the air service, but they want to know that the community is vested in that air service, and the Regional Air Service Corporation is able to provide that commitment.  It is, again, the competitive advantage that we have over other airports.  It helps to know that the airline knows going forward that you've put the air service in, that the community is going to be there by their side to make sure that that flight is successful.  An example of this, when JetBlue put in their flight to Long Beach a year ago, there were only two passengers a day that traveled to Long Beach.  They did a financial analysis of 20 routes, and we were at the bottom of the list to get that service.  But what they found out is that not only can we support one flight, that market to Long Beach has grown in the year that they've had that flight.  Now going forward, next year, they will be adding frequency to have a second flight a day.  Again, it's the support of an organization that can provide the marketing support like the Regional Air Service Corporation that allows us to make sure that the service, once it comes in, is successful.  I'm going to turn it back to Stephen to talk about the future initiatives.

ASCUAGA:
Thank you, Marily.   Kudos to Marily and her staff and what we've built in the region of bringing people into Reno-Tahoe International and being able to distribute them out to the area.  As much as it's been great celebrating the different wins, we're also looking forward to this next year in RASC.  Again, it's continually evolving and we’re looking for more opportunities.  I'll be brief, and we'll wrap this up.  We're looking at four main points, and that is to maintain and strengthen current service.  We're continually working with our airline partners and seeing where we can be of assistance.  Expansion and growth in current markets, so it's not always going to be the home run of a JetBlue to New York.  It may be working with an Alaska out of the northwest and adding more seats and bringing more people into the market.  The new target market.  The new market discussion is always there, very similar to our JetBlue efforts with New York.  It may be a DC or a Boston, and we're continually working on seeing what that next opportunity is.  And then lastly is the international.  As Marily brought up, Guadalajara really has been the tip of the iceberg for one of our international flights in looking forward and seeing how we expand down to South and Central America.  We're looking forward to those opportunities.  Secondly, this next year is focusing on increasing our membership, not just through tourism, but through the different business partners that we have in the region.  Lastly we want to thank, again, Nevada Commission on Tourism for continued support.  As Marily brought up, it was year one back in 2001 when we put this group together, and the Nevada Commission on Tourism was at the table then.  And to be 16 years down the road, I think we've really evolved and become very savvy at stretching out our dollars that we've been provided, but we appreciate all the assistance you've given us through the years and look forward to 16 more.  I'll close, but if there's any questions for either Marily or myself, I'd be glad to field them.

DELONE:
Mr. Ascuaga, Ms. Mora, thanks so much for doing such a great job at RASC.  It's obviously vital to the vibrancy of tourism in Northern Nevada.  Is there anything you would like the Commission to consider?  What is the current funding level that the NCOT provides?

ASCUAGA:
Currently, it's $50,000 annually.  Total, we're fluctuating.  We've been as high as upwards of $1 million and as low as about $700,000, and as I said, we take pride in stretching that as much as we can.  Not so much speaking dollar-wise, but in seeing what the Commission is doing on international travel, we're looking at opportunities of where we're going to piggyback in, and I think while I'm not looking for a specific ask, we're very appreciative of the $50,000 that we're given.  Moving forward, RCVA has recently, as you know, come on board with additional funding, and I think as the opportunities are created and explored, we'll be having that dialogue as well with all our partners.  Thank you, though.  Next year, I'll practice my PowerPoint presentation skills a bit more, but otherwise, thank you for your time on this, appreciate it.

HUTCHISON:
Mr. Ascuaga, thank you very much for coming in and briefing the Commission, and Ms. Mora, thank you very much as well.  Are there any other Commissioners in Carson City who have questions at this point?  Commissioner Santos, if I can have you direct traffic down there, since I can't see it very well, why don't we just stay in Carson City, and you can call on the Commissioners as they indicate that they'd like to have questions answered, and then we'll come back to Las Vegas.

SANTOS:
We're good here, Governor.

HUTCHISON:
Great.  Let me just ask a couple quick questions.   And I don't know, Ms. Mora, it's going to be for you or Mr. Ascuaga.   Where are we with US Customs and Border Protection?  You said it's gotten a lot better.  I know that was almost at a crisis situation at one point where we had flights that wanted to come in.  We just couldn't process the passengers.  Are we at a point where that's all been resolved now and we're in a good place or we still have some challenges?

MORA:
Well, Lieutenant Governor, and thank you, I should have acknowledged all your efforts on air service in the state as well.  Right now, we're in a good place, because we got this new mechanism to fund a complete position for US Customs and Officer.  That was through a federal change, the Border Protection Act of 2016.  We put in an application.  We are able to pay for one officer position, which brings up our complement to three officers and one port director.  Previously, the mechanism only available to pay overtime, which is a reimbursable services agreement which I believe McCarran International has to pay overtime.  This mechanism did not exist for smaller airports like Reno-Tahoe International to pay for a full officer position, which is about $175,000 a year.  For right now, this really does help us to process our Guadalajara passengers in 60 minutes rather than 90 minutes.  We're just going through the paperwork process, right now with US Customs and Border Protection, but we expect, hopefully, early next year to have an additional officer on board at Reno-Tahoe International.

HUTCHISON:
Well, that's great news, because you know better than anybody that was a major, major problem that was addressed well, as you said by our congressional delegation who was extremely helpful there and your leadership in solving big challenges.   We were hearing an awful lot from local business owners there.  So, thank you for doing that.  The other thing I was going to note.  I remember when Governor Krolicki was still Lieutenant Governor and I was running for Lieutenant Governor.  Everybody I spoke to in Reno, all the tourism-based business there in particular, were just so concerned about these new routes and about getting more people in.  If you look at the two maps that you provided to us today, the map in November 2014 and the map today, it's just the difference between night and day.   That took a tremendous amount of energy and leadership, and I know that was almost a crisis level at some point.  And now we've seen the success with these new routes.  So, congratulations on addressing what I know was a very, very big issue in Northern Nevada for the tourism-based economy and the businesses there.  Thank you.

MORA:
Well, it was the community and certainly the Regional Air Service Corporation that's gotten us back on track.  So, thank you for that acknowledgement.
HUTCHISON:
All right, any other questions?

STOLDAL:
Yes, Mr. Chairman.  Bob Stoldal, Las Vegas.

HUTCHISON:
Please.

STOLDAL:
That's wonderful news about Reno-Tahoe International Airport.  My question is I thought I heard the word all of Nevada for the Regional Air Service Corporation.  Is that strictly the northwest?  My question, is there any work or any movement, anybody doing anything as far as Ely, Nevada, providing air service?  Is there any effort in that area?

MORA:
No.  The corporation right now is focused on really the catchment area for Reno-Tahoe International Airport.  I would say the only initiative outside of that would be certainly commercial service between Reno-Tahoe International and Elko, which has not come before the Regional Air Service Corporation.  But I think, you know, we're always interested—I can't maybe speak on behalf of the organization, but I think we're open to really supporting more development of air service within the state.

STOLDAL:
Great, thank you.

CARANO:
Lieutenant Governor, this is Cindy Carano.

HUTCHISON:
Yes, please proceed.  This Ms. Vice Chair.

CARANO:
Thank you.  Thank you, Marily and Stephen, for your presentation from Northern Nevada Tourism.  Obviously, we are thrilled at the headlines.   It seems like every month that we get a new airline service come out.  So, thank you so much, and I know that some of my coworkers have been very instrumental in bugging you all the time and maybe helping you along the way.  But my question, maybe because of my ignorance of your organization, you said 1,800 new seats.  Is that 1,800 new seats a day, week, month, year?

MORA:
That's over the last two-and-a-half years.

CARANO:
So, 1,800 seats—

MORA:
It's 1,800 seats per day.

CARANO:
Per day, wow, that's great.

MORA:
Yeah.

CARANO:
Now, okay, because I was thinking a week, but a day is amazing.  That means more people into our region for not only tourism, but for business, and as you know, we are [inaudible] greatly.  And I know that we worked to the bone for your Guadalajara border control.  Tell me, do you have more international flights in the pipeline?

MORA:
Well, I think what we're looking at, if we can improve the processing time for Volaris Airlines, which has the three flights a week to Guadalajara, we would see additional expansion by Volaris to other destinations in Mexico, but our most immediate work is really restoring service to Vancouver, and we're working with either WestJet or Air Canada on that.  Those flights from Vancouver would be precleared in Canada.  If you recall a couple years ago, we had Thomas Cook that was going to provide service to London Gatwick seasonally during the ski season, being the gateway to Lake Tahoe that was an important effort.  The US Customs and Border Protection denied the landing rights for that flight based on the fact that there wasn't staffing.  I think that going in the future, we can look at those opportunities again knowing that we have control to hire up to five officers under our new agreement with the US Customs and Border Protection.  I think it gives us really a future in looking at other destinations, other seasonal service.  It's really a great mechanism that from the get-go a couple of years ago, we just said we're willing to pay for the service.  Just give us the mechanism to do it.

CARANO:
That was the right answer.  That's awesome.  Thank you so much. 
HUTCHISON:
Thank you.  Any other questions from any of the Commissioners?

SANTOS:
Herb Santos for the record.  For those of us that have bad ears, if you're on the phone, maybe talk a little bit slower, because I'm having a hard time understanding.  It sounds like you guys answered the questions perfectly and understood what they were saying, but maybe if we speak up a little bit louder and talk a little bit slower for the people with bad ears like myself, just an ask.

