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Marketing Committee
MEETING LOCATIONS:
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Teleconference Number: . .
888-363-4735; Access Code: 4878739 Video Conference Location:
555 E. Washington Ave # 5100
Las Vegas, NV 89101

Thursday, February 11, 2015 - 2:00 PM

Marketing Committee Members:

Lt. Governor Mark A. Hutchison, Chair Don Newman John Wagnon
Cathy Tull

THIS MEETING IS IN COMPLIANCE WITH THE “NEVADA OPEN MEETING LAW” AND HAS BEEN PROPERLY
NOTICED AND POSTED AT THE FOLLOWING LOCATIONS:
Nevada Commission on Tourism, Carson City, Nevada
Legislative Counsel Bureau, Carson City and Las Vegas, Nevada
Nevada State Library, Carson City, Nevada
Las Vegas-Clark County Library, Windmill Branch, Las Vegas, Nevada
Websites: www.TravelNevada.biz and www.ngtice.nv.gov

e Action may be taken on those items denoted “For Possible Action”.

* Items on this agenda may be taken in a different order than listed.

s  Two or more agenda items may be combined for consideration.

s Anitem may be removed from this agenda or discussion relating to an item on this agenda may be
delayed at any time.

»  Public comment will be allowed after discussion of each action item on the agenda and before voting
on the item. Because of time considerations, the period for public comment may be limited to 3
minutes at the discretion of the chair, and speakers are urged to avoid repetition of comments made
by previous speakers.

* Note: No vote may be taken upon a matter raised under public comment until the matter itself has
been specifically included on an agenda as an item upon which action may be taken. (NRS 241.020)

®  Meetings are audio-recorded as part of the public record. Speakers are asked to identify themselves
hefore speaking.

e Note: Please provide NCOT with electronic or written copies of testimony and visual presentations if
you wish to have complete versions included as exhibits with the minutes.

AGENDA

1. Callto Order

a) Call to Order and Confirmation of Proper Posting - Lt. Governor Hutchison
b} Roll Call and Determination of Quorum- Lt. Governor Hutchison
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2. Public Comment

The Commission on Tourism's Marketing Committee welcomes public comment. A period of public comment
will be allowed at the beginning and at the end of the meeting. Because of time considerations, the period for
public comment by each speaker may be limited to three (3) minutes at the discretion of the Chair, and
speakers are urged to avoid repetition of comments made by previous speakers.

3. Approval of Minutes — For Possible Action

a) Approval of the February 13, 2015 Marketing Committee Meeting Minutes

4. Spring / Summer Campaign ldeation — For Possible Action

a) Initial Results/Feedback from the Fall / Winter Campaign — Review of the campaign effectiveness
study and resulting return-on-investment

b} Spring/Summer Media Markets for Consideration

c) Creative Updates/Messaging Modifications — based on the effectiveness of the Fall/Winter
campaign and collectively from previous campaigns.

d) Spring/Summer campaign development process timeline.

e) Public relations/social media integration.

f) General approach to the campaign based on feedback from the above discussion.

5. Web Development — Phase Il — For Possible Action

a) Phase 2 Progress — Key areas of focus for the Phase 2 (through June 30, 2016)
b) Anticipated FY17 Development Discussion — prioritization of next gen elements

6. 2016 Discover Your Nevada Program — For Possible Action

a) Feedback from 2014, 2015 programs

b} Purpose/Goals of the 2016 program

¢} Concept Input

d) Integration of the Nevada Magazine "Scavenger Hunt” and this year’s focus on Ghost Towns

7. Nevada “World Within. State Apart.” Statewide Brand Integration — For Possible Action

a} Overview of the brand integration idea and print/digital elements

b) Partner Integration — How we envision sister state agencies incorporating the brand elements
¢) Style guide review

d) Roll out/timeline
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8. Urban Sponsorship Application Process — For Possible Action

a. Program evolution
b. Process recommendations
¢. Timeline/roll-our schedule

9. Public Relations — For Possible Action

Public Affairs program execution
International media relations update
LA media mission

Inclusion of a media marketplace into the 2016 Governor's Global Tourism Summit

oo ow

10. Public Comment

The Commission on Tourism’s Marketing Committee welcomes public comment. A period of public comment
will be allowed at the beginning and at the end of the meeting. Because of time considerations, the period for
public comment by each speaker may be limited to three (3} minutes at the discretion of the Chair, and
speakers are urged to avoid repetition of comments made by previous speakers.

11. Adjournment — For Possible Action

The public may acquire this agenda and supparting materials, pursuant to NRS 241.020({2) by contacting Dee
Chekowitz-Dykes, Executive Assistant, Nevada Commission on Tourism, (775) 687-0621 or via email to
ddykes@travelnevada.com. Materials are available from the Nevada Commission on Tourism office, Laxalt Building,
401 N. Carson Street, Carson City, Nevada.

Persons with disabilities who require special accommodations or assistance at the meeting should notify Dee
Chekawitz-Dykes at the Nevada Commission on Tourism at {775) 687-0621.
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Minutes of the Nevada Commission on Tourism
Marketing Meeting | February 13, 2015

The Nevada Commission on Tourism held a Marketing Committee meeting at 10:00 a.m. on February 13,
2015 at Nevada Commission on Tourism, Laxalt Building, 2™ Floor, 401 N. Carson Street, Carson City, NV
89701.

Call to Order
Lt. Governor Hutchison called the meeting to order at 10:02 a.m,

Commission Members present: Commission Members absent excused:
Lieutenant Governor Mark Hutchison

Rossi Ralenkotter

lohn Wagnon

Lorraine Hunt-Bono

Don Newman

Christopher Baum

Staff Present:

Claudia Vecchio, Director

Sarah Bradley, Deputy Attorney General

Greg Fine, Director of Marketing

Bethany Drysdale, Director of Public Relations
Ryan Cherry, Lt. Governor Chief of Staff

Chris Matthews, Department Webmaster
Dee Chekowitz-Dykes

Guests Present:

Kevin Bagger, LVCVA

Marty McDonald, Fahlgren Mortine
Jeff Scott, Fahlgren Mortine

Sean Cowan, Fahlgren Mortine
Khrystie Reep, Fahlgren Mortine
Abbi Whitaker, Abbi Agency

Roll Call

Hutchison: | call to order the marketing meeting of the Nevada Commission on Tourism. |
appreciate everyone being here this morning, and look forward to a wonderful
meeting. Ms. Vecchio, will you please call the roll?
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Public Comment

Hutchison:

Public Comment

None

Approval of Minutes

Hutchison:
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Thank you Lieutenant Governor Hutchison. First on the docket, Lieutenant
Governor Hutchison,

Present.

Baum?

Here.

Governor Lorraine Hunt-Bono?

Here.

Thank you. Don Newman? Rossi Ralenkotter?

Here.

| see Kevin Bagger, as well. We're thrilled to have him join us.
Yes, he's with us.

John Wagnon has not yet arrived, but we'll mark him present when he arrives.
Thank you very much.

Thank you, Lieutenant Governor.

All right. Let's move on to Agenda Item No. 2, which is Public Comment. Is there
anyone here in the Carson City Office currently who would like to offer any public
comment at this meeting? All right. Seeing none, I'l move down to Las Vegas. s
anyone down there in Las Vegas wanting to offer some public comment? All right.
| don't see any down there either. We'll go ahead and close out then item No. 2,
Public Comment.

we'll move on to Item No, 3, Approval of the Minutes. This is for September 26,
2014. You probably have seen those, | hope, Commissioners, in your packets. Are
there any changes, modifications, or proposals by way of a motion, for any matter
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related to those minutes? | will be recusing myself, since | was not present for
that particular meeting, but the Chair will take a motion to approve the minutes...

Move to approve the minutes.

..of September 26, 20104. | have approval of the minutes by Commissioner
Baum.

Il second the motion.

Seconded by Commissioner Hunt-Bono. All those in favor signify by saying aye.
Aye.

Any opposed say no.

All right. Motion carries. Thank you.

Introduction of New Integrated Marketing Agency

Hutchison:

Vecchio:

McDonald:

Let's move on to Agenda Item No. 4, Introduction of New Integrated Market
Agency. Ms. Vecchio.

Thank you, Lieutenant Governor. It's a day of great hope and enthusiasm as we
welcome a new agency into our fold as great partners of our marketing efforts
moving forward. | want to take an opportunity to introduce Marty McDonald,
who is our account architect. She is with Fahlgren Mortine, and somebody |
worked with in the past. | have every confidence in her ability to guide this
account moving forward. Marty will provide a brief introduction of the agency
and show why they are one of the great tourism marketing agencies in the
country. Marty, if you could come up to this microphone. State your name then
we'll move forward with the presentation.

Good morning everyone, Thanks for having us here. I'm Marty McDonald with
Fahlgren Mortine. Thanks for that introduction. We are thrilled to be here. |
hope everyone on the other end of the line can see our team here with me today.
Our president and CEO, Neil Mortine, was here yesterday, unfortunately, had to
leave for a family event, but wanted to send along his excitement, as well, and
extend that to all of you. We just can't wait to get started. We have a lot of work
to do. We have a great foundation on which to build.

We prepared a couple of things for you today, we won't get into a long, lengthy
introduction of our agency. That's not the purpose of today's meeting. We did
just want to give you a light introduction of our integrated experience. What
you'll see is an agency overview, a video that we've prepared. We're hoping that
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that technology will cooperate and everyone will be able to see that. We have a
second video that I'll introduce in just a moment, but with that, we'll show the
agency overview.

Ms. McDonald, will this be available in Las Vegas, as well?
Yes, it will. Yes.

Okay. Wonderful. Thank you.

{Video presentation)

All right. Hopefully, that gives you a taste of our agency and the breadth and
depth of our experience. What you didn't see there is the depth of our tourism
category experience, which is our largest vertical industry. We're a generalist
firm. We work across categories, but tourism is the deepest.

