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BRAND EVOLUTION: Highlights

• Brand Refinement
• Surveyed staff and stakeholders as part of brand development
• Released first wave of bridge campaign creative

Upcoming in Q3 and beyond….
• Brand workshop
• New 2023-2025 State Map release
• Spring 2023 Magazine & Visitor Guide release Feb. 2023
• Summer 2023 release May 2023
• Concepting and testing creative
• New campaign in Fall 2023

• Nevada Magazine & Visitor Guide
• Continued successful production of newly branded

piece
• Due to continued demand, 60,000 Winter issues were 

produced, an increase of 50% over last year
• Visited Thunderbird Lodge for Spring 2023 story on this 

landmark
• Production staff traveled the state to gather assets for 

Fall content to be used in the publication and on 
TravelNevada.com

• Other editorial coverage included Austin, Boulder City, 
and Mesquite



DESTINATION DEVELOPMENT: Highlights

• 3D grant applications closed on Oct 25. Travel Nevada 
received 16 concept applications .

• Travel Nevada convened the 3D Working Group, made up of 
state and federal partners, to select six projects which were 
subsequently approved at the Dec 8 commission meeting .

• Friends of Black Rock High Rock, Lincoln County (LCAT) 
and White Pine County were selected for the first cohort 
with kickoff meetings planned at the start of the new year.

• Boulder City Chamber of Commerce, Nevada’s Indian 
Territory, and Visit Carson City applications were selected for 
second cohort, beginning in FY24.

3D Awardees, Cohort 1 
• Black Rock High Rock
• Lincoln County (LCAT)
• White Pine County

3D Awardees, Cohort 2
• Boulder City Chamber of 

Commerce
• Nevada’s Indian Territory
• Visit Carson City

3D Program: Destination Development Demonstration



DESTINATION DEVELOPMENT: Highlights

Friends of Black Rock High Rock

Objective
 Enhance adventure tourism in the National Conservation Area

Goals
 Build a Black Rock Country Welcome Center
 Create heritage tourism assets that lean into the area’s unique and 

colorful history

Selection Rationale
 Place-based concepts focused on improving quality of life for 

both visitors and residents; strong partnerships with key 
organizations



DESTINATION DEVELOPMENT: Highlights

Lincoln County Authority of Tourism

Objective
 Leverage tourism to contribute to economic sustainability of the 

county by developing an ongoing management plan

Goals
 Increase community support for funding and technical assistance
 Capitalize on existing assets and enhance/expand tourism 

services, amenities, and wayfinding

Selection Rationale
 Presented a clear vision for tourism development that builds upon 

the pilot program; solid support from partner agencies with new 
players coming to the table 



DESTINATION DEVELOPMENT: Highlights

White Pine County Tourism & Recreation

Objective
 Enhance and unify outdoor, arts and culture, and historical 

resources and products

Goals
 Be the year-round basecamp for outdoor recreation when 

exploring eastern Nevada 
 Create a thriving and connected community – physically, 

culturally, socially – that presents a unified message that is 
supported and cross promoted

Selection Rationale
 Strong inclusivity of county-wide communities and assets; diverse 

mix of attractions and events



DESTINATION DEVELOPMENT: Highlights

Boulder City Chamber of Commerce

Objective
 Develop a hub and spoke model for the region from the upcoming 

Boulder City Adventure Center  

Goals
 Be the transportation hub for visitors from Las Vegas to the 

region, that could be replicated elsewhere in NV
 Through educational activities at the Adventure Center, create 

new outdoor experiences for novice adventurers

Selection Rationale
 Eco-tourism focused; opportunity to unify diverse assets and 

product offerings; potential to attract more outfitters to the region



DESTINATION DEVELOPMENT: Highlights

Nevada’s Indian Territory

Objective
 Develop statewide eco-cultural tourism assets focused on 

environmental stewardship and cultural aspects of the Great Basin 
Indigenous People

Goals
 Strengthen cultural awareness and cultural identity
 Establish itineraries and tours representative of Great Basin Tribes

Selection Rationale
 State-wide effort to unite all 28 tribes; rich opportunity for 

entrepreneurial activity; purposeful alignment with tribal-owned 
businesses



DESTINATION DEVELOPMENT: Highlights

Visit Carson City

Objective
 Establish a cultural corridor connecting Carson City, Carson 

Valley and Virginia City’s cultural assets 

Goals
 Improve visibility for arts and culture attractions, galleries, and 

studios
 Create opportunities to connect local artisans with  visitors

Selection Rationale
 Great regional collaboration around arts & culture; opportunity to 

change the perception of the region 



DESTINATION DEVELOPMENT: Looking ahead

Upcoming in Q3 and beyond…
• Cohort 1 working on forming community-inclusive 

steering committees, stakeholder maps, and 
conducting a destination audit of their tourism assets