HUTCHISON:
All right, any other questions?  Okay, Ms. Mora, thank you very much again.

MORA:
Thank you for the opportunity today.

HUTCHISON:
Mr. Ascuaga, thank you very much as well.  That was very informative.  
FY 18-19 Strategic Planning / ROI Program Metrics
HUTCHISON:
That takes us now to our Agenda Item E, which is a major part of our Agenda today.  Commissioners, it's fiscal year 2018-2019 Strategic Planning, and Ms. Vecchio, if you could introduce this agenda and walk us through it, and particularly, give us your thoughts about what we're looking for by way of possible action under Agenda Item E 1.1.

VECCHIO:
Thank you, Governor.  Claudia Vecchio for the record.  I just wanted to add just a brief note about the Regional Air Service Corporation and how much we appreciate what they're doing.  We're just amazed by the accomplishments of this organization, and we're thrilled to assist in any way we can.  Above and beyond the $50,000 that we give on an annual basis to the organization, we do focus our efforts on supporting new markets for air service.  That was part of our plan for the last year, and anticipate that to be part of the plan again for this year.  I think we support in marketing and PR an additional amount above and beyond the $50,000.  We could estimate that but it is definitely part of what we look at when we're doing our missions and our PR efforts.  We focus on either new cities or potential cities for air service.  I just wanted to make that note.  
Strategic planning.   We are now entering a new biennium.  We have our budget for the biennium, and those of you who can see, I'm holding up the Strategic Plan that we put together for the last biennium, and it's time, to put together the strategic plan for FY '18 and '19.  We've tried to determine a time for an official strategic planning session for the Commissioners, but everyone is very busy, understandably so.  I wanted to at least get the core components of a plan discussed with this group.   The hope is that you've had a chance to look at the plan, the important core elements such as the mission, vision and values and the overarching metrics.  Today, and we have John Packer from Kantar TNS on the line.  John, are you with us? 
PACKER:
I am.  Thank you, Claudia.

VECCHIO:
Okay, good.  To talk a little bit about what we're doing now from a measurement standpoint, Brenda is also going to talk about how we're evolving our marketing campaign, and that impacts how we measure our programs.  The hope is that those of you who are also working with organizations, whether they be public or private, and have measurements, that you can discuss the methodology and help us to better measure what we do.  As you know, we've had some concerns about the ROI number that we've put out.  It's a very marketing-focused number.  Does that make sense in the public environment?  It's an increasingly important topic for us, and I've talked to my counterparts at other state tourism offices throughout the country.  It's an increasingly important component for them to arrive at measurements that adequately convey the achievements of the organization both as a marketing organization, but also as an educational organization.   As I put in the email to all of you, the entire ecosystem of what we do around here, is somewhat shortchanged when we just talk about a marketing ROI.  We'll talk quite a bit about that and about the development process for this overarching Strategic Plan.

I put in your packets on the next couple of pages somewhat of a recommendation so that at least we have something to use as a conversational starter.  Any input that you have about the verbiage that's used on these pages or the direction, now is a great time for us to have this discussion so that we as staff can go back and develop the plan.   The intention is to provide a final draft to you in time for our December meeting, ready to go for our upcoming biennium.  Does that make sense to everyone, and are you ready to dive into some conversation about our overarching plan?  I know this is difficult to have with folks on the phone, and I apologize for that.   I hope that you feel you can just pop up with any thoughts that you have.   If there are additional ideas or insights that you had and you'd prefer sending to me via email, please do that as well.

To start out, and this is, I think, the least important of what we do, but the FY '18-'19 theme.   The theme for '16-'17 was extending the “Don't Fence Me In” momentum. We had launched the brand, launched the campaign idea which was gaining some traction.  In '16 and '17, it was important for us to build on that momentum, and I hope you feel like we have.  Brenda and John can showcase some of the growth in our metrics and in the brand awareness that we've accomplished through our marketing efforts.  

For '18-'19, focusing on the future.   Tt's not just the future of this brand, but it's the future of technology.  It's the future of this agency and the industry.  It's the future of the political, social, and economic world we live in.  It's taking a look at where we're headed in the future and with sort of pinpoint laser vision at making sure that we're ready for it and that we're looking at something that continues to convey the innovative nature of this agency.  That's the first issue.  Again, you know, we can massage that, or if you hate it, tell me you hate it.  Please be candid.  We can talk about that or we can go on to the meatier topics, which are the mission vision and values that are proposed in here.  Are there any big concerns about focused on the future?  It's general and broad.  If you want me to take it in and be more specific, I am happy to do that.

HUTCHISON:
Claudia, has anything changed significantly in that regard on that subject from the fiscal year '16 and '17 Strategic Plan or is that basically the same?

VECCHIO:
The recommendations for the ’18-’19 plan and from the '16-'17 plan, there are some significant changes within the metrics in how we measure the success of this group.    I will look to you all for guidance.   Within Sales and Industry Partners, we have not conveyed any real measurement of our sales success.  We don't really know from an international standpoint, what the metrics of success are.  We know sort of anecdotally.  Teri and her team are committed to more accurately track leads and track sales, which other DMOs certainly do.  

Brenda will go through how our campaign has gone from a two-season campaign, spring-summer and the fall-winter campaign.   We've sort of been marginally absent during those shoulder seasons, if you will.  But now we're going to an always on campaign, and Brenda and John will talk about how that significantly changes how we're tracking our marketing success.  

Those are the two big changes.  The rest of it is pretty similar, just maybe in a little different framework to ensure that we're focusing on keeping this organization innovative into the future, I guess, for lack of a better word.

HUTCHISON:
Commissioner Miller.

MILLER:
Thank you, Mr. Chairman.  Ms. Vecchio, as you know, I'm relatively new to the Commission.  When did we establish this particular Strategic Plan, and particularly, the mission and the vision?  Is that something that predates the past biennium or is that just within the last biennium?

VECCHIO:
There have been Strategic Plans that were done a while ago.  This Strategic Plan from '16-'17, is the first one we had done in several years, and it is the first one that conveys the new brand, the “Don't Fence Me In” and “Nevada. A World Within. A State Apart.” overarching brand was established.  That's where it started, unless people feel differently, it is an evolution based on the world around us in '18-'19.

MILLER:
Thank you. 
STOLDAL:
Chairman?

HUTCHISON:
Yes?

STOLDAL:
Bob Stoldal for the record.

HUTCHISON:
Commissioner Stoldal, go ahead.

STOLDAL:
I think this is a great overall plan, strong action-oriented plan with solid measurements.  I'm a little dismayed on Page 24 that we have one paragraph that deals with, quote, “The Department of Tourism houses state museums.”  I think that there are significant synergies between the state museum and TravelNevada that should be detailed as part of our overall Strategic Travel Plan.  I'm not talking about the curation of objects or collections or those kinds of—I'm speaking strictly about the travel side of what the museum system and potentially the [inaudible] and the other ones.  I think leaving those out of our plan and referencing only with one [inaudible] missing an opportunity, especially for international travelers.  I know when I go to another country, one of the places I stop is a museum to get a sense of the country and community.  I would hope as we move forward, we would look at those opportunities to have the museums as a larger part of the Strategic Plan.  Thank you.

HUTCHISON:
Thank you, Commissioner.  Ms. Vecchio, any follow-up on that?

VECCHIO:
That's a great point, and Commissioner Stoldal, we certainly will include that.  What you don't see here is how we will drill down to our real focus on cultural tourism.  We'll bring in the arts, museums and certainly bring in the Nevada Indian Commission and the Stewart Indian School and all of those assets and experiences that are available through a cultural tourism program.  I haven't got to that point, but please know that definitely will be part of this, and appreciate that insight and looking at the plan that way.

ARGER:
This is Julia Arger, and I appreciate that focus, because I think I had the same impression.  I think the cultural tourism message needs to be a category or something in the front that somebody can go directly to how is tourism embracing the culture in our state and can specifically find information there.  In the table of contents, I think it should be a category on its own.

VECCHIO:
Very much appreciate that, and that definitely will be part of this.  I need to figure out how to weave that into the metrics in sort of a holistic way because cultural tourism, as you will see this program unfold, is not only directed at PR marketing, but it's part of our sales and our international outreach.  That will definitely be a part of this, and as I said, weave that in with language in this top part.

SANTOS:
Herb Santos for the record.  Claudia, in looking at the proposed metrics, one of the new ones is the geotargeted ads.  To me, that's something that's relatively new.  I don't think that was listed in the prior Strategic Plan.  For me as a consumer on Facebook getting ads, if I go and look at a treadmill, the next thing I know, everything on Facebook is treadmill ads.

VECCHIO:
Yeah.

SANTOS:
Given we’re a state agency, is there any type of analysis our folks have done to see if this going to look like big brother is watching you?  Is there any turnoff from geotargeted ads?  On this—maybe it's because I don't understand enough about them.  I had an ad agency come and talk to me about my law practice, and they wanted me to do something similar.  If someone is in a hospital and they go on their cell phone, my ads would pop up.  I didn't want to do that, because I just thought it was [inaudible].  I'd like to have a better understanding if that's something that we need to do because it's good and not just my not keeping up with technology.   Has there been any thought process into that.