Just a little story | wanted to share with you, We feel like being here today is one
of the things that we're most proud of. This feels like it's been a long time coming
for us to get the chance to work here in Nevada. We pitched this business two
years ago, and came in second place. Although that was exciting to come this
close, we didn't stop. We hung around like that awkward, uninvited guest and we
just kept showing up. We came to the Cowboy Poetry Festival and we kept
learning about Nevada. We came to the Rural Roundup. We were here in Elko.
We kept showing up.

We are really invested in doing this work, and we think it's a great foundation,
some great leadership in place with tremendous potential. We're excited to begin
our work officially today, and yesterday we dug in deep. We're already laying
foundation on plans for the next 90 days and beyond, so you'll hear more about
that later.

Abbi, could you come up as well? We have a wonderful partner, That's the other
thing that we did when we didn't give up. We kept showing up and we started
learning about who would be the best partner to come to the table two years
later. That was an easy question, That was Abbi, she's here with us today and
we're excited to be working together.

Well, | think 1 know you guys all a little bit. | think you all know that I'm very
excited to be working on the Travel Nevada brand. We do a ot of stuff here in
Northern Nevada. We work a lot in the rurals. We helped create the Highway 95
RDA. We work a lot with the City of Fallon. We have a PR co-op that some of you
are a part of for economic development, work closely with EDAWN on a lot of
different fronts. Tourism, as we know, is a huge driver of economic development.
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For us to be able to integrate our knowledge of this state from that standpoint,
and our knowledge of tourism from the work we've done with people like Andy
it's very, very exciting. Thank you so much for giving us the chance to show you
what an amazing job we're going to do for this state, and the amazing results that,
together, we're going to be able to achieve. Thanks for this opportunity.

Thank you.

The last thing we have prepared for you is one last video. It's very short. Like |
said, we kept showing up. We wanted to make sure you were seeing us on the
ground. That's one thing that's really important to us as the new firm being
charged with doing this work, because we're going to be here. We want your
stakeholders, all of you, the partners and this client to really know us, know what
we're about and know the product that we can deliver. We made an investment
in coming here as we were preparing for our presentation. We did a little video
together with Abbi's team, so we wanted to share that with you today.

(Video presentation)

As you can see, not all of us are equally athletic, but we are equally excited and
honored to be here. We'll be here and available for questions if you have any.

Ms. McDonald, thank you very much.
Thank you.

Thank you very much for your presentation. I'll tell you, you're way ahead of the
game by pronouncing Nevada correctly.

Thank you.

Before we close the Agenda item, I'll open it up for any questions that the
Commissioners may have of you, Ms. McDonald, if you wouldn't mind just staying
there at the podium for just a minute. Why don't we start in Las Vegas. Any
questions or any comments from Las Vegas, Commissioners down there?
Anybody?

We're good.
Okay.

Governor. We're excited for the new relationship, and looking forward to some
new creativity, and more publicity for our great state. Welcome to the team,

Thank you so much.
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Thank you. Any comments here? All right. Well, Ms. McDonald, thank you very
much and we appreciate you coming here, appreciate the investment you've
made and you all being here today. I've had a chance to say hello to almost
everybody out there. We are looking very much forward to working with you and
making Nevada the greatest place on planet earth for people to come and spend
their tourism dollars.

Thank you.

All right. With that, we'll go ahead and close out Agenda Item No. 4, and now
we'll turn to Agenda Item No. 5. Ms, Vecchio.

Yes, if | could return to Agenda ltem 4 b. The piece of this that made this energy
so good between the Fahigren Mortine Agency and all of us is really the PR-driven
marketing approach. They, toa, come at this with that same idea in mind. That is
why Marty, who is a public relations person, is our account architect. It really is
about creating the stories. It's about creating and educating people about the
state of Nevada, and that's done through the public relations component which is
then supported by the advertising side. Marty, who has a great integrated
background, will be approaching in that way. we'll provide great that
storytelling and educational foundation for our marketing programs, which will be
supported by the paid side. That's a commitment that they've made, and |
wanted to reiterate that's the approach that we're all taking as we move forward.

Marty mentioned the 90-day startup plan. When we talked with the team
yesterday, we provided them with an update of the brand, where we started and
how it evolved into the Don't Fence Me In campaign. During that conversation,
we committed to quickly turning around a 90-day plan so all of you know where
we're going to be and where we expect this program to be progressing within the
first 90 days. They have committed to jumpstart this and will provide an
integrated 90-day plan as part of that.

Within the next 90 days a major component of this plan is to start looking at how
the campaign evolves creatively, how it evolves from a message standpoint and
how we continue to accomplish our goals of further engagement with cur key
audiences. We've had this campaign, Don't Fence Me In, for two years. And as
every campaign needs, we need to start to look at that,

Part of that 90-day plan, the evolution of Don’t Fence Me In will be somewhat
tactical and executable. That is where we look today for your input and that is
Item 5. You were provided with the brand as we started. You all will recall our
work with Green Rubino. They provided a tremendous foundation with language
and with input from Nevadans about who we are, with this rich and quirky
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personality and with the world class tourism product that we offer here. | think
that is well-conveyed in the materials that you received. Those were provided to
you as a reminder of where we've been, and how we got to where we are today.

We need to evolve and we need to look at this campaign and how we take it even
further. As Governor Hunt-Bono said, how we bring in even more creativity to
where we are. Your thoughts about how we should move forward from a process
standpoint or how we should move forward creatively, are very welcome. We can
take action, if you believe that needs to be done, in how we do this from a process
standpoint, and how you are involved and what we need to do to ensure that you
have proper input in these decisions as they move forward.

Thank you. You're iocking for input from the marketing committee as a whole,
right, in terms of what we're seeing before us, having had experience with this in
the past, what are we looking for in terms of, as | think it says on the agenda,
taking the slogan, from launch to fanatic engagement. We'll open it up then. Any
comments here, Commissioners? Commissioner Baum, please.

Thank you, Lieutenant Governor. One of the things that | think is key here for our
new marketing partners to hear from some of us in the field is that I'm a big fan of
Don't Fence Me in. | think it's fantastic and | feel it's a much stronger positioning
for the travel component than A World Within. A State Apoart. | love the way that
Don't Fence Me In has taken a bigger and bigger role in how we position to market
ourselves.

| am concerned, however, that our website continues to be a challenge and we've
redone it twice now and | just looked at it again this week, and when you do a
search for where to stay in Reno-Tahoe, you still get Las Vegas properties. If we're
going to spend money and get people excited about the Nevada experience and
drive them to our state website to tell them what their options are, we have to
have a website that has proper content that functions properly, and is laid out the
way consumers think, and | think we're far from that now. I'm a big fan of Don't
Fence Me In, but as we gear up and make it even more powerful, a lot of those
people are going to end up at a website that needs some work. | do encourage
the new team to make the website an early priority in that structure. Otherwise,
we're spending a lot of money to drive people to a site that doesn't really fulfill all
their needs. Thank you.

Thank you, Commissioner Baum. Any response or comments in reply to
Commissioner Baum's? Just identify yourself, if you would before you speak.

| represent the digital offering for Fahigren Mortine. Sean Cowan, Digital
Experience Director at Fahlgren Mortine.
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Okay, Sean.

| represent that capability. We had a great meeting yesterday. We will have
access to the website early next week. We're going to making a deep-dive
assessment of any of the technology challenges, the user challenges. The first
priority is to understand what you have in place today, thoroughly understand
what challenges there are and what we need to do to make it successful, and we'll
put forth a plan on how we're going to achieve that. The first thing is we believe
your web presence has to be a solid foundation for us to be able to do a lot of the
other things you want to do. That's where all of our efforts and focus wil be.

All right. Thank you very much.
Thank you.

Thank you, Sean. Thank you, Commissioner. Any other input or discussion down
here in Carson City? Commissioner Newman, please.

Yes, my question, Claudia, do we own this Green Rubino? This is all bought and
paid for? Do we have any obligations to them if this moves forward?

No, this is all historic information that we have purchased. This deck that you
have is all information that we can use and do with as we want to and
incorporate. It's our intellectual property.

Governor, this is Lorraine in Las Vegas. | have a question for our agency in
reference to the website. Statistically, do more people visit the website on their
smart phones, or on their laptops, or like on a home computer? Do they have a
number on that?

Just state your name before you speak, please.
It seems to me it's more on smart phones.

This is Sean Cowan. We're going to be making a full assessment of the analytical
aspect of the site so we can understand how many people are coming to the site,
what devices they're on and what the engagement is, how long they're on the
site. We believe that mobile's not only the future that's here now and today, and
we're going to focus a heavy effort on making sure that experience is a mobile-
first type experience.

I'm just going to add to that real quick.

State your name.
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My name is Chrystie Reep and | am the media director for Fahlgren Mortine. | just
want to add to that we'll look at the current website and how people are using it,
but in general, people are using both equally, especially when it comes to tourism.
They're using them for different purposes. For research, they use the website
some and then they go to the mobile device. Both are equally important. A part
of our assessment will also be what they're using it for on those devices. It's really
important to look at not just one over the other, but what they're doing when
they're on them from those different devices. That'll be something we'll include,
as well.

My next question on that is, would you design a different format, then, for a
laptop versus a smart phone, or basically the same thing?

This is Sean Cowan. It would be a responsive solution. That's the current trend
and recommendation from a Google perspective, which allows your website to be
consumed and viewed on all devices equally. Your site now is developed in that
manner, although there's probably some challenges and improvements we seek
to make. That's part of our consideration on every digital property we work on.
Not only yours, but others as well.

So you're saying the same; is that correct?
It'll be a responsive solution...

The design is the same, the same thing on your laptop as you get on your
smartphone?