• Quarterly meeting with Destination Development 
Working Group on Feb 17

• Check-in meeting with Cohort 2 on Feb 23
• In-person meetings and familiarization tours will be 

scheduled with Better Destinations and staff with 
Cohort 1 in March

• Attending Main Street Conference in Boston Mar 27-
29
 Educational conference on community 

development and revitalization



VISITOR EXPERIENCE: Battle Born Insiders

• Similar to NV Trailblazers, this training 
platform is being developed for local tourism 
and hospitality employees

• Chapters will include training materials on 
Tourism Means More, Road Trips, Discover 
Your Nevada, and Recreate Responsibly

Upcoming in Q3 and beyond...
• Finalize and release chapters for Battle Born

Insiders
• Kickoff with selected communities for testing
• Widespread outreach throughout Nevada



INDUSTRY RELATIONS: Rural Marketing Grants

• Rural Marketing Grant applications closed for Cycle 2 on 
Oct 14

• Internal and TAC application reviews were submitted 
and approved at the Dec 8 Commission Meeting

• Remaining funds will be reinvested into strategic 
planning projects for territories

 $759K in available funds; $824K in requests
 23 applications; 20 recommended for awards

Territory Total
Cowboy Country $150,500
Las Vegas Territory $105,308
NV’s Indian Territory $15,608
NV Silver Trails $90,777
Pony Express Territory $147,662
Reno-Tahoe Territory $161,281
Total $671,136

CC
22%

LVT
16%

NIT
2%

NST
14%

PET
22%

RTT
24%

CYCLE 2 BY TERRITORY



INDUSTRY RELATIONS: Looking ahead

Upcoming in Q3 and beyond…
• FY 2024 Rural Marketing Grants open March 1 –

Apr 28, 2023
• One grant cycle in FY 2024 planned with mid-

year check-ins in Jan 2024
• $1.5M in available funds

• Webinars planned for FY23 Q3with topics on:

• Tourism Day at the Legislature, February 13
• Rural Roundup returns, April 11-13

 Media buying, marketing opportunities, 
sliding scale for matching scheme, 
economic impact calculator, and how to 
use the Submittable platform

 $100K will be used for Territory planning

 Mesquite, Eureka Casino & Resort



DISCOVER YOUR NEVADA: Paid Media Highlights

• Promoted the popular “Nevada Pride Shopping 
Guide” to an in-state audience during the holiday 
shopping season 

• Advertising outlets included USA Today eblasts, LV 
Weekly print and native promotion, Las Vegas Sun 
homepage takeover, and boosted social posts 

NV Pride Shopping Guide Highlights:

Sent to Unique Opens All Opens Clicks

65,455 21,197 30,713 20

Ad server impressions Ad server clicks Ad server CTR

45,937 72 0.16%

Pageviews Time on Site

239 0:38

Native Content

Email Inclusions

Homepage Takeover



DISCOVER YOUR NEVADA: Paid Media Highlights

Supported in-state traffic through paid placements with InPowered. InPowered Takeaways

• Overall, there were 85 Next 
Action clicks for the DYN 
campaign.

• Why the Mizpah was Voted the 
#1 Most Haunted Hotel had the 
highest number of clicks at 3K.

• Meet the Lady in Red: Nevada’s 
Most Famous Ghost kept our 
audience engaged the longest 
with an avg. engagement time of 
over 1.75 minutes.

Impressions Clicks CTR Engagements

2,507,691 11,964 0.48% 5,056



DISCOVER YOUR NEVADA: Looking ahead

Upcoming in Q3 and beyond…
• Develop always-on campaign utilizing programmatic 

advertising, SEO and SEM paid search, social media 
marketing, YouTube advertising, etc.

• Develop content for Spanish-speaking audiences and 
media outreach

• Expand other state agency partnerships to reach 
multiple Nevada audiences

• Create itineraries geared towards different adventure 
levels, from the more casual adventurer to those highly 
skilled, including specific itineraries for families, 
seniors, solo travelers, etc.