VECCHIO:
Yeah, and I'll let Brenda get up, because this is a good time for her to start talking about the always on thing, too.  This is part of our whole move toward customization, and people are expecting this to happen.  The further down we can get into your interests, the more specific experience we can create.  That's called retargeting or remarketing.  It's based on your search habits, and you get a very specific ad based on what you're doing.   I think if we had been the first to do it, people would think it's Big Brother, but now I think it's expected.   It is the most effective way for us to drive business.  If we know that you are searching for golf and we also know that you're searching for restaurants, we can send you a message that laser pinpoints those interests.  I don't think it's Big Brother, because that's the way the marketplace is, and it's just incredibly effective way for us to reach our customers, or potential customers.  

I think Zappos was one of the first ones out there to use that type of customization.  You search for shoes, and all of a sudden, those pumps that you searched for continue to follow you for two weeks until you buy the crazy things, which I'm guilty of doing more often than not.  People are expecting it and they're not turned off by that customization.  
Where you put those retargeting ads and how you get your ad back on there, like you were talking about, is really important.  If you're searching for a particular key word that may also have another connotation, we don't want those ads to show up in the wrong place that are any way, shape, or form contrary to being a state agency and the high level integrity that we expect all of our ad placements to have, but customization is the way of the world.  

If it's through that or if it's through these E-newsletters which we're going to continue to customize, again, to match people's preferences.  It’s the old marketing speak of cutting through the clutter and getting to something that really speaks to you and to your interests is an incredibly effective way for us to get what is just a joyful and wonderful message out to people.  You know, I hope we'll be welcomed by the way we do it rather than it be suspect.  

I'd like, Brenda Nebesky, our spectacular Chief Marketing Officer, and along with John Packer, who's on the phone, to talk about our current metrics and what we're doing.  We have a really intelligent way that we're tracking and creating a return on investment for our integrated marketing program, but it's a challenge for us to communicate.  Since our goal is to have numbers and metrics that you all feel very comfortable communicating.  I want to be sure that we're approaching this in the right way.  Brenda or John, who wants to start here?

NEBESKY:
To answer your question, Commissioner, I also wanted to just say that we do our retargeting and remarketing very carefully, and we do plan to expand some of that this fiscal year, but we even contracted with a service called Mote that allows us to only retarget on sites within platforms that are appropriate for us as a state agency.  We're very much keeping that in mind.

SANTOS:
If I could follow up.  In looking at that, the geotarget ads will offer deals as people traverse the state.  I'm assuming that if someone is going to Ely, will they get a discount or something at a restaurant?  If that's the case, do we generate any revenue by allowing people to provide us with the ads that go that way?  Is that something that we want to do?

VECCHIO:
The idea of the geotargeting ads providing deals is largely around the app.  If you're on the app and you're driving along in a place where there is cell service, because this is an immediate kind of a thing, and you come up to an exit, for example, going into Ely, and you get there and these participating partners will offer a 10% discount at a restaurant, you'll get fed that.  If you opt in, you'll get fed that information that there's this deal.  We do not, at this point, have this program really wrapped up.  We haven’t determined whether those partners would pay for this or not.   We as a state agency generally don't charge for those kinds of things.  We charge for some ads, but again, this is a program that's still in development, and if we determine that we can charge for that, we also need to figure out how we get those dollars and how we then use those dollars.  That becomes a little complicated in our system, but more to come.  We can certainly have that conversation once we get this program in a little bit better shape I think.

NEBESKY:
For the record, Brenda Nebesky.  We're in the early stages right now through travelnevada.com, soliciting through our partner portal those details about tourism partners and the packages and deals related to their location or business, and we're trying to expand that program.  Once we have those details in place, then we can serve up dynamic content through our newsletters and through ads.  We just aren't quite there yet, but that is something we would very much like to offer to our tourism partners.  We're working toward that goal.  
Today, I just wanted to review and expand upon some of the key projects that we presented last week to the marketing committee, and as Claudia mentioned, one of the key strategies and big moves that we're making this year is to move away from two seasonal campaigns and to a true always on, uninterrupted media strategy.  Right now currently, only some of our media partnerships, most of them online content providers, bridge the gap between our spring-summer campaign and our fall-winter.  With an expanded media budget, we see this opportunity to not just react to two effectiveness studies a year, but to have the opportunity on a monthly basis to respond to analytics and refine-optimize our ad placements, refine our messaging, expand to audiences, and become a more nimble marketing agency.

Budgetarily, this also allows us to align our invoicing and reporting with the fiscal year, which makes our finance office a little more happy.  Our plan now is to begin true always on in November, which would be the traditional launch of our fall-winter campaign, but that then will continue year-round.
As Claudia also mentioned, we've demonstrated our effectiveness in building awareness in our key markets year over year.  We really made our mark in awareness, and we are focused on our KPIs and objectives that are more in the middle of this graphic here toward true trip planning, consumer engagement, and booking.  That is really our focus this year.  
Metrics, as Claudia mentioned, traditionally, we've had two ad effectiveness studies, and now we have the opportunity to have monthly analytics and a dashboard based on monthly audiences, and adaptive tracking.  We have John Packer on the phone with TNS, and I'm going to allow him to get into some of the details of how that reporting will happen.  John, are you there?

PACKER:
Yeah, absolutely here.  Thank you, Brenda, and thank you, Lieutenant Governor and the Commissioners for the opportunity to chat with you for the record, John Packer, Vice President of Kantar TNS.  Actually, Brenda stated it much better than I will and could, but I'll try to do my best.  As you know, for the past X number of years, we have been measuring your campaigns based on a campaign measurement basis, but like Brenda's point, we do have the opportunity now to move to always on, which is where the industry is going both from a DMO perspective, and from some of the larger clients that we work with here at Kantar TNS.  The primary benefit of that, and to Brenda's point, is that you could be responsive to the market.  You could swap in ads depending on how they're performing, move from marketing insights on a quarterly or campaign basis to a monthly standpoint.  And what we would [inaudible] is kind of a monthly dashboard, so scorecards that you could see how you're doing, and again, respond accordingly.  It is called adaptive tracking.  It is where the industry is going.  Based on where you are as it relates to always on, I highly recommend that you do this.

Even from a technical perspective, it eliminates what's called recall bias of people being able to respond more accurately to the survey questions.  From a campaign perspective, sometimes we're surveying them early in the cycle.  Sometimes we're surveying them late, and that creates some problems in terms of, again, people being able to recall what they actually saw or did, you know, the old adage, I don't know what I had for breakfast yesterday morning, let alone asking them about an ad that they may have seen a couple of months ago or how much money they spend and on down the line.  So, it makes perfect sense from a methodology perspective, but more important, I think it makes perfect sense for the great state of Nevada.

NEBESKY:
Thank you, John.

VECCHIO:
We bring this up at this point rather than in a marketing update, because it really does start to impact how we track and report a return on investment for our marketing effort, because it is no longer centered around two big campaigns.  It's throughout the year.  We'll have to figure out how we do this, but there's not as distinctive return on investment as there was previously.  It changes the way we communicate the success of our overall program.  Can you talk to how that might occur?

NEBESKY:
The return on investments specifically?

VECCHIO:
Yeah.

NEBESKY:
Well, I think it will just be a cumulative 12-month report is what it's going to be, and in that sense, a little more accurate because there aren't any gaps in it.

VECCHIO:
That's all part of this metrics piece.
PACKER:
No, I was just going to mention, Claudia, forgive me, that's perfectly stated. 
VECCHIO:
Great.  Thanks, John.

HUTCHISON:
Claudia, are you looking for feedback at this point from the Commissioners?  Do you want further discussion, or further presentation at this point?  What do you want at this point?

VECCHIO:
Yes, I would love to have feedback about the metrics here.  I would love to get feedback from those of you who are involved with other businesses and how you are tracking your metrics.  With our audience being elected officials and the public, how we create metrics that make sense in their environment and not just in a marketing environment.  Any input anyone has on how they're doing that, what they've seen as best practices or things that have worked well.  I welcome that input.

STOLDAL:
Mr. Chairman?

HUTCHISON:
Yes, please proceed Bob. 
STOLDAL:
From the television industry, if I were to wait one year to see what I was doing on my six o'clock newscast, I would be in real trouble.  I'm very uncomfortable with a matrix that only is responsive at the end of a year that we do right or wrong.  There's more metrics out there that I think we need to look at just to see and count how many of the people we are bringing into Nevada and putting heads in beds.  A year is too long for me.

VECCHIO:
Oh, absolutely.  That's the beauty of where we're going, and that is a monthly basis as opposed to twice a year before.  We measured the spring-summer campaign, and we got that information about three or four months later, and then we did the same for the fall-winter campaign.  This allows us, almost on a real-time basis, to be tracking how well this always on program does.  I apologize if that wasn't clear.  We'll provide a dashboard, some kind of an ongoing tracking mechanism so that we'll be able to see this very often, right?

STOLDAL:
Thank you, Claudia.