No, it's a responsive experience would be, it will format itself so it's optimal on a
mobile device. It'll be optimal on a tablet, optimal on a desktop. Visually, it might
appear differently...

Yes then.

Yes, correct then. | apologize.
Thank you.

Great. Thank you very much.

This is Commissioner Wagnon here. | just wanted to echo what Commissioner
Baum said earlier about Don't Fence Me In. You know, this is a great campaign.
It's got great imagery. It fits Nevada perfectly, and | really appreciate what
Claudia was saying earlier that this is more of an evolution, not a change the
direction situation. We've got a great campaign. It's perfect for the state of

Nevada. [t still has a lot of legs in it. It actually is one of those kind of campaigns
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that can evolve over a long period of time, and become just more and more
refined and more and more effective. | also agree with Chris on the website issue
and | think that's an area that we can focus on. Taking this campaign forward
from where we are now, is going to be very exciting.

This is Rossi in Las Vegas. Just a question on pre-testing the new creative. What is
the strategy behind that?

Please come to the podium Ms. McDonald, if that's you, come on up, or whoever.

Hi, it's Jeff Scott from Fahlgren Mortine. We'll be working with Claudia and her
team to determine the best methodology for testing, whether it's quantitative or
qualitative and how we'll approach that. Those are things we'll be working
through and talking through in the coming weeks for sure.

Rossi, is that where you were going?

| was just also looking for the timeline on that relative to the new creative, getting
that feedback to make sure that it is touching the consumer.

Rossi, this is Claudia. Absolutely. We would welcome your input in how you see
that all unfolding. We're not going to rush in to this creative. We know we have a
spring/summer campaign that needs to start mid-April. We're not thinking we'll
have new television done by then. As we go through this evolution, we’ll make
sure that we get the pre-testing done, and that you all have input into the media
planning and the overarching strategy. That has been relayed from this
conversation; how we unfold this whole development process, and where you
want to be part of it. We will work with the agency to ensure that all those proper
testing mechanisms are in place.

Ms. McDonald.
Okay.

Yes, | just wanted to echo that. | think that's a great point. | think one thing that
we know is, as Claudia said, this will be an evolution of the campaign. So
something that also will help direct and instill confidence is the fact that the
research tells us the campaign is performing well and is working, so we'll draw
from the research as well as the testing. That will help direct us out of the gate.

Thank you. My question for you is just as an overall strategy point. Is the strategy
going to be to drive folks to the website, the commercials, the television, the print
advertising? Is that the strategy to drive people to the website or is that not the
primary strategy?
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It will part of the strategy. Marty McDonald. It will be part of the sirategy.
There's no question about that, but it won't be the only strategy. What we know
is important is that when people are in a social environment, if they're on
Instagram or another platform, they want to be served content in a different way.
It may be a poor or silly analogy, but in today's marketing landscape, we try to
operate less like a restaurant and more like a taco truck. We need to meet people
where they are and serve them content that we know will get a job done.

We need to be mindful, though, of technology and a strong backend. We talked a
lot about that in our approach, our presentation. It's all rooted in data and
technology; that we know our program will perform better if we are not
necessarily just serving content to people where they are. But if we try to take
that same consumer through a funnel and a journey, we try to capture their
information, understand that they might be in the dreaming phase, they're
thinking about where to go next. If we know who they are and how to reach
them, we know that hopefully we're going to try to push them in subtly, not
obnoxiously, but serve them with content that'll convince them to be a planner
and to start planning their trip.

And then to be here in market. When they're in market, they need a mobile app.
You know, we'll serve them different content depending on the vehicle. Qur
strategy is rooted in understanding the importance of the website absolutely, but
it won't be the only foundational element.

Great. Thank you very much.

Marty, this is Don Newman. Our past campaign was based around muted beige.
An architect who built the Boys and Girls Club in Elko said, on the cover of their
presentation, "Beige is not a color for kids." | don't think beige is the color for the
state of Nevada, although Southern Nevada is lots of beige sand, we have lots of
neon. We talk about Nevada blue. We talk about the colors of Lake Tahoe. We
need to have a color scheme that expresses the excitement that this state has to
offer. So, personal pet peeve of mine. Let's put some pizzazz, because this is a
state of pizzazz, into this and I'll be very happy.

We're not the beige state, right? That's the point, right, Commissioner Newman?
Exactly. There's nothing bland about the state of Nevada.
Right. Thank you, Don.

Well said. Commissioners, any other comments before we move on? Ms.
Vecchio, what do we need here? Are you looking for a motion? Do you think we

need a motion, or is this more by way of discussion and input?
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| don't think we need a motion based on the discussion. What we will do, if this is
okay with everyone, is that in addition to the 90-day plan, we will put together a
campaign evolution strategy and plan for executing through that creative process.
We have lots of creative needs this time. We'll have a television spot probably, if
everyone thinks that that's where we still need to be. We will have lots of digital.
Unlike before, we'll have a robust CRM program, and we really haven't done that
previously. We'll have this mobile app piece that has to get done. We have a lot
of things that need to be accomplished creatively in the next little bit. We can put
together a timeline - and I'm looking for Marty -- of when and how all of those
things will be executed. We can provide that out to you and if you have any
comments or questions or concerns about that timeline, please let us know.

Again, we're not going to try and get the creative done quickly specifically for a
campaign, but we're going to get this through in the most strategic and best way
that we possibly can. While you might see components of it for the
spring/summer campaign, and I'm encouraged that that might be the case, the
campaign in its totality likely won't be ready until fall/winter, if that's what we
decide to do. We've gone with two campaigns a year since I've been here. As we
continue to have this more ongoing relationship and if we definitely want to have
rabid engaged fans, we need to communicate with them more often than two
campaigns a year. Evolving how we communicate with people is going to be part
of this.

I really see us at a precipice of a dramatic change in the way we communicate.
They know Don't Fence Me In is off the table. They know that's really the
foundation, so building upon that in a very new way based on, as Marty was
talking about, all the technology that's available and the budget that we're given
to work with.

Can we address the Commission's input on creative? What's the plan there? I'm
not sure what's happened in the past, but on a go forward basis. What I've heard
other Commissioners talk about is input into creative product. At the same time,
if you're going to have input, you've got to have timely input, right, so we're not
waiting around for everybody. Just speaking for myself, | have no problem with
timelines. If you want input you've got to do it by a certain date or whatever.
What about the Commission's input on creative?

Right. What generally happens in the creative process is we'll come up with a
strategy and a foundational approach for how this evolution will take place and
what channels we'll be using. We'll get that out to the marketing committee for
your input on the general direction and strategy.
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Then, when we start the actual creative, each creative component comes with
some type of a story board. Television comes with a story board; print, will come
with some print mockups and we'll get those to you so you can take a look, and
provide your input back to us. As you know, when we do this in a public forum, it
gets to be a public process. We will share in a public forum when we need to and
with each of you individually when that's most appropriate. We want to be sure
that the process continues along in the right way.

we'll also notify you when we're going on a shoot, or doing creative in a place
where you can be part of. We'll let you know when that's happening so you can
be part of that, if you care to. Then, through the testing period, if you are so
inclined, go and be part of that. | really want you part of this process the whole
way so that at the end you all can say this is extraordinary work. We put our
stamp on it and we're proud that this is representing Nevada. We will provide you
with each of those benchmarks along the way and your participation will be
welcomed.

Thank you, Ms. Vecchio. Commissioners, do you have any guestions or comments
about input on creative or the process that's just been laid out? If we don't speak
up now then | think you pretty much have the okay. Any comments?
Commissioner Baum,

Well, just as somebody who's been in marketing for a long time, | think the key is
we don't want to be junior art director. Staff has a job to do and we don't want to
do the job for them. Conversely, there are a lot of things strategically and
directionally where, if we're involved in the process early enough, we can help
avoid a misstep or make sure that our region of the state is equally represented in
the messaging. So once again, we don't want to look over people's shoulders and
tell them what to do and change a comma here and there, but we do want to
make sure that we're not surprised at something when it's too late to make a
change. It's a delicate balance, but | just want to state that | certainly don't expect
to be signing off on creative. | just want to make sure | know in advance the
direction we're taking.

Thank you, Commissioner.

Yes, this is Commissioner Wagnon. |'d like to support that comment, as well. |
think the important part is to get the marketing committee or the Commissioners
involved early on in the process at the strategic stage or at the concept stage
versus on the backend, because there's a lot of time and energy that goes into
building these campaigns. If we see it on the backend and there are any issues
with it, it creates a problem for the agency. It usually creates a timing issue,
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because we're pushed up against deadlines. | think we need to make sure that
there are ample opportunities set aside for being engaged at the concept stage,
the strategic stage and then, you know, later on as the creative starts to take
shape. | just want to make sure we're not just coming in at the end of the
process.

Thank you, Commissioner. All right. Ms. Vecchio, anything else that we need
here? | see we've got the evolving Don't Fence Me In campaign positioning, and
then we've also got development of the spring/summer plan. Anything we need
to do on that, before we close out Agenda Item No. 5?

Well, it seems like probably the same sort of process for each of these. The
spring/summer plan is a much tighter timeframe at this point, since we'll start
that in either the first or the mid part of April. Now that we have the agency on
board, we'll be crafting that. That plan along with the media plan and the
strategic approach will be provided to you. We will let you know when we can
get that all completed, so you will have that input right from the get-go. We are
always open for questions as it unfolds.

The 90-day plan is the general approach and the things we're going to accomplish
in the next 90 days. The ramp-up plan, the evolution of the Don't Fence Me In
campaign, and the spring/summer campaign plan, are all going to be happening
simultaneously. We will have those out to you all very shortly for your comments
and input.

Great. Okay. Then with that, we'll close out Agenda Item No. 5, and move on to
Agenda ltem No. 6. Ms. Vecchio.