• As part of partnership with PBS’s Wild Nevada, create 
a video series titled “Discover Your Nevada Moments” 
to provide a deeper look into the history and wonders 
of Nevada

• Work with local influencers to harness local 
perspectives



DOMESTIC MARKET DEVELOPMENT: Paid Media

• With the bridge campaign 
continuing, Travel Nevada worked 
with creative and digital agencies 
to create campaign-specific 
landing pages for a seamless user 
experience

• The media plan for January 
through June 2023 was approved
at the December Commission 
meeting



DOMESTIC MARKET DEVELOPMENT: Paid Media Highlights
Sunset
• Tactics consisted of standard display, newsletters, eblasts, and 

custom social posts that promoted custom content on Sunset.com
• Custom editorial placement generated more than 11,300 page views 

while users spent an average of 1:12 viewing the content
• Social placements received more than 350 engagements with 1.56% 

CTR
• Newsletter and Eblasts had a nearly 40% open rate
• Logo and banner clicks generated more than 4K



DOMESTIC MARKET DEVELOPMENT: Paid Media Highlights
inPowered
• Native ads, as part of always on strategy, drive to 

content on TravelNevada.com
• See Why Nevada is the Desert Bighorn Sheep 

Capital had the highest average engagement, at 
58 seconds

• See Why Nevada is the Road Trip Capital of the 
USA was the top performing article, generating 
20K clicks and 4K engagements

Adara
• Standard display, targeting specific audience 

segments
• Uses first-party data to specifically target those 

currently in the market for travel
• After ad exposure, there were 17,018 hotel 

searches resulting in 993 bookings
 Bookings represent 1,853 total travelers 

and 2,194 room nights



DOMESTIC MARKET DEVELOPMENT: Social Media

Our organic engagement continues to grow. 
• Below are some of our top engaged posts from Facebook and Instagram:

Total Engagements 5,035

Likes 3,911

Comments 98

Shares 550

Saves 468

Total Engagements 3,760

Likes 3,502

Comments 92

Saves 166

Total Engagements 12,082

Reactions 3,785

Comments 164

Shares 390

Clicks 4,836

Total Engagements 10,702

Reactions 4,744

Comments 365

Shares 596

Clicks 2,703



DOMESTIC MARKET DEVELOPMENT: Social Media

Throughout Q2, organic posts were boosted to further reach Nevada’s target audience
• October was the top performing month overall, generating 10K clicks & 35K page engagements.
• Hot Springs was a top performer, having the most clicks out of all October posts at 3,914.
• Haunted History was also a top performer, bringing in the most page engagements at 10,159.



DOMESTIC MARKET DEVELOPMENT: Social Media

• Lead-generation promotion continued on Meta (Facebook) 
for Visitor Guide requests and e-newsletter signups

• The Q2 Meta Lead Generation campaign generated       
2,376 leads

• Our Target Audience was more likely to engage with 
(and complete) the Newsletter ad

• Visitor Guide ad performance was not far behind



DOMESTIC MARKET DEVELOPMENT: Newsletter

Out-of-State

In-State



DOMESTIC MARKET DEVELOPMENT: TravelNevada.com

• TravelNevada.com continues to 
perform well, with many goals on track 
or exceeding pace

• Optimizations are in progress for 
metrics not on pace

• UX improvements began, based on 
web usability study findings 

• GA4 was implemented ahead of 
Google’s schedule

KPI FY to Date (Q2) YoY Change % to Goal FY Goal Targets

Partner Referrals 114,645 +72.0 50.95% 225,000

Newsletter Signups 13,392 +84.6% 53.57% 25,000

Visitor Guide 
Downloads/Views 26,925 -30.6% 37.92% 71,000

KPI FY to Date (Q2) YoY Change % to Goal FY Goal Targets

Rural Pageviews 819,834 +20.5% 49.69% 1,650,00

Page Conversions 
(SEM + YouTube) 30,084 -14.5% 29.79% 101,000

Nevada Traffic 396,397 -27.8% 33.03% 1,200,00

Visitors with 10+ 
min sessions 67,392 -0.5% 44.93% 150,000

Visitors with 5+ 
pages/session 67,399 +17.1% 217.46% 30,994

Main KPIs

Supporting Metrics



DOMESTIC MARKET DEVELOPMENT: Media Fams

• In October, Taylor McIntyre, a visual editor at 
TripSavvy, visited the Neon to Nature Road 
Trip to refresh the outlet’s information about 
the area. During the trip, she also covered 
Boulder City, which will result in new 
coverage for the destination.

• Also this fall, Valerie Stimac, freelance 
journalist for Valerie & Valise and 
Space Tourism Guide, explored the 
E.T. Highway. The FAM resulted in a 
five placements total.