RALENKOTTER:
This is Rossi down in Las Vegas.  Two comments, one is more a measurement or an impact, but it goes back to the utilization of the room tax and what we're all tasked to do, which is put heads in beds.   I think we need to also look at what is the impact, or what are the number of jobs that are supported by the rural grants as well as the special events that NCOT sponsors each year?  We're measuring that, because when we're challenged as to how the room tax is used, there's two areas that we talk about.  One of the total amount of tax dollars that are generated by the expenditure of our funds, and the second part are the total number of jobs that are created or supported by our efforts.  I'm pretty sure if we looked at all the stuff that we do statewide, that would be pretty impressive from the NCOT side because of your impact especially in the rurals.  The second is, and this would be a statewide measurement, but the utilization of the room tax that does not go to the promotion of tourism, and so forth.  In Clark County in southern Nevada, we only receive 32% of the room tax collected, and the remainder of that money goes for all types of things that make for a better quality of life for us who live in southern Nevada as well as for the state.  For example, since 1999, over $1 billion in room tax has been generated for the refurbishing of schools and building new schools.  We continue to tell that story because it's important, because it's that continual cycle.  The more people we bring in, more room tax is generated.  The more that we have to spend to market and advertise, do research in, and support the industry, and then the other side is that our communities and the State benefits from the room tax.  That's a suggestion.  It's not really a traditional metric, but it is a metric in what we do every single day.

VECCHIO:
Thank you, Rossi.  That's right on, and we have those numbers and will add those as part of our measurement metric.  Thank you.  Any additional insights?

HUTCHISON:
Claudia, just a question for you here in Las Vegas.  What did you mean when you said that with always on paid media, you would not have a distinct Return on Investment?  What did you mean by that?
VECCHIO:
We would have a cumulative ROI.  I think the number would be continually distinct, but it's not a distinct timeframe.  We know with the end of this campaign, our ROI is X to X, 70 to one, for example.  This is more of a cumulative ROI.  We would have to watch it and report it more frequently to make sure that it was still accurate, because it will change throughout the year hopefully. 
HUTCHISON:
My other question has to do with one of the slides.   It looks like there's a block for the spring-summer fiscal year '17.  Then there's a bridge fiscal year '18.  What does that mean?  And then there's the always on fiscal year '18, but what's this bridge fiscal year '18?  Is that just a time when we don't have a campaign going?  Is that what's suggested?

NEBESKY:
Brenda Nebesky.  Yes, because we have this transition period between the spring-summer campaign and our readiness for the always on initiative.  We did two months of just a continuation of our always on partnerships.
HUTCHISON:
Are we completely shut down, then, with any advertising or marketing during that time period?

NEBESKY:
No, the bridge campaign is in place so that we do have some media out there during the transition until November.

HUTCHISON:
Okay.  What does that media look like, what are the components?

NEBESKY:
Well, those are our current always on partnerships, which as I explained, tend to be online content partnerships, like the Matador Network, our partnership with Trip Advisor, partners like that, yes.

HUTCHISON:
Okay, I remember we went over that during the Marketing Committee.  Thank you.  All right, any other questions, Commissioners, at this point?  I'm trying to kind of keep us on track here, Claudia.  It looks like what we're working on right now is our Agenda Item E 1.1.  We're working on the last bullet point here, the overarching metrics and methodology by which a program's effectiveness is measured, right?  That's what we're focused on.  Is there anything else that you need to have feedback on, on that bullet point?

VECCHIO:
In the last Strategic Plan, we had identified six key initiatives.  In that plan, they were amplify domestic sales and marketing, drive international visitation, boost partnerships, create and convey value, enhance infrastructure, and run an effective business.  They're somewhat changed for this time.  
The first is to evolve the brand, which includes the domestic and international sales and marketing as we continue to focus on the future of this brand and make sure that that is evolved in all of our sales and marketing efforts.  The next is to enhance partnerships, which is another word for boost partnerships, but that is our grants.  That is our co-op marketing programs.  That's the partnerships with our sister agencies both in the department and then state agencies like the Department of Wildlife and Conservation and such.  The next is to inspire the industry, and that really is to create and convey value, but to do so in a way that makes the industry champions and really mobilizes the industry on behalf of not only the state agency but on behalf of the tourism industry in general that we can help through travelnevada.biz and the information that's provided to our industry there.  We can help them better understand what's going on-on a global basis.  The next, to engage champions, and that, through everything else we're doing, to help legislators and other key stakeholders, all of you to be better engaged and to feel more comfortable about being spokespeople for what we're doing as an agency and certainly as an industry.  And then the last is to run an effective business.  That's the same as it is this year and really to ensure that what we're doing here from a business and an operational standpoint is at the highest level possible.  And so, those, you'll see a little bit of a change.  I took out enhanced infrastructure, and while infrastructure is hugely important, in this previous iteration of the plan, we had a ground, air, and virtual infrastructure kind of initiative.  The ground was focused with the Department of Transportation on the rest stops, which have not come to pass, and those are really a key initiative for us with that particular component.  The air and the virtual, which was the cell service around the state, we really work on those in a fairly peripheral manner.  While it's still important, I don't know if it is a key initiative, because it's very difficult for us to create metrics around something that we don't directly impact or have any control over the outcome.  That's why that's removed.  

Those are the changes to the key initiatives.  I just want to be sure that you all are okay with those key initiatives.  If you have other initiatives you think that we should be doing, I'm certainly happy to add those, but again, just as a framework for conversation, if there's other things that we should be doing, happy to get that input.

HUTCHISON:
Commissioners, any comments under this bullet point, key initiatives that are proposed for this fiscal year '18 through '19 as Claudia has just outlined them for us?  Okay, Claudia, are there other bullet points you want to talk about, either the mission, the vision, the values, any input or feedback you want from the Commission on those bullet points?

VECCHIO:
Regarding the mission.  We talked about that at a strategic planning session we had some time ago.  We flipped that around a couple of different ways, but this is where it stands at the moment, to enhance the economic vitality of Nevada through effectively promoting tourism to and within the state.  If there is another mission or another way to say that, we can talk about it.  That is often a long protracted conversation, but I welcome any comments about that.  This agency exists as part of the State of Nevada to help Nevadans.  We took the vision outside of a marketing vision to have our vision be a vibrant quality of life for all Nevadans.  For those engaged in this industry and those outside of the industry, as Rossi so well pointed out, lodging tax benefits everyone.  What we do needs to benefit and enhance the quality of life for all Nevadans, and that's why that's our overarching vision.

The values we had in our last plan and are here also.  The proposed change in values is that it would go from insightful, innovative and collaborative to insightful, collaborative, innovative and authentic.  We've made them a little bit more specific than they were in the past.  Any comments on that?

HUTCHISON:
Commissioners, any comments or input on those bullet points with mission values or mission vision values?

STOLDAL:
Mr. Chairman, Stoldal for the record.

HUTCHISON:
Yes, Commissioner Stoldal, go ahead.

STOLDAL:
I don't want to sound like a—well, I don't mind sounding like a [inaudible] but if this has been a vision of tourism and the Arts Council and the Indian Commission and our entire museum system of seven facilities, including two active and running railroads that bring in thousands of people, I don't see any reference in here at all to the other elements that are key to—are within the Division of Tourism.  There's no reference to that at all, and if this is strictly the TravelNevada part of the Division of Tourism, I sort of understand that, but if this is for the entire Division of Tourism, I think we are missing some of the key elements the division has for the arts, et cetera, et cetera.  That's not reflected in there.  Again, if this is strictly TravelNevada I’m with my other comments that I think we should bring in some of these other elements but if this is the mission vision for the entire division, then I have some concerns.  Thank you.

VECCHIO:
Yeah, so, this is Claudia.  Commissioner Stoldal, so, these are the mission vision and values for the Division of Tourism, which is Travel Nevada.  These are not them for the Department of Tourism and Cultural Affairs.  That's a different plan.  That one, I need to work on as well, but this is just for the Division of Tourism.  This is travel-related, and within the authentic piece of this comes that heart and soul of Nevada, which is the cultural part of it.  That's what the framework around this plan is for the Division of Tourism, slash, TravelNevada, not the entire department.

STOLDAL:
Thank you.

HUTCHISON:
Thank you.  Other comments?

SANTOS:
Herb Santos for the record.  Under the mission, I just sort of have a problem with the word, enhance.  When you use the word, enhance, that is sort of giving the impression that you're improving the quality of something as opposed to what we're really doing, is supporting what is already really good through effective promoting of tourism.  I think enhanced is just the wrong word to put in there, because nothing that we do makes all these things in Nevada better.  What we do is we support it by promoting it and making the information available to more people.  That's just a word that I feel is a little misplaced.  I may be out in left field on this one, but that's my thought on that word.

VECCHIO:
We could certainly look at reframing that in a supportive way as opposed to actually having it impacting it or enhancing it, and I can wordsmith that a little bit and send it out to everybody for your input.  We're happy to take a look at that.

HUTCHISON:
Thank you.  Other comments, input, suggestions?

ARGER:
This is Julie Arger for the record.  If we're going to talk about that, just going down to vision as well, I think there should be consistency in the semantics a bit.  When you say vision, a vibrant quality of life for all Nevadans, it should have a verb in there.   Creates a vibrant quality of life, completes the thought and doesn’t leave it just a category.  I'm not finding the right word myself, but just if you're going down the line, mission, vision, value, whatever, it should have consistency in semantics.

HUTCHISON:
Commissioner Santos, how about enhance the vibrant quality of life?  Just kidding, just kidding.  Any other comments?

VECCHIO:
We could certainly make that parallel structure through this entire thing.  That's totally fine.  I just want to make sure there is a finality to our vision.  The vision isn't a process.  The vision is the end goal, it's not a process to get there.  It's what we're aiming for, but we can certainly look at the parallel structure for all of this.