Thank you. Claudia Vecchio. Greg Fine, our Marketing Director, is going to
provide an overview of where we are with the fall/winter marketing campaign to
date, and he'll go through each of these various sections.

Thank you. Greg Fine, Director of Marketing for Travel Nevada. Commissioner
Hunt-Bono, | just want to get back to you regarding the usage for
travelnevada.com. It's about 45 percent of people who are accessing the website
via mobile and some sort of handheld device, and then about 55 percent are still
using the desktop.

Thank you.

You bet. | just want to go through an overview of where we are in the winter
campaign. | don't want to do a data dive because we're still in the process of the
campaign itself. (slide show) | thought we’'d take a look at where we are in

relationship to how the traveler makes their buying decision as they're planning
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their trip to Nevada. Some of this stuff is in your packet already, and | will be glad
to share this deck with you for more information, because | don't want to hit upon
all the numbers that are in here.

This is our broadcast buy that we had. That is in your packets, showing the
breakdown of percentages of where the buy was taking place. In locking at some
of the top line numbers | thought were interesting in our online video views. We
had a pretty high click-through rate on the views, on the Owner Q and Specific
Media of about .1 percent, whereas the platform average is .075. What they're
looking at and what they're engaging with is our winter TV spot. 98 percent of
new sessions on the website are also new visitors to the site. Our online video is
driving people to our site, and people are paying attention to it and looking for
more information, which is great to see.

We established new relationships with content providers, Matador Networks and
Nativo. Matador has their own platform that they push their content out on, and
then Nativo places content in various publications, a couple hundred different
publications from U.S. News and World Report to San Francisco Gate. It's a very
cool partnership. | don't know if any of you had the opportunity to work with
them. We've had a lot of luck with these guys. They've been very responsive to
us and have given us all kinds of help. This is some of the stuff from Nativo, really
great creative and good stories to tell about Nevada specifically.

What | wanted to point out here was if you look at Nativo, we've had a total of
27,000 views so far in the three weeks these campaigns have been running.
They've clicked the ad, .58 which is relatively high. But they visited the website
2,930 times from the Nativo pages. Then if you go down to Matador, we're
looking at 31,000 total views of the material, the content of the various stories
that they put out, and then 16,000 shares in four minutes per story. That's the
average, which tells us there's some people who are really paying a lot of
attention. That is really encouraging to see. We really like this partnership with
them, and [ think that they've done a really remarkable job of highlighting specific
areas of Nevada that you can't push out necessarily in a commercial.

How do people get these views? | mean, they're clicking on these -- | mean, how
are they getting these views? Is it just a certain geographic area we're targeting,
right?

We're targeting a specific geographic area. Matador actually is worldwide, and
they have a very robust delivery system, from e-mail to a huge social presence.
They're pushing us out there on all kinds of different channels. And then Nativo --
so say, for instance, somebody is looking for outdoor adventure in Qutside
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Magazine. A Nativo ad will be served up that says, here's the hot springs you can
visit in Nevada. While they're reading this content in Outside Magazine, they'll
click on that it'll take them to the whole hot springs story that we had placed in
MNativo. We're hitting them from two different levels, drawing them in from
Matador and then pushing it out through Nativo. Pretty exciting stuff.

The other cool thing about Nativo is that this stuff lives on ad infinitum. It really
helps our search because, for instance, they posted the number one search term
for small town travel in Nevada, which is pretty cool. That just helps boost us and
boost our presence. A good partnership with TripAdvisor. | just wanted to point
out a couple things here that accentuates our paid media affecting our earned
media. For instance, we had an 8 percent increase in organic content searches in
TripAdvisor, based upon people seeing our advertising. That shows that, you
know, the page is really influencing the earned media. 17 percent increase of
Nevada visitation to TripAdvisor on information about Nevada over the same
period last year, and 8 percent of that is specifically attributed to our Travel
Mevada advertising. The advertising is working and it's pushing people out there.
That was some great information to see.

| talked a bit about our relationship with Expedia and Travelocity and how we've
expanded that. You can see, this is off our winter landing page. How somebody
would, if they were so inclined, to book a trip to Elko, could click on one of those
links and it would then take them to an Elko page, or a Las Vegas page, or
whatever city they were looking to visit. These Nevada landing pages have
specific properties pertaining to that city. Here's Vegas, and then we go to
Travelocity, Reno. Here's the really interesting thing, and it shows that we hitched
our wagon to a very dominant star in the OTA realm. There has been 11 percent
in booking revenue from last year at this time, and this has just occurred since
these campaigns launched on 12/15 through the 9" of this month. $51 million for
Expedia, a 51 percent increase on Travelocity's booking of $10.6 million. That is
probably due to Travelocity being purchased by Expedia and it increased exposure
they received there.

You can see some of the other stats there. The ADR is up on both sites. Length of
stay is up for Travelocity. Length of stay is down a percent for Expedia. I'm not
sure why that is, but overall room nights, 424,000 Expedia, and respectively
91,000 for Travelocity. We gain good exposure with them, and | think we have a
good opportunity to make direct bookings based upon that information.

Just some statistics from our website. We've had 29,000 adventure views from
the launch of our campaign, which is fairly significant. That's people going to a
specific adventure that we pushed out. Again, it could be the hot springs or it
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could be the significance of Picon Punch in our state -- our state's history, so on
and so forth. 6,477 partner referrals which is just wonderful in my book. That's
people clicking out to our various partners, whether it's a lodging facility or it's an
attraction. Pretty significant referral rate. 4,300 visitor guide orders. That's good
to see. And that's again, from the launch of the campaign.

About the paid portion of our social on Facebook. The important thing | wanted
to point out was the 27,000 additional views that we received of our TV spot
through our paid advertising on Facebook. When we wrap everything up at the
end and we do our effectiveness study, we'll be able to show the relationship
between how this has impacted our organic social impact.

Our promotion, coming along nicely. You can see we've got some great partners
there. Commissioner Wagnon, thank you very much for participating on
Heavenly's behalf. Apex is a new partner for us, and they are a worldwide
sunglass distributor. They just happen to be in all of our key target markets, as
well as some of our feeder, or international markets. We're looking at expanding
upon that relationship, and that certainly came about because of this particular
promotion. The promotion is built to create a strong buzz in both PR and the
social end of things. We're doing a lot of buildup leading up to it. We'll have a
strong presence while the promotion is taking place, and then we have the
opportunity to do the follow up of what took place, what type of party they had
and enjoyed themselves. It's getting some good buzz, and we have another week
for that before that closes out and the winners will be announced.

Okay. Commissioner Baum, yeah, we understand. We've gone through some
pain with our search aspect on our website. Admittedly, it's been difficult. We're
currently in beta testing, moving from this old position where you would type
something in and you would have to type it all the way in, and then when you get
the search results you get this confusing left-hand navigation bar and then even
less-focused series of points of interest being detailed on the website. As of the
end of this month, we will then be going to what is called predictive search. If you
type in red, Red Rock will come in and then offer that information up. If you type
in Reno, you won't get Renown Hospital. Our search display is changing
dramatically to a more visual display.

Instead of having copy blocks and text-heavy type of search, we're giving photos
with brief captions, considerably more search options on there, and then an easier
to use navigation bar at the top. | think we're going to see a2 considerable change
in our usage based upon this, and our bounce rate, | think, is going to drop
considerably. We've added a map element as well, that allows people to click on
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the map, take them to that particular point of interest or adventure. Chris, did |
forget anything on that?

No, but we'll get the {inaudible).
Gotit. Sorry.

For the record, Chris Matthews, Tourism Webmaster. Hello. On the backend, one
of the things that we've been able to do is to expose the inner workings of how
search results are displayed, which is going to allow us to fine tune those results
to make sure that what we're expecting to see is what we are actually seeing. To
Commissioner Baum's point, | just did a search on our beta site for Reno and
sorted by the places to stay, and our first 71 resulis are very specifically Reno
lodging facilities. We've been able to fine tune that and make sure that the
appropriate entries are showing up where they're supposed to.

Great. Thank you very much. Is it just a great job to the tourism webmaster?
Don't you just love telling people that?

Oh, it's brilliant. | love it.
Thank you for your information. Commissioner Baum.

Just to that, since we have our new marketing team here, two of the other areas
that I'm sure will be addressed are the way the state is referred to. For example,
Reno-Tahoe is referred to as northwestern. No consumers fook at the world that
way. That's not a term that's used locally. It's not a term used by outsiders, so it
makes it difficult. If you don't know where Reno is located in the state, there's no
way you're going to end up there, and so that's a major flaw. And then the other
thing is when it gets to special events, which certainly are a big element of
Northern Nevada's appeal and certainly big in Vegas, as well, we're short on
content. Some of the largest, most impressive 500,000-attendee kind of events
don't show up, and some of the smallest, most secondary events do. So content
wise, we really have to work on that because we're underselling ourselves.

We're one of the best states in the country in terms of special events and
activities to come to, and yet most of those are not on the website. Those are big
things, because if we're spending millions of dollars in advertising to drive people
to that site and when they get there they can't find information on the things
we're most proud of, that's a problem. 1 don't want to beat a dead horse, but
with a new team these are real issues, because website mobile device the same
content is being drawn, it has to be useful.
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Thank you, Commissioner.

Lieutenant Governor, | jumped ahead in the Agenda a little bit. | overran
Bethany's portion, so | might as well just close out.

You've got the flexibility to do that, so...
All right. | apologize about that.
That's all right.

Finally, we are in the website world. We're updating our much needed Nevada
culture and tourism industry partner and specific museums, arts and Indian
Commission websites. This is the site on the left is the overarching Tourism and
Cultural Affairs site, which will house museums, Indian affairs, our industry
partner site, as well as arts. Those are being made over and new content is being
put into those now and should be live somewhere in mid-March or so.

