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FY18 Always On Paid Media
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− With the growth of mobile and “micro moments” the dreaming and planning 
stages are occurring more frequently and less and less within easy to label 
seasons - this is why it is essential that we are “always on” in our 
communications with our target audience to ensure we are there when they 
are looking for their next adventure  

− The numbers:
− In FY17 we saw an average of a 20% boost in sessions during campaign 

periods with campaign and always on partners were running together
− By taking the previously thought of “campaign” partners and “always 

on” partners and running them together through the whole fiscal year, 
we expect to increase sessions by around 124,000 site sessions per 
fiscal year (12% increase)
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FY18 Always On Paid Media

SP/SU FY17

Bridge FY18

Always On FY18



Paid Media Objectives and Metrics

− Our objectives and metrics align with the stages of travel planning that 
guided our overall strategy:
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Create Awareness Encourage 
Engagement Build Relationship Choose Nevada Visit Nevada 

and Return

DREAMING PLANNING BOOKING ADVENTURE

SHARING

Lift in markets (TNS), Impressions, Video 
Views/Completion, Interactions/Interaction 

Rate

Clicks/CTR, Site Traffic 
(page views & time on 

site), Leads*
Referrals to OTAs

Adventure 
Postings & 

Social 
Engagement

Social and Content Engagement Metrics: Likes, Follows, Shares, Pins, Comments, Branded keyword/hashtag usage

Planning
Stage

Objectives

Metrics

*Leads include: visitors guide registrations, email newsletter sign-ups, 
social media follows, itinerary creations

Becom
e brand am

bassador



Paid Media Brief

Budget Markets

Target 
Audience Timing
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Paid Media Brief (cont.)

− FY18 Objectives
− Along with tracking impressions, Click-thru-rates and interaction rates, 

there will be a stronger focus on engagement

− Budget
− $6.8M

− Timing
− Bridge Campaign September/October
− Always On Campaign November – June

− Markets
− Broadcast (Los Angeles, San Francisco, Phoenix, Salt Lake City)
− Digital (Los Angeles, San Francisco, Phoenix, Salt Lake City, Boise, Dallas, 

Portland, Sacramento, San Diego)
− Mobile (Las Vegas, Reno)
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Paid Media Brief (cont.)

− Target Audience – Same as FY17
− Mindset

− Those with a thirst for adventure and life. Not necessarily age-
dependent, they like to discover what’s over the horizon. They like 
to discover for themselves and are ok if “cruise ship conveniences” 
are not part of the package. That’s not to say they don’t want a hot 
shower, a good meal and memorable entertainment, but they want 
adventure and experience as well.

− Demographic: 
− Millennials: 22-34
− Gen-X: 35 – 49
− Boomers: 50+
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DFMI FY18 Overview

Authentic Nevadan Character stories connect with consumers across media at 
multiple stages of travel. Improving our ability inspire and influence their 
choices from Dreaming to Planning to Booking.
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“Character” Campaign
Print
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Park Ranger – David Low



“Character” Campaign
Print
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Skier – Aurel Baker



“Character” Campaign
Print
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Artist – Eric Burke



“Character” Campaign - Digital
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Broadcast



“Character” Campaign - Broadcast
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Cowboy Poet – Waddie Mitchell



“Character” Campaign - Broadcast
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Cowboy Poet – Waddie Mitchell



“Character” Campaign - Broadcast
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“Character” Campaign - Broadcast
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Cowboy Poet – Waddie Mitchell