HUTCHISON:
Okay, other comments, input?  Claudia, have you got what you want?  This has been agendized for a possible action.  You don't need a motion on this, do you?  You just wanted the input?

VECCHIO:
Yeah, and I appreciate all the input we've received.  If anybody has any additional input, I'm a phone call, an email or a lunch away.  Just let me know, and we'll start crafting this plan and get it out to everybody for your insights and input with the aim to have this on our December meeting, and then we will have it for possible action, and the group will approve the plan at that point.  Thank you, everybody.

HUTCHISON:
Great, thank you.  We don't have to do anything more on Agenda Item E 1.2, ROI Program Measure—we already covered that under 1.1, right, Claudia?

VECCHIO:
Right, we have done it all.  Thank you.
Agency Reports

HUTCHISON:
Okay, great.  All right, Commissioners, is there anything else on Agenda Item E, if not, let's move on to Agenda Item F, Agency Reports.  I'd like to go directly to our Administration Reports, the fiscal year '18 year and date budget overview, and Ms. Vecchio, maybe you can start us off with an overview here.

VECCHIO:
Thank you, Lieutenant Governor.  I'm going to turn the time over to David Peterson to go through a very short FY '18, because we're not very far into that year yet, budget overview, and then he's also going to provide an update just so you all know where we are in terms of the RFPs that have been distributed and awarded.

PETERSON:
Thank you, Claudia.  For the record, David Peterson, Deputy Director of Tourism.  If everybody will turn to the page right after the green report that says Agency Reports.  You're familiar with this.  It's an update that we do at each quarterly meeting.  It looks at the categories that are action steps or internal program budgets.  For our new Commissioners, we have Category 2.  That's our out-of-state travel category.  Category 3 is in-state travel.  Category 30 is for training, and Category 31 is where all of our marketing—most of our contracts come out of there, our ad buy, et cetera.  The one category that you won't see, if you all recall, is Category 43 as a part of the last legislative session.  We moved those dollars into Category 31.  The monies that used to be for the quarterly administrative fees for our international offices are now inside Category 31 to allow us the flexibility and the transparency now to run all of those contracts on a project cost basis.

Again, we're looking at bills that we've paid through the 8th of August.  We're only now getting our July invoices from most of our vendors.  So, as you can see, it's a very small amount of money that we've actually paid out so far in Fiscal '18.  About 8% of our Category 2 our out-of-state travel.  We've paid 2%, just under a thousand dollars, for Category 3.  We have yet to have any actual training take place this fiscal year.  Most of that training will take place this fall and over the winter, and just a very small amount, 1% of our Category 31 monies have been expended so far this fiscal year.  If there are no questions about the budget, I'll be happy to move forward and talk about RFPs.

HUTCHISON:
Any questions, Commissioners, on the budget overview?  Sounds like you can move on, Mr. Peterson, please.

PETERSON:
Okay, thank you.  For the record, David Peterson.  As an update on the different RFPs that we have out there, we have two RFPs that went through, and we have awarded to Destination Analysts, and that is for ad copy testing and web usability research, and those await approval on the September 12th Board of Examiners.  We don't anticipate any issues and expect to move forward the next day with both of these pieces of research.  
We have a couple of RFPs in process right now.  We have the one for Latin America representation.  It just closed yesterday.  We'll be going through that process where there will be an evaluation committee to review the technical and the costs, and then we will take a look at the top two or three firms and do a second round of evaluation.  And the other one that I think impacts this particular group is we finally moved forward with an agency informal solicitation to get the chambers updated from an AV perspective.  As you all know, we've had some challenges in here.  This is the first phase, which is the design plan for the chambers, which will also allow us, hopefully, to bring our office in Las Vegas into the mix so we can have all of you in Las Vegas be present in our joint office down there.

In addition, we have released a print bid for Nevada Magazine for Janet and the team to print the Nevada Magazine Events and Shows as well as our statewide visitors guide.  Then in terms of upcoming RFPs, once the contract is awarded for the design of the audio-visual in the chambers, we will work with purchasing to begin phase two, which will be a large-scale RFP for the actual equipment as well as the implementation and then maintenance going forward for that AV equipment.  A couple of other things going on, the RFP for merchandise is—we're hoping to release that, I think, in September so we can be selling TravelNevada merchandise.  We're working on that request for proposal, and we are also going to release a print bid as well through purchasing for the department level, but this is for the printing of letterhead, the printing of business cards and envelopes, et cetera.  That's kind of an update on where we've been, where we currently are, and where we're going as far as RFPs and print bids.  Thank you.

HUTCHISON:
Thank you, Mr. Peterson.  Any questions on the RFP update?

SANTOS:
None in Carson.

HUTCHISON:
All right.  None here in Las Vegas.  Let's move on Ms. Vecchio, to the Governor's Global Tourism Summit Update.

VECCHIO:
Thank you, Governor.  You also have in that Agency Report section the current agenda for the upcoming Nevada Governor's Global Tourism Summit.  It will be December 4th and 5th at the Flamingo in Las Vegas.  We will have a Commission Meeting on Monday, December 4th, from 10:00 to noon, and you'll see that reflected on the schedule.  Then we are looking at an exciting open session in the Flamingo showroom, an opening dinner event at the Flamingo and then a cocktail dessert over at the High Roller.   There will be an opportunity for the group to take that High Roller experience.  On Tuesday, December 5th, you'll see the schedule outlined here.  We're just now really diving into getting the sessions and the speakers to round out all of these sessions, but you'll see some of those that we have already on board.  A quick change from last year.   We have the popular Media Marketplace, which was new last year.  That's where we bring international media to meet one-on-one with Nevada suppliers and properties and such, and that will be now at 10:00 a.m. on Monday, December 4th.  Some of the comments from the last Summit was that industry did not want the Media Marketplace at the same time as the Sales Marketplace, so we've changed those.  We're putting the breakout sessions at the late morning hour.  We’ll do a lunch speaker, and then our overall general session for the Division of Tourism program overview.   The Nevada Sales Marketplace, which is always such a popular piece of this conference, will be at the end of the day, and that's with some hope that people will stay through the whole conference.  
You can see we bring in the buyers and the media on the 30th.  We have three trips, two fam trips for buyers, and one press trip that will be traversing the state.  Then they'll all come back rejoined together at the Flamingo for the conference.  Our keynote speakers at this point, Roger Dow, who's the President and CEO of US Travel Association, Daniel Levine, who's a global trends expert, and Amy Jo Martin, who is the founder of a group called Digital Royalty.  I think everyone will appreciate having her there to talk a little bit about this digital evolution and revolution on a global standpoint.  

We're working with Tiffany East PR to be our event planner, and she's doing a tremendous job at getting sponsors and others geared up for this event.  Are there any questions at this point?
HUTCHISON:
Any questions on the Tourism Summit Update?

SANTOS:
None in Carson.

HUTCHISON:
Okay.  Thank you.  Ms. Vecchio, why don't we move to the South America Tourism Sale Mission Recap?

VECCHIO:
Thank you, Governor.  The next three items really are just brief recaps.  The Division participated along with the Governor's Office on Economic Development and our partners at the LVCVA on a sales mission to South America.  This was an interesting timing for this mission because of the fact that we are evolving our efforts down there to be Latin America regionally focused.  It was tremendous for us to be in Panama, Bogota, Colombia, and in Santiago, Chile, we did events and sales calls with tour operators and travel agents and the media, but the excitement and the hunger from all of them for information about Nevada.  Obviously, Las Vegas is a tremendous appeal to them, but the Nevada outside of Las Vegas, they're all very excited about that, and it's so fun when we get to a place like Santiago, Chile, and the Chileans who are very much like Nevadans, and I get the same feeling with the Australians.  They're adventurers.  They're fun.  They're outdoor people.  There's a lot of connectivity there immediately in the way they approach their travel experiences and the product that we have to offer in the state.  A lot of good synergy started there, and as we get this Latin America group on board, that will be a really good foundation for that.

We have a trade mission to India coming up.  We're going along with Brand USA.  I know there are a number of Nevada partners going along with this one.  There are three of us going on this mission.  It is a typical sales mission in that there will be sales calls and opportunities to interact one-on-one with buyers from India.  With Brand USA, it's a detailed agenda where we're in three cities in five days.  It's going to be a big trip, and we'll report back on how that goes.
So you know, there's a US-China summit that we have been invited to in collaboration with Brand USA.  It's in Atlanta at the end of the month.  We'll be going down to that.  That's always a good opportunity for us to continue those connections and conversations with our counterparts in China which this year might be very interesting about the relationship between the US and China.

HUTCHISON:
All right, thank you very much, Ms. Vecchio.  Any questions on those three updates?  Okay, let's move, then, on to Agenda Item F3, Nevada Magazine.

GEARY:
Hello, everyone.  I'm Janet Geary, publisher of Nevada Magazine, and I have quite a few things to tell you today.  First of all, I need to hand out two of the latest publications that we've just completed.  The first one is the Las Vegas Wedding Guide.  I'm sorry you don't have any down south or on the phone, but if you get on lvweddingguide.com or nvweddingguide.com, you'll be able to see the Wedding Guide.  We did this in cooperation with the Las Vegas Wedding Chamber of Commerce.  We actually were able to print this for them just with the advertising revenue and we still made a fairly nice profit.  The other one is our Rides Guide.  This is our tenth annual Rides Guide that we do every year.  It's got a lot of different itineraries for motorcycle and actually cars, RVs, whatever.  They're different itineraries on where to go within the state and what to see.  
Kippy put together a PowerPoint for me.  Since we've done so many things in the last couple of months, I really wanted to show you some of the visual since we're such a visual medium.  We actually all took a photo trip with a professional photographer.   If you read the last issue of the magazine, we all had our photos in there, everyone from taking it with a cell phone all the way up to taking it with a huge professional camera.  I'm the one with the cell phone.  Anyway, this is all of us when we were out on our trip.