All right. Ms. Vecchio.

This is Claudia, for the record. This is the Department of Tourism and Cultural
Affairs component of the site. The travelnevada.biz site, the industry site, it will
remain a Travel Nevada component. It's not a consumer site, it's for industry and
industry education. When we talked at the strategic planning meeting as a full
Commission, the managing and enhancing the reputation of this organization and
its offerings out to our partners, needs to live very strongly on that site. While the
agency will be working on the consumer facing travelnevada.com, Chris and his
team, will be completing nevadaculture.org, which is our sister agency. The
business site of TravelNevada will be the next key thing that they'll be working on
internally. The site will be redesigned to enhance the reputation and the product
offerings from our agency.

Great. Thank you. Mr. Fine.

And finally, | just want to leave you with this. We just received an e-mail this
morning from a lady who is responding to one of our thank you e-mails. It says,
"Thank you for the nice e-mail. | had the privilege of staying at the Luxor and love
Nevada, too. | would like to live in Nevada and move to your beloved state. |
currently live in Maryland and hate this state." (Inaudible).

All right. Mr. Fine, your assignment today is to go find her and bring her here.
So that's it for me. Thank you very much. Can | answer any questions?

Commissioners, any questions on Mr. Fine's fine presentation? All right.
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Fantastic.
You did a great job. Thank you very much.
Thank you.

Ms. Vecchio, do we have anything else on Agenda ltem No. 67 Does that close us
out?

That closes us out of item 6.

All right. Let's close out Agenda Item No. 6 and move on to Agenda Item No. 7,
which is Public Relations Update.

Hi. For the record, Bethany Drysdale, Director of Public Relations. I'm going to
give a quick overview of how some of what we're doing in public relations is
integrated. You're going to hear that word over and over again, integrated with
what marketing is doing. This is very exciting for us because before Claudia got
here several years ago, PR was not really part of marketing. | would not be at one
of these meetings and we were doing our own thing. Claudia very brilliantly
brought us together and it's been working more and more cohesively with Greg
on board now. It's very exciting for us to be able to know that we have one solid
mission, one solid goal and one solid voice. What I'm going to show you is really
just examples of what we've been doing to speak in one voice.

Social media is huge for our audience, of course, really targeting those millennials
who are on their phones and using social media. Greg used a slide earlier that |
wish | had included in mine, as well. It was the inverted pyramid that showed
impressions at the top. Fantastic. You get people aware of your brand. That's
wonderful. That's where we've been for a very long time, showing people what's
around Nevada. What we want to do is really engage people, and that's where
you get the likes. People who are loyal to your brand will like everything you do.
We see on Facebook lots of likes. For a long time, we really reported the
impressions and the likes because that was the awareness. But the real meat of
what we want to do is getting people to advocate for us, getting them to take that
step beyond just scrolling through their news feed on Facebook and liking things
here and there. We want them to share it. We want them to think something is
so cool that they want their friends to see it. That's what we're really getting
after, is developing the content, developing the social media posts, news that is
really interesting and cool enough, for lack of a better word, something cool
enough that they want to share with their friends, making them look cool in the
process, as well.

20



Hutchison:

Drysdale:

Hutchison:

Drysdale:

Fine:

Drysdale:

Hutchison:

NCOT | Marketing Committee
February 13, 2015

That's what's been really exciting for me in this last campaign is to see the change
in engagement, to see the change in shares. We are hitting records that we've
never hit before, obviously, if it's a record. This is really exciting to me, some of
the stats. | won't read through all of them, but to finally see people retweeting
and reposting things is just so cool for us. When we get to that TNS study that'll
come out at the end of the campaign, as Greg said, we'll really be able to see how
the paid and the earned is working together to drive our message even farther.

Facebook is where it gets really, really cool. You'll see engagements, 22,000
engagements. Again, not just people seeing things. That's where they're actually
taking action and liking and sharing things. In the last week alone, we had an
increase in 31 -- almost 32 percent engagement. This is so exciting, and | truly
believe it's because we're serving them things that they want to see, that they
think is interesting. A lot of it is the content that's been developed for Matador
and Nativo and content developed for our website, where we're working very
integrated, again, with marketing. We're coming up with the messages, the things
that we think are cool and will be shared, they're working them into their
marketing platform, and then we can all share it. So it's really awesome how it's
working together.

Here's one of the Matador stories. 15 things every Californian should know about
Nevada. California is obviously one of our big target markets, both in Bay area
and Southern California. This story was just phenomenal, got shared and liked
and reached all gver the ptace. That was one great example.

Could I just ask you (inaudible}?
Oh, absolutely.

Is that our original content or was that something we took from another
publication?

Matador created it for us. We gave them the story ideas. They really came back
to us throughout and said, okay, here are some stories that we think we should
put together, and we went back and said, well, this one's okay but it's been played
out, or this one's a great idea, can you flesh this out for us. | don't remember how
many stories are they doing for us.

| think they're doing four and then a video segment.
They're doing four stories for us and then a video, as well.

Over the course of how much time?
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of --
Between now and the end of the month.

Now and the end of the month. We've had two, right, so far? Three through
Matador, so we have one more coming. This is really us working with them to
develop the right story ideas. They aren’t going out and creating without our
stamp of approval, and really working with us on it. Something that we know,
everybody loves lists, especially in social media. There's argument that they've
been done to death, but I think people still really want those nuggets, those sound
bites. Okay, these are the 15 things that | probably should know about the state.
| think that's why this one did really well. It's a little challenge to our neighbors to
the west. If they want to come here, these are things they should know about our
state.

Hot springs are fantastic. Whether you are somebody who will actually go out
and sit in a hot spring or you just think you might be that type of person who's
cool enough to do that, whether or not you actually wili do it. | think it really
resonates with the aspirational side of travelers. This posted really well. This was
another one that Matador wrote for us, but we told them we want a hot springs
story. These are the hot springs we want you to include, and they went out and
wrote it. If you don't know the Matador network, | really recommend going and
checking it out. It's very cutting edge. | don't know if that's the right word for it.
It definitely skews to a younger audience and it skews -- maybe risqué is not the
right either, but it's -- a little edgy, a little edgier.

Generally, risqué is not a good word in public meetings.

No. Yeah, we'll strike that word. Itis a little bit edgier, but it's our audience. It'sa
fantastic website, and they are huge on social. They are just all over the place in
social media. This is another one they created. Got some great engagement from
that. This one was actually an organic news story from USA Today. We love when
we get those big posts. This one did really, really well, as well.

Let me just ask you. What's your role, Ms. Drysdale, in trying to get USA Today or
National Publications or Regional Publications? | mean that's one of the things
you're doing. You're pitching this stuff all the time. Are you seeing results from
that? What do you see trending with your efforts with major publications?

That's a very traditional public relations, media relations role and we are pitching
them constantly. It's really cool, | think. 1 like to think that Nevada works
differently than a lot of other states, where we really work cooperatively with the
local areas, as well. We're seeing that when we're pitching ski stories, of course,
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North Lake Tahoe, South Lake Tahoe, RSCVA. Everybody is pitching those stories,
as well. We go out to travel writer conferences and meet with travel writers.
Freelancers are golden. They've had a bad reputation in the past for being travel
writers so they can get free vacations, but that's really not the case. Travel writers
have to make money. They have to sell their stories to make money. By selling
their stories to many publications, they make even more money, which makes us
more exposure.

Qur role is pitching. We pitch constantly. Chris Moran who is not here today, she
waorks in our office and writes a lot of the pitches and she's got a growing and
very, very good list of media that she pitches to. We're also watching what travel
writers are writing about, something that's a hot topic we'll jump on that if we fit
in to it and we'll pitch a story.

Instagram is something that we're continuing to grow. Instagram is strictly visual,
not a lot of room for text, so Nevada is perfect for it. Getting our colors out, like
you mentioned, Don. Nevada is such a cool, beautiful state. Our sunsets lately
have just been amazing, and we've seen a lot of traction with the really scenic
shots on Instagram. Instagram is a place where we're doing a lot of curated
content. We're getting people to post things for us, which is great. If you can get
other people to post what they think is really cool and tag you in it, you're getting
them to take an extra step, to go out of their way to do something for you. That's
huge. That's part of the advocacy. They are now our advocates for the state.

Here is some examples of shots that were actually posted for us. Instagram isn’t a
really conversational place. People don't comment that much. To see even a
handful of comments is exciting for us, and to see people taking that step to post
these things for us. The scenic shots work really well on Instagram. Then jumping
right into another segment. One of our things that we're really looking at now is
supporting the air service coming intc primarily Reno-Tahoe. That's where the big
action is happening right now. Forgive me, please, in the south. | know there's a
lot of great air service, new air service happening in Las Vegas. Where we're
seeing some immediate opportunity, though, is with the new flights coming into
Reno. With Volaris, the direct flight from Guadalajara, we have a media group
coming in the week after next to write about that flight, and then a couple weeks
later Travel Channel from Mexico is coming in on that flight and writing about
Northern Nevada on a tour that we'll be doing.

letBlue is a hot topic right now and we are all over that, especially now with our
great partnership with Abbi Agency to see they're handling the RASC contract, as
well. There is some great overlap and cool things that we can do. JetBlue is going
to do a big press conference, media tours, 3 lot of really great media opportunities
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in New York, so we'll be able to be a part of that. That's front and center on our
radar right now. Then long-term, the Thomas Cook flight coming in from London.
As you know, we have an office in London, representation there, so we're working
with them to support that flight, as well. That doesn't happen until September, so
we're in the planning stages now and I'll have more to be able to tell you as we
get closer to that.

The spring/summer campaign. We're all about get out of there. It's been a nice,
sunny winter, but we're looking forward to really pushing the adventure off roads
in the spring/summer campaign, working with the Abbi agency on planning a
press tour around adventure. This is not going to be a sightseeing, you know,
bring your walking stick along. This is going to be a serious adventure tour. I'm
very excited about that. That will really be our focus for the spring/summer,
getting those messages out of really the only things you can do in Nevada. |
mean, you can go to Utah and you can climb rocks, but they're going to have some
real true-to Nevada experiences. | know I'm speaking very generally, because
we're planning that now, but rest assured this is going to be a really cool
adventure-focused campaign for us in the spring/summer. That is it for PR, so I'm
happy to take any questions.

Commissioners, any questions for Ms. Drysdale, please? All right.
Okay.
Commissioner Baum.

Just a comment. I've only been here for three years, but I'm seeing more regional
cooperation and coordination of PR efforts. And, obviously, a lot of that in the
northern part of the state has to do with all the great story angles from the Tesla
battery factory and other companies moving into the region, the drone industry,
et cetera. But it's opening a lot of doors, and the good news is that the RSCVA and
RASC, which | chair, work with the Abbi Agency, which is also creating a regional
consortium and then we work closely with Bethany and her team here at NCOT.
So on the PR side, | think we are pretty much well-linked together at every level,
and as a result we're making sure we're not stepping on each other's toes and are
able to go forward and maximize these opportunities. There's a lot of great media
around the corner from various combinations of partners in that consortium. But
there's never been more opportunity to get these national stories and reach the
decision makers and the influencers who can help change the dialogue about,
certainly, the Reno-Tahoe area, but also the rest of the state.

Thank you, Commissioner. Any comments in Las Vegas? All right.
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It's great.

Thank you very much, Ms. Drysdale. Appreciate your presentation. Ms. Vecchio,
does that close us out for Agenda ltem. 77

That closes us out for Item 7, and | believe we have covered item 8.
We have.
All right.

Okay. We'll close out both Agenda Item 7 and Agenda item 8. That takes us to
Agenda Item No. 9, Public Comments. Are there any members of the public or
anybody in the audience today here in Carson City who would like to offer public
comments to the Commission? All right. How about in Las Vegas, any members
there? Okay.

Well, just by show of hands, I'm just curious, who here is from out of state? Who
here traveled here from out of state? Anybody here travel from out of state? All
right. Your homework is to go stimulate the iocal economy. If you have any
questions, | think Claudia can help you with a lot of different suggestions. All
right. Then we'll go ahead and close out Agenda Item No. 9, which is Public
Comment and we will move on to Agenda Item No. 10.

The Chair will accept a motion for adjournment.
Move to adjourn.

Commissioner Baum moved to adjourn.

Second.

Second by -- Lieutenant Governor, was that you?
No, it was me, Rossi.

It was Rossi.

Oh, I'm sorry, Rossi. Well, then I'll -- we'll give Rossi the second. You heard the
motion, all those in favor? All those in favor signify by saying aye.
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Group: Aye.

Hutchison: Any opposed no? Motion carries. We're adjourned. Thank you very much.

The meeting adjourned at 11:10 a.m.

Respectfully submitted,

Dee Chekowitz-Dykes, Executive Assistant
Department of Tourism and Cultural Affairs
Nevada Commission on Tourism
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Man, Nevade. What a ride.

f
r

bl YO

3 b
A DT s
J@Z' JRYTHEITINS

i rh’ﬁ.\,lf‘.";jm‘ rayetie .!.I 0.Ca0 f :

| i

i S
Ly s Pl e T =i =t






modrom

910% ‘P2 - §¢ AYVINVE ‘AVANAS/AVAUNLYS

00°%$ ¥xxx

~hegsmzy | sanor moa ]

L B

INTZVOVIN [[SM

VOILOHVYINY OL JOVAOA

81 "ON ITIAXTDD “'10A

[SM

"TVNENOL JATYLS TIVM HHL

AVTTA

¢S1SIHOY

NMOYDINOH
doig oy uep




D10 | Sg_&gn_i_g._ylSund;y, January 28 - 24, 2018

Sl 'Jﬁ_);VENTURE

R R

& TRAVEL

_THE WALL STREET JOURNAL.

Barely Leaving lLas Vegas

Spring Mountains National Recreation Area—less than an hour's drive from the Strip—offers a very different sort of wild

BY MATT VILLANO

THE FIRST TIME I stipped on
the thick ice covering the
trail to Mary Jage Falis,
1ace-planted into a plic of
crusty show, The second
time, my legs Jerked out from
under me, my arms flapped
In the alr, and my butt landed
with a thwack on the frozen
ground. The third time I lost
my balance, it finally oe-
curred to me that sneskers
were probably not the best
gear to be wearing for a hike
in ynowy mountains.

You can't really blame
for belng underprepared:
The strenuous, 1.5-mile
round-trip hike was a spur-
of -the-moment, cocktail-
fueled decision duricg a re-
cent weekend [n Las Vegas.
My friend Spencer and
['were staying at a casino
resort on the Strip when a
local putdocrsy type told us
about the Spring Mountains
National Recreation Area,

A vatt landscape of desert
and roountatns In Humboldt-
Tolyabe National Forest,
Spring Mountalns has no
dingirg slot machines, no
spinning roulette wheels and
no cell service: just nature
and quiet, And since it's less
than #n hour's drive from
the Strip, It's possible to be
hiking at lunchtime and back
at the tables by dinner. We
were all-in.

Covered in snow, the
snaking staircases
were like a step
aerohics class in
Antarctica.

The pext morning, &s we
drove northwest on U5, €5,
flashing billboards soon gave
way W tree-dotted foothlils
of ocher rock. We hung a left
at Highway 157, following the
ribbon of conerete through
barven desert dotted with
coyote bush and Joshus
trees. In the rearview mirror,
the Strip shrank and then

The car’s englne groaned
25 we ciimbed into the moan-
tains, past sandstone carved
by the wind Into striated
spires and caverns and arch-
ways. When we passed a sign
Indicating an elevation of
8,000 feet, cur ears popped.

Just about, then we rounded
& bend and 3 mountain bow!
blanketed with snow came
Into view,

Within minutes, we were
at the new Spring Mountalns
visltor center, where a park
ringer greeted us and sized
us up immediately: “Up for
the day from the Strip?” she
asked.

She walked us through an
exkibit that outlined some of
the different ecosystems and
nated that some of the re-
gion's bristlecone pines are
5,000 years okl. )t was all In-
teresting enough, but Spen-
cer and 1 were itching to get
out and experience some of
it for ourselves, 50 we asked
the ranger to recommend
some day hikes. She ticked
through about a dozen before
suggesting Mary Jane Falls.

We found the traithead
about 15 minutes up the
road. Though the parking lot
hed been plowed, the trail it-
self was covered with a good
3 to 4 inches of snow and
fce. This didn’c faze me, untll

{ did my Bambi Impressions
andd nearly broke my cocoyx.

Still—foolishly, perhaps—
we persevered, Slowly, Afler
the first 100 yards the snow
became softer, allowing us to
settle Into a rhythm. Then
we hit the switchbacks, rcky
steps that tigzagged up the
mountainside for what
seemed an eterhity.

pounded so hard 1 heard it
in my ears, On another part
of the trafl, I plunged my
right leg into a snowdrift

| WEVEWADEYOUR
‘WINTER ESCAPE

HARDER TO RESIST

L il L

ADVERTISEMENT

that came up to my knee.

Pinally, after sweating
through the T-shirt I was
wearing under ty jacket and
conquering about 20 switch-
backs, we emerged et the
base of a trickling waterfall.
In front of us was a steep,
sheer wall of sandstone;
behind us, a panarasnic view
of the entire bowl, with

shaded white.

Elanketed with snow, all the
mountaims looked the same.
But one of them was Mount
Charleston, which tops out
at almost 12,000 feet and s
one of the tallest points in
the state of Nevada,

While Spenicer clambered

|around some ledges behind

the falls to find the perfect
Instagram phote op, | stud-
ied the eroded sandstone
itself, to which saplinga
clung Like bromeliads. A Jack
rabbit hopping by was the

only other Uving creature

WHITE QUT Clockwise from
abiree: One of the 30 hiking
tralls at the Spring Mountains
recheaticn are: the mew
visitor center, where exhibits
shed light on the envirgnment
and wildlifs; & signpost points
the way 1o nearby trails.

we saw all day.

Except for the drip-drip
of the “waterfall,” we
couldr’'t hear a thing. In an
act of defiance, 1 conjured
my falaetto and screeched
like a bird. The sound rever-
berated off the canyon walls
again and again

That aft=rnoon, Spencer
and I celebrated our hike (and
thawed out our feet}
in true Spring Mountains
atyle—with burgers and beers
at Mount Charleston Lodge,
& tustic restaurant and bar
where pine panels adorn the
walls of the A-frame dining

Alfter eating our heaping
plates of food, Spencer and
1 ordered more beers and
lingered at the bar, chatting
up the bartenders, watching
foatball and laughing sbout
my splils o the trail
‘We were in no partienlar
hurry to kave.

It's a scefie that was play-
ing out n every bar In every
caslho on the Strip. Like ev-
eryone else, we'd come to
Las Vegos to hit it big But
thanks to our unanticipated
teste of nature and adven-
ture and salitude, our definl-
tion of hitting the fackpot
had evolved.

PETEA EOHLIR FON THE WALL STAIET JOuitinll
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ROOM TAX COLLECTIONS

Dollars shawn represent 3/8 of 1 percent, the amount allocated to the state to promote tourism.