Kippy Spilker, who is our Art Director now for a year, has done so much to help us get our photographers involved in the magazine.  She put together a focus group.  We had four professional photographers come in and speak to almost 50 people that had signed up to come to this symposium.  We had it right here in this room.  We were standing room only.  The photographers, some quite well-known Nevada photographers, spoke on all the different issues involved in taking photos in the state of Nevada.

These are just some photos from the symposium.  As you can see, we had a great group of people.   Some even stayed and went to lunch together, and we're still getting information from people talking about it on our photographers' Facebook page.  That's another thing that Kippy takes care of, is our photographers' Facebook page.  2,900 photographers actually belong to our Facebook page, and they're always submitting photographs of Nevada, both south and north.  You can certainly join the page.  It's under Nevada Photographers, and you can see all the beautiful photos that they take.  We had a huge amount of response to the seminar which were very positive, and they want us to do another one.

We also just finished with our Great Nevada Picture Hunt.  It will be in this next issue of the magazine, and I wanted to show you the winners of the Picture Hunt.  They're not out in the public yet, but this was actually our first place winner.  These two brothers actually climbed up a mountain with his dog, and the other one stood at the bottom of the mountain and took this photo.  So, that's what home means, Nevada, and that was our theme this year, and that's what home meant for these two brothers and their dog.

This is our second place winner, our third place winner.  And our fourth place winner, I kind of like this one.  It's a Burning Man.   We haven't had a Burning Man one for a couple years and thought this was the best of the Burning Man photos that we received. 
This one here, the last one, it was number five, was done by Neil Lockhart.  He's one of our premiere photographers for the state of Nevada.  He has actually won our contest several times, and I actually have that photo hanging in my living room.  I love that photo.  He paints with light, and it's amazing, his process.  He was one of our presenters at the photo symposium.

These are some of our other winners.  We received over 1,600 photos this year, and the staff actually whittles them down to a hundred, and then we all go through them over and over and over to vote for the winners.  We had so many tremendous photos this year, it was really hard to pick winners.

Kippy came up with a great project.  She asked photographers for 40 photos from around the state, and put them all together into a state of Nevada shape.  All the photos are from the specific areas of the state.  She put them in the areas where they belong, and we're going to be selling this 24 by 36 poster this year.  If anybody would like to preorder, let me know.  They're $10.  And this will be the cover of our magazine for this issue, because we will be promoting this poster through the Christmas season.  If you would like to see a bigger one, it's downstairs.  It's absolutely phenomenal.

We also just finished our 3rd Silver State Scavenger Hunt.  This is our third year, and this is a brainchild of our Associate Editor, Eric Cachinero.  Eric has actually done this for three years.  He picks sites for people to go to, take a selfie with the magazine and they're included in a drawing for a Range Rover weekend.  We've had a huge response and have had some great winners.  In fact, two of our winners have bought Range Rovers.  So, they love to partner with us.

We just got word from our NPA Awards this year.  We received 17 awards again this year.  We got the Best Overall Design, thanks to Kippy.  We're up against 17 magazines, including Edible Reno-Tahoe, the Reno Magazine, Las Vegas Magazine, Las Vegas Weekly, all the Tahoe magazines.  We're really proud that, with a small staff like we have, that we continue to garner these types of awards.  We also won the Best Advertising Excellence in the whole entire magazine field. 
In this slide, I added some kudos from our readers.  You know, we get so many notes and emails and letters from our readers.  A lot of people say, hey, I've never been to Nevada before.  I came because I read your magazine, or, I took a trip because I read your magazine.  We get inundated with these, and I never include these.  We wanted to start letting people know exactly what people are saying about the magazine other than Herb, who always has a nice anecdote from his mother-in-law.  We wanted you to know how the magazine actually impacts our readers and wanted to share some with you.  I'll be happy to take any questions if you have any for me.

HUTCHISON:
Yeah, we have a question here, Commissioner Miller in Las Vegas.

MILLER:
Thank you, Mr. Chairman.  Ms. Geary, with respect to the Rides Guides, and I apologize, I don't have a copy of it, you mentioned motorcycles and automobiles.  Do you include bicycles?

GEARY:
Oh, yes, these actually are bicycle-friendly routes.  We also include motor homes.  They're not off-road routes, but any of these can be accessed with bicycles, absolutely.

MILLER:
How do you distribute the rides guide?  Is there any additional distribution?

GEARY:
Our advertisers all receive a good supply of them.  That's why we have a dollar on them.  We don't really actually sell them for a dollar, but we give them to our advertisers so they can give them out to their customers and they have a perceived value.  We also distribute them at all the welcome centers, all the visitors bureaus, and anyone that actually would like them.  We're happy to hand them out.  We give boxes of these to the bike festivals throughout the state.   There's a digital version online as well.

HUTCHISON:
Great.  Thank you.  Any further presentation?  Are we at the point for questions?

SANTOS:
Herb Santos for the record.  Do they put these at the Reno Airport?  There is a section where they have different collateral stuff.  The last time I was at the airport, I didn't see anything from our office.  Maybe it's because everyone takes them and there's none left.

GEARY:
Well, in fact, all of their racks are owned by Anderson Distribution, and we have to pay to be in those racks.  We do send the airports our guides, and also, Events and Shows.  They get 2,500 of our Events and Shows every issue, and they usually put them on their counters, so they don't stay very long.  But we don't pay to put them in the racks.

HUTCHISON:
Great.  Any other questions, Commissioners?

GEARY:
Thank you.

SANTOS:
None in Carson.

HUTCHISON:
All right.  Well, thank you very much, and that takes us to Agenda Item F4, Public Relations.

DRYSDALE:
Hello, for the record, Bethany Drysdale.  I'm here just to show you a final product, the “Welcome to Nevada” that you approved in May.  I showed a preliminary version of it in June.  We have the final version I wanted everybody to see and new Commissioners as well that weren't here to see the early version.  I think you'll like the final.  With that, Ron will play that.   [Video plays]
DRYSDALE:
As a reminder and for those who weren't here in the early conversations about this, it is really a unified effort with all states and destinations around the US to send out that welcoming message that the United States, and Nevada specifically, has open arms for every traveler around the world.  This will be sent to the US Travel Association and Brand USA to distribute internationally.  It will be sent to our international offices to distribute to their markets, and we'll be starting a social push at about 4:00 p.m. today, so you may see it pop up on Facebook as well.  With that, I'm happy to answer any questions and very pleased to show you this final product.

HUTCHISON:
Any questions for Ms. Drysdale?  All right, thank you very much.  Let's move on to Agenda Item F5, Marketing.

NEBESKY:
For the record, Brenda Nebesky, Chief Marketing Officer.  I'll just run through the rest of my presentation, many of the items that the marketing committee reviewed last week.  
As you know, the “Don't Fence Me In” Campaign is fueled by real stories told by real Nevadans, and our print and digital ads reflect that.  These are some of the upcoming print placements, David Low, the Park Ranger for Spring Mountain Ranch; Aurel Baker, who is an outdoor enthusiast.  She's a fisherman, cyclist, and skier, her father was one of the first people to ski the Ruby Mountains, and Eric Burke, who is a renowned midtown muralist.  We're also working on rounding out the series with some Nevadans in the south.

These are the digital placements that reflect those characters and their stories, and these ads are built to drive the potential visitor to travelnevada.com, where they can explore the Insiders Video Series, a long form of videos that tell the character's entire story.  Then on the page at travelnevada.com, there are related points of interest that are featured in the video.  From there, they can link out either to the partner's page on travelnevada.com if that exists or be linked out as a referral to the partner's website, et cetera.

In keeping with that campaign, this year, we need to replace our broadcast spot, our TV spot.  It's reaching saturations in our markets, and so this broadcast campaign concept was presented to the Marketing Committee.  I won't read the copy to you.  I'll just explain it.  The copy is just placeholder for now, but the concept is that there is a central narrator, and here, it's depicted by someone like Waddie Mitchell, a famous Nevadan and cowboy poet who embodies the “Don't Fence Me In” spirit and delivers a message about the transformative experience a traveler can have in visiting Nevada.  As he stands, as if on stage, footage of all sorts of locations and activities in Nevada are projected on and behind him.  Then in the final scene, what appears to be a backdrop behind him drops, and he's in a real location in Nevada, Lemoille Canyon or some similar stunning setting, and he delivers a call to action that we use in many of our digital placements, which is, let my story be the beginning of yours.  We presented this to the Marketing Committee, and there were some reservations expressed about whether an older cowboy poet would resonate with the millennial audience.  We currently have this concept in testing with Destination Analysts and are going to test it against the same concept, but with a younger narrative voice. 
We identified this year, the need for something buzzworthy, an untraditional piece of media that would be a disruptor.   What we came up with is a “Don't Fence Me In” virtual reality 360 video that takes the viewer on a wild ride through Nevada, through many locations, Vegas, Valley of Fire, Lake Mead, Sand Mountain, Virginia City, Austin.   It's in tandem with Fahlgren Mortine our agency of record and Groove Jones, which are 360 video experts.   The experience needs to be viewed through, ideally, through an Oculus viewer like this one.  What we came up with is a TravelNevada saloon environment in which more than one viewer can step up and be seated and view the experience.   It does take you through a 360 degree view, which can be a little bit awkward, so we wanted the viewers to be seated.  And, there might be some liability involved.  The environment will offer us the opportunity, which we are currently doing, to extend promotional opportunities to tourism partners for giveaways and to be featured on the bar top, in posters and on coasters. We're taking this exhibit and the 360 video to three cities in California. 
This is a fun part.   For the Oculus viewer itself, we're creating skins that depict some fun Nevada characters so when the person has this on their head, they appear to have eyeballs.  It's a good social media opportunity as well.