MONTH 2013 2014 PERCENT CHANGE
October $1,704,145 $1,846,946 8.4%
November 1,424,781 1,631,700 1.5%
December 1,160,680 1,303,813 12.3%
MONTH 2014 2015 PERCENT CHANGE
January 1,669,124 1,882,794 13.5%
February 1,477,520 1,544,910 4.6%

March 2,025,167 1,873,514 (7.5%)

April 1,739,184 1,856,835 6.8%

May 1,912,782 2,083,224 8.9%

June 1,607,957 1,579,811 (1.8%)

July 1,623,779 1,798,254 10.7%
August 1,698,565 1,785,675 5.1%
September 1,642,800 1,918,920 16.8%
TOTAL (Rolling 12 months) $19,677,484 $21,006,394 6.8%

Third Quarter 2015 Area Highlights

2015 PERCENT CHANGE

Clark County $4,386,461 $4,890,753 11.5%
Washoe County 336,712 373,772 11.0%
Douglas County™ 78,694 84,878 1.9%

Elko County 55,637 52,481 (5.7%)
Carson City 24179 ** 20,057 (17.0%)
All other counties 84,462 *** 80,908 (4.2%])
TOTAL {State) $4,966,145 $5,502,848 10.8%

Note The remaining 5/8 of 1 percent remains with the county in which it was collected

*References to Douglas County in this report include the South Shore hotel-casino area at Lake Tahoe North Shore statistics are included under
Washoe County

Effective 7/1/09, room tax collections are reported for the month of businass activity All prior years' of monthly data has been updated as well

""Includes Carson City County's June remittance, as the fiscal year was closed prior to receipt
“**Includes Humbeldt County’s June remittance, as the fiscal year was closed prior to receipt

Third Quarter
2015 VOLUME XXl
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VISITOR VOLUME

The number of visitors to Nevada.

October
November
December

January

February

March

April

May

June

July

August

September

TOTAL (Rolling 12 months)

Third Quarter 2015 Area Highlights

Clark County:
Las Vegas
Laughlin
Mesquite
Washoe County
All other counties
TOTAL (State)

4,415,870
4,125,103
3,854,626

4,118,584
3,922,928
4,645,529
4,549,456
4,641,132
4,688,504
4,852,490
4,731,477
4,384,889
52,930,486

10,435,290
522,806
259,791

1,354,302
1,396,667
13,968,856

4,577,114
4,253,319
4,073,182

4,237,123
3,980,836
4,576,025
4,629,621
4,785,884
4,764,836
5,102,989
4,802,868
4,630,955
54,415,351

10,879,700
505,057
279,132

1,367,256
1,505,667
14,536,812

PERCENT CHANGE

3.7%
3.1%
5.7%

PERCENT CHANGE

2.9%
1.5%
(1.5%}
1.8%
3.1%
1.6%
5.2%
1.5%
5.6%
2.8%

PERCENT CHANGE

4.3%
(3.4%)
14%
1.0%
7.8%
4.1%

Information contained throughout this publication is updated quarterly to reflect revisions to current and prior year's monthly data

Third Quarter
2015 VOLUME XXl
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OCCUPANCY LEVEL

A percentage based on room nights occupied and total room nights available.

MONTH 2013 2014 NET CHANGE
October 81.3% 83.0% 1.7
November 75.7% 77.2% 15
December 67.8% 70.9% 3.1
MONTH 2014 2015 NET CHANGE
January 76.0% 76.0% 0.0
February 79.3% 79.9% 0.6
March 85.3% 83.1% (2.2)
April 84.0% 83.1% (0.9}

May 83.0% 85.5% 25

June 85.0% 85.3% 0.3

July 85.1% 87.2% 2.1
August 83.6% 84.0% 0.4
September 81.5% 84.8% 3.3
MONTHLY AVG {Rolling 12 months) 80.6% 81.7% 1.1

Third Quarter 2015 Area Highlights

AREA 2014 2015 NET CHANGE
Clark County:
Las Vegas 87.2% 89.8% 26
Laughlin 65.6% 65.3% {0.3)
Mesquite 64.3% 68.7% 4.4
Lake Tahoe* 84.8% 76.7% (8.1)
Washoe County 72.1% 74.5% 24
All other counties 70.0% 66.7% (3.3)
QUARTER AVG (State) 83.4% 85.3% 1.9

The occupancy levels of Las Vegas, Laughlin, Mesquite, Washae County and Lake Tahoe are reported by destination marketing orgamizations The
rural tevel 1s based on a susvey sample of all ather hotel/motel properties throughout the state All rates are weighied hased on total room mights
available and room nights occupied (excluding monthly rentals)

*References to Lake Tahoe in this report represent the South Share hotel-casino area at Lake Tahoe North Shore statistics are included under
Washoe County

Third Quarter
2015 VOLUME XXIII
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ROOM NIGHTS OCCUPIED

The number of room nights occupied.

October
November
December

January

February

March

April

May

June

July

August

September

TOTAL (Rolling 12 months)

Third Quarter 2015 Area Highlights
AREA
Clark County:
Las Vegas
Laughlin
Mesquite
Lake Tahoe*
Washoe County
All other counties
TOTAL (State)

4,887,201
4,419,996
4,103,099

4,584,476
4,328,317
5,160,177
4,857,869
4,975,098
4,935,677
5,088,080
5,039,090
4,737,950
57,117,030

2014

12,055,297
604,607
102,558
142,267

1,139,348
821,043
14,865,120

4,987,056
4,489,752
4,710,895

4,556,155
4,321,383
4,977,739
4,840,579
5,093,244
4,929,882
5,214,441
5016,092
4,916,508
57,614,500

2015

12,322,511
602,012
107,776
158,677

1,170,906
785,158
15,147,040

PERCENT CHANGE

2.0%
1.6%
4.1%

PERCENT CHANGE
(0.6%)
(0.2%)
(3.5%)
(0.4%)

24%
{0.1%)
2.5%
(0.5%)
3.8%
0.9%

PERCENT CHANGE

2.2%
(0.4%)
5.1%
11.5%
2.8%
(4.4%)
1.9%

‘References to Lake Tahoe in this report represent the South Shore hotel-casing area at Lake Tahoe. North Shore statistics are included under
Washoe County

Third Quarter
2015 VOLUME XXl
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The number of hotel/motel rooms in Nevada.

ROOM INVENTORY

PERCENT CHANGE

2014
October 193,968 193,910
November 194,560 193,906
December 195,077 194,312

(0.0%)
(0.3%)
(0.4%)

January 194,676 193,355
February 194,870 193,233
March 195,081 193,252
April 192,841 194,052
May 193,248 192,256
June 193,523 192,754
July 192,919 192,791
August 194,484 192,742
September 193,774 193,230
END OF PERIOD 193,774 193,230

Third Quarter 2015 Area Highlights

PERCENT CHANGE

{0.7%)
{0.8%)
(0.9%]}
0.6%

(0.5%)
(0.4%)
(0.1%})
(0.9%)
(0.3%)
(0.3%)

PERCENT CHANGE

Clark County:
Las Vegas 150,484 149,086
Laughlin 9,466 10,021
Mesquite 1,735 1,706
Lake Tahoe* 1,813 2,266
Washoe County 17,519 17,364
All other counties 12,757 12,788
END OF PERIOD (State) 193,774 193,230

{0.9%)
5.9%
(1.7%])
25.0%
(0.9%)
0.2%
(0.3%)

Room inventory counts for the quarter represent the number of hotel/motel rooms avaslable for daily rent as of September 30, 2015

" References to Lake Tahoe in this report represent the South Shore hotel-casing area at Lake Tahoe North Shore statistics are included under

Washoe County

Third Quarter
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GROSS GAMING REVENUE

Statewide gaming revenue (win) is rounded to the nearest thousand and includes credit play.

October $954,319,752 $913,643,062 (4.3%)
November 875,941,506 876,278,690 0.0%
December 1,034,017,069 950,692,053 (8.1%)
MONTH 2014 2015 PERCENT CHANGE
January 894,191,833 952,704,123 6.5%
February 926,086,899 916,086,085 {1.1%)
March 982,175,517 951,245,277 {3.1%)
April 851,977,864 897,925,088 5.4%
May 971,220,551 1,003,548,229 3.3%
June 906,851,820 830,940,223 {8.4%)
July 931,875,047 922,886,804 {1.0%)
August 921,016,032 908,240,073 (1.4%)
September 902,607,140 916,350,473 1.5%
TOTAL {Rolling 12 months) $11,152,281,030 $11,040,540,180 {1.0%)
Third Quarter 2015 Area Highlights
AREA 2014 2015  PERCENT CHANGE
Clark County: $2,345,529,564 $2,343,788,425 (0.1%)
Strip 1,584,195,008 1,557,153,218 {1.7%)
Downtown 116,517,073 128,278,266 10.1%
Laughlin 106,145,900 110,268,011 3.9%
Mesquite 24,767,063 24,572,409 (0.8%)
County balance 513,904,520 523,516,521 1.9%
Washoe County 205,710,906 210,959,313 2.6%
Lake Tahoe* 77,280,048 63,444,115 (17.9%)
Elko County 64,586,351 66,112,326 2.4%
Carson Valley Area 25,730,125 26,491,255 3.0%
All other counties 36,661,225 36,681,916 0.1%
TOTAL (State) $2,755,498,219 $2,747,477,350 {0.3%)

*References o Lake Tahoe in this report represent the South Shore hotel-casine area at Lake Tahoe. North Shore statistics are included under
Washoe County.

Third Quarter
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CONVENTION ATTENDANCE

The number of delegates attending conventions in Nevada.

PERCENT CHANGE
October 544,227 499,216 {8.3%)
November 452,485 417,544 (7.7%)
December 159,343 147,307 (7.6%})
PERCENT CHANGE
January 655,671 696,962 6.3%
February 529,536 565,645 6.8%
March 683,779 570,779 {16.5%)
April 509,275 568,141 11.6%
May 567,608 511,432 (9.9%}
June 522,562 425,828 {18.5%)
July 355,985 336,316 (5.5%)
August 438,655 547,069 24.7%
September 403,296 489,073 21.3%
TOTAL (Rolling 12 months) 5,822,422 5,775,312 (0.8%)

Third Quarter 2015 Area Highlights

PERCENT CHANGE

Clark County:

Las Vegas 1,135,632 1,305,503 15.0%
Washoe County 27,533 43,801 59.1%
All other counties 22,653 23,154 2.2%
TOTAL (State) 1,185,818 1,372,458 15.7%

Laughlin convention attendance figures are no longer available as of Octobar 2014, Histarical monthly totals through September 2014 do
include Laughhin data

Third Quarter
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AIRPORT VOLUME

Passenger counts may or may not include commecial, charter, and scenic tour airline traffic as well as local passengers
*Runway was closed for construction in August/September

The number of passengers arriving and departing from Nevada's airports.

October
November
December

January

February

March

April

May

June

July

August

September

TOTAL (Rolling 12 months)

Third Quarter 2015 Area Highlights
AREA

McCarran Int. {Las Vegas)
Reno/Tahoe Int.

North Las Vegas
Laughlin/Bullhead Int.

Elko Airport

Henderson Exec. Airport

TOTAL (State)

Third Quarter
2015 VOLUME XXl
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4,034,582
3,573,680

3,605,747

3,566,532
3,326,685
4,104,970
3,917,651
4,105,194
4,051,034
4,106,507
4,094,870
3,892,069
46,379,521

2014
11,039,140
936,138
15,320
49,944
9,748
43,156
12,093,446

2014
4,161,091
3,643,714
3,643,225

2015
3,589,186
3,430,920
4,180,532
4,079,084
4,307,053
4,265,573
4,431,129
4,365,183
4,097,802

48,194,492

2015
11,850,207
939,204
12,728
43,864

3,806 *

44,305
12,894,114

PERCENT CHANGE
3.1%
2.0%
1.0%

PERCENT CHANGE
0.6%
31%
1.8%
4.1%
4.9%
5.3%
7.9%
6.6%
5.3%
3.9%

PERCENT CHANGE

7.3%

0.3%
{16.9%)
{12.2%)
{61.0%)

2.7%

6.6%



VEHICLE TRAFFIC COUNTS

The number of vehicles entering Nevada by way of interstate, U.S. and state highways.

PERCENT CHANGE
October 2,392,760 2,509,827 4,9%
November 2,160,967 2,326,184 7.6%
December 2,348,231 2,372,875 1.0%
PERCENT CHANGE
January 2,148,978 2,296,827 6.9%
February 1,997,934 2,151,932 1.7%
March 2,229,429 2,400,807 1.7%
April 2,375,810 2,488,053 4.7%
May 2,531,961 2,681,778 5.9%
June 2,758,036 2,933,148 6.3%
July 3,101,355 3,321,812 1.1%
August 3,047,480 3,092,279 1.5%
September 2,459,962 2,744,120 11.6%
TOTAL (Rolling 12 months} 29,552,903 31,319,643 6.0%

Third Quarter 2015 Area Highlights

PERCENT CHANGE
I-15 at Primm/Jean 2,090,374 2,175,230 4.1%
I-15 at Mesquite 1,105,191 1,227,283 11.0%
[-80 at Verdi 1,474,768 1,560,501 5.8%
I-80 at Wells 301,850 323,881 1.3%
All other entry points 3,636,614 3,871,316 6.5%
TOTAL (State) 8,608,797 9,158,211 6.4%

Traffic counts include interstate, U.S and state highways Counts may or may not include local traffic

Third Quarter
2015 VOLUME XX!I|

9



PARK USAGE

The number of peaple visiting state and nearhy national parks.

PERCENT CHANGE
October 1,401,190 * 2,200,424 57.0%
November 1,258,826 1,352,616 1.5%
December 1,004,435 1,383,352 37.7%

PERCENT CHANGE

January 958,906 1,165,586 21.6%
February 1,009,006 1,348,188 33.6%
March 1,640,107 2,040,526 24.4%
April 2,004,182 2,380,484 18.8%
May 2,541,756 2,758,749 8.5%
June 3,052,582 3,249,887 6.5%
July 3,527,211 3,601,844 2.1%
August 3,568,958 3,532,521 (1.0%)
September 2,888,038 2,896,611 0.3%
TOTAL {Rolling 12 months) 24,855,197 21,910,788 12.3%

Third Quarter 2015 Area Highlights

: PERCENT CHANGE
Nevada State Parks 1,203,601 1,263,512 5.0%

Great Basin Nat. Park 57,292 61,882 8.0%
Lake Mead Nat. Rec. Area 2,637,100 2,005,570 (23.9%)
Hoover Dam Visitor Center 188,073 203,587 8.2%
Grand Canyon Nat. Park 1,793,483 2,049,225 14.3%
Zion Nat. Park 1,145,501 1,334,746 16.5%
Bryce Canyon Nat. Park 826,096 923,543 11.8%
Death Valley Nat. Park 324,818 335,207 3.2%
Yosemite Nat. Park 1,808,243 1,853,700 2.5%
TOTAL (Al Parks) 9,984,207 10,030,976 0.5%

“Visitlion impacted by the federal government shutdown during the first sixteen days of Octaber 2013

Third Quarter
2015 VOLUME XXIII
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CARSON CITY CONVENTION & VISITORS BUREAU
716 N. Carson Street

Carson City, NV 89701

775-687-7410 = Fax: 775-687-7416
www.visitcarsoncity.com

CARSON VALLEY CHAMBER OF COMMERCE
1513 U.S Hwy 395 North

Gardnerville, NV 83410

775-782-8144 = 800-727-7677

Fax. 775-782-1025 » www carsonvalleyny org

ELKO CONVENTION & VISITORS AUTHORITY
700 Moren Way, Elko, NV 89801

775-738-4091 « 800-248-3556

Fax: 775-738-2420 = www elkocva com

ELKO REGIONAL AIRPORT

975 Terminal Way. Etko, NV 89801
775-777-7190 » Fax 775-777-1193
www elkocity.com

ELY BRISTLECONE CONVENTION CENTER
150 Sixth St, P.O. Box 938, Ely, NV 89301
775-289-3720 = 800-490-9350

Fax 775-289-6757 » www.elynevada net

FALLON CONVENTION CENTER

100 Campus Way, Fallon, NV 89406
775-423-4556 » 800-874-0903

Fax 775-423-8926 = www fallontourism.com

HAWTHORNE CONVENTION CENTER
932 ESt, PO. Box 2281

Hawthorne, NV 89415

775-845-5854 e Fax: 775-945-3826
www mineralcountychamber.com

HENDERSON CONVENTION CENTER & VISITORS BUREAL
200 S. Water St., Henderson, NV 89015

702-565-2171 » Fax; 702-565-2177

www visithenderson com

LAKE TAHOE VISITORS AUTHORITY

1156 Ski Run Blvd , South Lake Tahoe, CA 96150
530-544-5050 = 800-AT-TAHOE

Fax: 530-544-2386 = www bluelaketahoe com

LAS VEGAS CONVENTION & VISITORS AUTHORITY
3150 Paradise Rd., Las Vegas, NV 89108-9096
702-892-0711 = 877-847-4858

Fax 702-892-7547 » www.LasVegas com

MCCARRAN INTERNATIONAL AIRPORT
PO. Box 11005, Las Vegas, NV 89111-1009
702-261-5211 » 800-261-5704

Fax 702-597-9553 » www.mccarran.com

INFORMATION SOURCES

NATIONAL PARK SERVICE
1849 C Street NW, Washingtan, D.C. 20240
202-208-6843 » www nps.gov

NEVADA DEPARTMENT OF TRANSPORTATION
1263 & Stewart St., Carson City, NV 89712
775-888-7000 = Fax: 775-888-7201

www nevadadot com

NEVADA DIVISION OF STATE PARKS
1300 S. Curry 5t., Carson City, NV 89703
775-687-4384 e parks nv.gov

NEVADA DEPARTMENT OF EMPLOYMENT
TRAINING, AND REHABILITATION

1929 N. Carson St., Carson City, NV 89703
775-684-3909 » www detr state nv us/es/es_index htm

NEVADA GAMING CONTROL BOARD
1H9E. College Pkwy, Carson City, NV 89706
175-687-6500 * gaming.nv gov

PERSHING COUNTY COMMUMNITY CENTER
820 Sixth St., PO. Box 986, Lovelock, NV 89419

775-273-7144 » 888-273-3200
Fax. 775-273-7647 * www zplace2h.com/peeof

RENG-SPARKS CONVENTION & VISITORS AUTHORITY
4001 S. Virginia St., Suite G, Reno, NV 89504
775-827-RENC = 800-FOR-RENOD

Fax: 775-827-7746 » www.visitrenotahoe com

RENO-TAHOE INTERNATIONAL AIRPORT
2006 E, Plumb Lane, Renc, NV 83502

PO. Box 12490, Renao, NV 89510
775-328-6400 » www.renoairport com

TAHOE-DOUGLAS CHAMBER OF COMMERCE
185 U.S. Hwy 50 at Roundhill, PO Box 7139
Stateline, NV 83449

779-588-4591 » Fax: 775-588-4598
tahoe.tahoechamber org

TONOPAH CONVENTION CENTER
301 Brougher Ave., PO. Bex 408
Tonopah, NV 89049

775-482-3558 e Fax; 775-482-3932
www.tonopahnevada com

WENDOVER AREA CHAMBER OF COMMERCE & TOURISM
735 Wendover 8ivd,, PO. Box 2468

Wendover, NV 89883

775-664-3414 » 80i-426-6862

Fax; 775-664-3414 = www.westwendovercity. com

WINNEMUCCA CONVENTION & VISITORS BUREAU
50 W Winnemucca Blvd., Winnemucca, NV 89445
775-623-5071 « B00-962-2638

Fax: 775-623-5087 » www.winnemucca.org
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