As I said, we're taking this to three cities starting next month, starting on September 2nd, and all of the venues have been selected.  They're either high-traffic pedestrian areas or ticketed events that are targeted to our audiences.  It's going to start in Sausalito at the art festival there, going to go to Pier 39 in San Francisco, Los Angeles, Original Farmers Market, Santa Monica Pier in Los Angeles, Santa Monica Place, and we'll end in San Diego at the Kaaboo Del Mar Festival and then also at the Gaslamp Square Plaza.  And, at this location, we'll also have a PR sales event for tour operators and the media.  Are there any questions?

HUTCHISON:
Any questions on marketing?

SANTOS:
Herb Santos for the record.  Any chance we'll have this at the Governor's Conference or trade shows.
NEBESKY:
Yes, absolutely.  Our intent is to repurpose both the exhibit and the video.  It can be used at trade shows.  The footprint is scalable.  We can use all or part of it depending on the footprint of the venue, and we are hoping that the 360 video can live online.  There are platforms now that are developing some 360 viewers, like YouTube and Facebook.  They aren't as immersive as this viewer with the headset, but they're still effective, and so we'll be promoting that on our site and online after the tour is over.  But yes, this will all be repurposed as a trade show experience as well.

I'm also going to present the urban sponsorships that were awarded in June. This slide lists all of the awards and should be in your packets.  We've identified all of the promotional opportunities for TravelNevada related to those events.  Upcoming next month, we have the air races and the balloon races.  For instance, with the balloon races, we'll be doing an online social promotion.  In past years, we've done a photo contest on our website, and this year, we're going to try a social promotion and give away balloon rides.  Is there anything else you wanted to cover related to sponsorship, Claudia?  Okay, any questions?

SANTOS:
Herb Santos for the record.  On that $7,500 that's unassigned, what are the opportunities for organizations?  Is it too late for them to submit for that? 
VECCHIO:
This is Claudia Vecchio for the record.  They can submit for that.  We have $7,500 for the rest of this fiscal year.  We don't have a process for submitting.  If there is an event—that's kind of an opportunistic piece of money, although it also is used for banners and other things that we do on-site.  I don't know that there's a whole of $7,500 left that's unassigned, but we can figure out what that is once we get the collateral and all the things that need to be produced for these events.  But they can still call us.  We get calls all the time, and that's how we come up with these lists.

SANTOS:
Does the event have to occur this year or can it be next year?

VECCHIO:
It needs to occur between July 1st of 2017 and June 30th of 2018 to be included in this cycle.

SANTOS:
Thank you.

VECCHIO:
Thanks.

HUTCHISON:
Great.  Any other questions under our Marketing Agenda Item?

SANTOS:
None in Carson?

HUTCHISON:
If not, thank you.  Let's move on to Agenda Item F6, Sales and Industry Partners.  We got our presentation in Las Vegas.  We're going to add to the meeting here by winding up and coming home and concluding our meeting here with our Sales and Industry Partners wrap-up from Las Vegas, Nevada, and full of gusto.

LUSVARDI:
Hello, I'm David Lusvardi, Sales and Industry Partners.  Teri Laursen, our Director, is out this week and not available to be here, unfortunately.  Our first topic is Brand USA proposed F18 programming.  I think most of you are familiar with Brand USA.  That's the national destination marketing organization to bring inbound tourism from international markets into the US.  They create a series of programs and promotional opportunities that other destinations, such as Nevada, can partner with.   We have proposed to enter into an agreement with them for $250,000.   In your packets there is a list of the proposed activities.
Of each of the proposed activities that we would like to be included in, we have tried to select the ones that will benefit us the most.  The first couple of them, inspiration guide and experience pages are not measurable.  They are really branding awareness, but most of the rest of the items listed do have a measurable component, a matrix set up where we can actually either gauge room nights or bookings or something specific so we can track that as we are trying to build into that area.

At the bottom, you can see by entering into this, our $250,000 will, they project, produce over $1 million in marketing awareness and value.  It's a very good partnership that we plan to jump into, and some of these specifics, just as an example, one of the partnerships is with Rocket Fuel to support our storytelling videos.  So, you know, each of these has been selected for a reason.  We're trying to do something that really will support what our campaigns are.   Are any questions specifically about these activities?
HUTCHISON:
Commissioners, any questions on the Brand USA proposed fiscal year '18 programming plan that just has been set forth by David?  What's been our experience in the past with the projected return investment that we're seeing here?  I mean, has this been our experience to be accurate in terms of what we would expect would happen in the future?
LUSVARDI:
I believe so.  They will partner into multiple destinations with some of the activities.  There are specific things that we can bring to the table that's a Nevada initiative.  So, some things are ours with them just as a direct partner.  Others have multiple partners.  What they can do and what their clout is and their relationships, they stretch out much farther than we can, you know, in geography and in depth with these campaigns.   It’s a projection, but I believe from the past that we could expect a very good rate of return.

HUTCHISON:
Yeah, good.  I know Members of this Commission have had experience with Brand USA, and usually, everything we do with them has been top shelf and has been a great benefit to us.  Claudia, is this something that we need to approve here at the Commission level by a motion or is this by way of information in terms of what you tend to do?

VECCHIO:
Historically, the Commission has approved this expenditure to Brand USA, because it's done as our national partnership with this organization.  I'd like to have the Commission approve that this is the right direction and the expenditure.  These programs are those that will help us to convey the brand of Nevada abroad.  So, we do like to have that Commissioner approval.

HUTCHISON:
Any questions before we take a motion on this, Commissioners?

CARANO:
Yes, this is Cindy Carano.  I'm wondering what is the political budget—or where is the Brand USA?  Is it going to be cut in their budget?  That's what I'm asking.

LUSVARDI:
If I understand correctly, you're asking if Brand USA's budget will be cut?

CARANO:
Right, are we in peril of losing this arm of the organization for tourism?

LUSVARDI:
Over the last year, there has been discussion of that.  I haven't heard anything for a few months, but the last I heard is that it's solid and reliable, and it's not going anywhere.

CARANO:
Okay, good.  Thank you.

HUTCHISON:
Any other questions, Commissioners, on Brand USA proposal fiscal year '18 programming expenditure of $250,000?

SANTOS:
None in Carson.

HUTCHISON:
All right, none here in Las Vegas.  The Chair will accept a motion, then, to approve Brand USA proposed fiscal year 2018 program in the amount of $250,000.

MILLER:
So moved.

CARANO:
Cindy—second.

HUTCHISON:
Commissioner Miller has moved for approval.  Vice Chair has has seconded the motion.  Are there any comments or discussion on the motion?  Hearing none, those in favor signify by saying aye.
GROUP:
 Aye. 
HUTCHISON:
Any opposed, nay.  That motion passes unanimously.  Let's move on to Agenda Item F6.2.

LUSVARDI:
All right, this slide is the proposed travel show schedule for Sales and Industry Partners, and if you see the sheet that has the yellow highlights, easiest one to look at perhaps, this has been broken down into domestic shows and then by region.  There's one section in the middle called Domestic International, which is a little bit of an oxymoron.  What that means is shows that are in the US that cover the international market coming in.  Those are usually international markets coming to these shows in the US.  Many of these we have attended in the past.  Some of these are new.  We've changed up a few things and, you know, trying a few different shows in place of others.  But generally, we have our domestic shows and our international shows and as well as sales missions.  We are attending sales missions, partnering with Brand USA, partnering with RSCVA and LVCVA, and we have one of our own sales missions that will be going to the UK next April.  So, the rest of the sales missions, we're partnering with our DMOs in Nevada.

HUTCHISON:
David, any major changes from the show schedule fiscal year '17?

LUSVARDI:
Not really major, like I say, a couple replacements dropped one show and tried another one and things, but not really a major change in direction or focus.

HUTCHISON:
Okay.  Commissioners, questions on the fiscal year 2018 Domestic International show schedule?

SANTOS:
None in Carson.

HUTCHISON:
Thank you.  Ms. Vecchio, do we need a motion on this as well?

VECCHIO:
I would like a motion just to approve this, because this is a large expenditure as it relates to our sales outreach.  I would just point out that you have two schedules in this packet.  The first one is just the listing, and those listings that are highlighted are shows that we invite partners to.  That's important to us that we continue to offer these opportunities out to our partners across the state, and those are the shows or the missions that we're going to be doing that.  

If we could get a motion to approve this schedule.  It seems to be a good and thoughtful show schedule.  Again so you know, the team has really committed to ramping up and the distribution of leads to our territory partners. The distribution of leads really been the measure in the past.   But not only that, they're going to be tracking new leads.  They're going to be tracking follow-up of those leads, and they're also going to be tracking through to how the partners benefit from those leads.  We have a more robust tracking system in place for these shows.  We'll be able to come back next year with some benchmarks for these and some, I think, better reasoning as to why we choose to continue with shows or have selected other shows.
HUTCHISON:
All right, thank you.  If there aren't any further questions, the Chair will accept a motion to approve fiscal year 2018 domestic and international show schedule as presented in our materials.

CARANO:
Motion to approve. Cindy Carano.

HUTCHISON:
Okay, so, Vice Chair Carano has moved to approve.  Is there a second?

SANTOS:
Second, Herb Santos.

HUTCHISON:
Commissioner Santos, thank you for your second.  Is there any discussion or comment on the motion?  Hearing none, those in favor signify by saying aye.
GROUP:
 Aye.

HUTCHISON:
Any opposed, nay.  Motion carries unanimously.  Thank you very much.  Move to Agenda Item F6.3.

LUSVARDI:
And our last item is the marketing position.  This is how we are moving forward with our different international markets and domestic.  As we have been renewing our contracts with the international market representation companies and starting some new ones, we have changed the way that we have asked them to perform and to bill, as Dave Peterson has said.  We used to have two silos of PR media budget and sales budget.  We have combined that and asked our international partner companies to create projects and promotions that intertwine both of those areas as well as the budget.  The other main change in the financial side of it is it will be a per project basis, again, as Dave had mentioned.  Instead of just a retainer or a monthly fee that we pay them, each project will have an amount—a cost amount that would take place to produce that project or that promotion.  This does speak to what Claudia has been talking about, integrating our different departments.  We will have more PR media sales intertwined in our international markets.  Along with that, we will be looking at projects that do have measurement, even more than we have in the past.  It may be specific room nights with a call to action with a tour operator or a wholesale company.  It may be something else that is measurable, but we're going to try more and more to these projects and promotions that do measure that we can actually compare and improve as we move forward.

The other thing that we've done is we've adjusted our markets just a little bit.  We did have, in the past, have a Brazil office and a Mexico office.  As we've said, were going after an RFP currently for a new company that will represent Latin America as a whole, and that will give us the ability to adjust.  You know, if Santiago or Bogota or Buenos Aires becomes a very popular area due to economics or politics and another one is a little weaker, then we can adjust a little bit.  It gives us a little more flexibility in that market.  So, that's kind of a new angle with Latin America as kind—you know, market test and see how that works out.  We have adjusted our markets with our team.  I am over Latin America and Australia.  Christian Passink is working with Europe, United Kingdom, and Canada, and Sylvia Welsh, our newest Market Manager, will be over domestic US and China and India.  And again, with that, we will become Market Managers.  So, we will be responsible for not only the sales, but at least the coordination of the PR and media promotions and projects as well.  Well, we'll be working with our PR media department, but it will be funneled through our Market Manager to keep things a little more efficient.  So, that's kind of that direction.

HUTCHISON:
Great.  Thank you.  Any questions on the market positioning under this Agenda Item?

MILLER:
I have a question.

HUTCHISON:
Yes, Commissioner Miller.

MILLER:
Mr. Chairman, thank you.  And I may have missed this, I apologize, but when do we expect to have this new Latin American group on board?

LUSVARDI:
Yesterday was the deadline for the proposals.  We have eight companies that have proposed.  We are going to work to narrow that down to about three, and in a month, we'll have a meeting with those three to narrow it down to the one, and then I believe it will be approved possibly in November.  Is that correct, Claudia?

VECCHIO:
That is correct on the November Board of Examiners for final contract approval.

HUTCHISON:
Great.  Any further questions for David?  David, thank you very much.

SANTOS:
None in Carson.

HUTCHISON:
Thank you very much, Commissioner Santos.  Anything else under Agenda Item F, Agency Reports, Ms. Vecchio?

VECCHIO:
We have concluded Agenda Item F.

Upcoming Meetings

HUTCHISON:
All right, let's move on to Agenda Item G, then, Upcoming Meetings.  Ms. Vecchio?

VECCHIO:
Just so you know, our next meeting will be a full Commission meeting at the Governor's Global Tourism Summit, Monday, December 4th at 10:00 a.m.  Those of you who need to travel down there we’ll be coordinating that travel.  Dee will help coordinate that travel so that you can be participating in that meeting as well as the Summit.  And just as a small add-on to that, for the past couple of years, we had an additional December meeting call to approve grants, but we have moved the grants up so that we'll be able to have the approval of those grants at that meeting.  Our one December meeting will be at the Global Tourism Summit.

HUTCHISON:
All right.

VECCHIO:
That's all.

Commissioner Comments

HUTCHISON:
Thank you.  Let's move to Agenda Item H, Commissioner Comments.  Are there any comments by the Commissioners at this time?

KROLICKI:
Mr. Chairman, it's Commissioner Krolicki.

HUTCHISON:
Yes.

KROLICKI:
Hi, thank you.  After being away for a couple years, just watching today, and what you all have done in the past few years is really extraordinary.  It was a great team before there were some new faces, but I just want to applaud, the leadership and listening to you, Claudia.  Thank you, and Bethany and the different folks and my fellow Commissioners.  It's just the technology and the applications, you just move this to a whole other level, and again, it's such a pleasure to be back.  The Governor said I should particularly take note, Mr. Chairman, of a Commission Meeting that is succinct, precise and ends before five o'clock.  So, that lesson has been well-learned, but thank you.  It is indeed a pleasure to return.

HUTCHISON:
Well, it's great to have you back.

CASHELL:
I also would like to commend all of you.  I was here for the first meeting years and years ago, and I am blown away the way you all have taken this Commission and taken it forward with everything that's in it.  I'm mind-boggled by everything you all have done, and you're to be commended.  The magazine, I remember when it was struggling and if we hadn't had an individual in Reno to bail it out, we would have lost it.  But Governor and Governor Krolicki, you guys have done an outstanding job, and I commend you all and your staffs.  It's mind-boggling the way you all have brought this, and I hope you all will put up with me to try to catch up, because you're going to have to drag me along.

KROLICKI:
Which century did you start?
HUTCHISON:
Thank you very much, Commissioner Cashell, but again, welcome.  It's wonderful to have you here.

CASHELL:
Which century did I start?  You can tell we're friends.

HUTCHISON:
Well, listen, we don't take the train anymore like you used to in the early days.  We have come quite a ways, and it's good to have you with us.  All right, are there any other matters to come before the Commission on Commissioner Comments?

STOLDAL:
Well, Mr. Chairman, Stoldal for the record.

HUTCHISON:
Yes, Commissioner Stoldal.

STOLDAL:
I really just simply want to say it's always been an honor to serve on this Commission, but that goes double now with two real Nevadans, and both of them I've had the honor to serve with Governor Krolicki, and it's great to hear his voice again.  I'm glad he's unretired.  Thank you.

HUTCHISON:
I think we're all very happy to have both of these new Commissioners, and it's going to be a lot of fun having them both on, back in the saddle.  Any other comments, Commissioners, under Agenda Item H?

SANTOS:
Herb Santos for the record.  First, I would like to thank Nevada Magazine for putting that little picture on their website of my mother-in-law reading the Nevada Magazine at the Magic Mountains, which was pretty cool.  She thinks she's a rock star now.  The second thing is a little bit more informative.  Over the past couple months, I've been receiving emails, and they're entitled Nevada State Commission on Tourism.  I always open up the email, and it looks like it's another company like Alignable, and I talked to Mr. Webster about this, and it's not coming from the Nevada State Tourism Commission, but what it does is it says—it's entitled Nevada State Commission on Tourism, and it's someone requesting that you accept an invitation to be linked up with them.  It's like a LinkedIn, but one of the persons that did send, I did know, and she just texted me a few minutes ago that she did send it, and she said, I'm sorry I didn't give you a warning that I was sending it.  But they're using our Nevada State Commission on Tourism to attract the person to open it, and I've always—when I've seen them, I thought it was something from you folks.  I've learned that it's not something from Nevada State Commission on Tourism.  I would just warn my fellow Commissioners that there's this company out there that uses that as a tool to get you to link onto it, yeah, fishing.  I'm showing my internet technology skills here with the words, but anyways, I just wanted to tell my fellow Commissioners to sort of watch out for that.

HUTCHISON:
Thank you, Commissioner Santos.  Other comments, Commissioners, under Agenda Item H?  
Public Comment

HUTCHISON:
All right, hearing none, we'll move on to Agenda Item I, Public Comment.  Are there any members of the public here in Las Vegas who would like to present public comment to the Commission.  I'm not seeing any.  Any members of the public in Carson City who would like to present public comment to the Commission?  I'm not hearing any.  
Adjournment
HUTCHISON:
Move on to Agenda Item No. J, then, for a motion to adjourn.  Do I have a motion to adjourn?

VASWANI:
Motion to adjourn.
HUTCHISON:
All right, thank you, Commissioner Vaswani.  Do we have a second?

MILLER:
Second.

HUTCHISON:
Second, Commissioner Miller.  Those in favor signify by saying aye.  
GROUP:
Aye.

HUTCHISON:
Any opposed, nay.  We are in adjournment.  Thank you all very much.  
The meeting adjourned at 3:28 p.m.
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