DOMESTIC MARKET DEVELOPMENT: Big Earned Media Hits

Earned media placements continue to 
exceed goals, with six additional 
pieces of coverage on the Top 100 list, 
which is a 60% increase over last FY. 
Coverage included:
• Thrillist – This Fifth-Generation Ranch in 

Nevada is Making Some of America’s 
Best Whiskey

• AFAR – The Underrated States of 
America

• Travel + Leisure – The 50 Best Places to 
Travel in 2023

• Thrillist – Haunted Places Near Las 
Vegas to Totally Creep You Out

• The Daily Beast – Northwest Nevada is 
a Trip for Everybody

• Travel + Leisure – Best Museums in the 
U.S.

https://www.thrillist.com/travel/las-vegas/visit-frey-ranch-whiskey-distillery-nevada
https://www.thrillist.com/travel/las-vegas/visit-frey-ranch-whiskey-distillery-nevada
https://www.thrillist.com/travel/las-vegas/visit-frey-ranch-whiskey-distillery-nevada
https://www.afar.com/magazine/the-underrated-states-of-america
https://www.afar.com/magazine/the-underrated-states-of-america
https://www.travelandleisure.com/best-places-to-go-2023-6827750
https://www.travelandleisure.com/best-places-to-go-2023-6827750
https://www.thrillist.com/travel/las-vegas/most-haunted-places-in-nevada
https://www.thrillist.com/travel/las-vegas/most-haunted-places-in-nevada
https://www.thedailybeast.com/in-northwest-nevada-a-trip-for-everybody
https://www.thedailybeast.com/in-northwest-nevada-a-trip-for-everybody
https://www.travelandleisure.com/best-museums-in-the-us-6826638
https://www.travelandleisure.com/best-museums-in-the-us-6826638


DOMESTIC MARKET DEVELOPMENT: Tradeshows

• Texas Sales Mission
• Joint event with LVCVA and RSCVA
• October 2-7, 2022
• Dallas, Houston, and Austin
• Five partners registered under Travel Nevada

• Six Las Vegas hotels also participated
• 490 attendees across three cities

• NTA Summit and FAM Tour
• November 13-16, 2022 in Reno
• 600+ attendees, 55 1x1 appointments with operators
• Travel Nevada co-hosted Welcome Reception
• Pre-conference FAM tour with 11 receptive operators 

through Cowboy Country

 RSCVA, Reno-Tahoe Territory, Atlantis Casino 
Resort Spa, Las Vegas Territory, City of Fallon



DOMESTIC MARKET DEVELOPMENT: Looking ahead

Industry Development

• International Inbound Travel 
Association (IITA) Summit – San Diego 

• Go West Summit – Anchorage

• Southeast Joint Mission – Miami, 
Atlanta, Charlotte

• SoCal Joint Event – Los Angeles

 February 12-15 
 Connects inbound operators and 

receptives with U.S. suppliers

 February 26 – March 2 
 Opportunity to meet with domestic and 

international tour operators to design, 
develop and maintain American West 
Tourism products

 March 6-10
 Co-host with LVCVA and RSCVA

 March 22
 Co-hosted with LVCVA, Las Vegas 

Territory and Spirit Airlines
 In conjunction with Media event

Marketing Public Relations

• Press releases/pitches

• Sub-campaigns

• FAMs

• Los Angeles Media Mission and Event

 Uncommon overnighters

 Travel & Tourism Week (May)

 Cowboy Poetry

 Influencer fam

 National Plan for Vacation Day (Jan)

 Catalog of Curiosities

 Outdoors/dark skies focus
 At least 10 partners participating
 In conjunction with InDe event

 Top 100 media inspiration for “Weird 
Nevada” experiences

 Five confirmed media from Top 100 list

 Focus on authentic video content

• 2023 Media Buy execution

• 2024 Media Buy planning

• TravelNevada.com

• Social Media

• Newsletters

 Host National Geographic at Cowboy 
Poetry

 Develop new OTA landing pages 
(seasonal)

 Execute content partnerships
 Launch media landing pages (TN.com)

 Facilitate inter-agency coordination
 Research new market/audience strategy
 Approval at June Commission meeting

 Add SSO (Single Sign-On) and Favoriting
 Improve UX 
 Develop itinerary content specific to 

adventure level and demographics

 Include more Instagram Reels

 Continue to A/B test and optimize 



INTERNATIONAL MARKET DEVELOPMENT: NV Trailblazers

• Training platform for tour operators,
wholesalers, agents and receptives

• Launched in September 2022

• Spanish version went live in December 
2022

• 348 registered and 108 certified as of end 
of Q2

• Promotion of program begins in Q3

 Increase of 49% registered over last quarter
 Increase of 48% certified over last quarter
 Completion rate currently ~31%
 Goal completion rate is 85% https://travpro-nevada.netlify.app/main

https://travpro-nevada.netlify.app/main


INTERNATIONAL MARKET DEVELOPMENT: Trade FAM

• First post-COVID Mega FAM Nov 14-20
• 17 buyers from Australia, Germany, Mexico & UK 

from American Airlines, Flight Centre, Gold Medal, 
Virgin Atlantic, CRD Touristik GMBH, and NAO Travel 
Collection

• FAM trip covered Las Vegas & Neon to Nature 
itinerary, followed by Great Basin Highway and ET 
Highway

• Focus on outdoor recreation and parks: Valley of Fire, 
Cathedral Gorge, Ward Charcoal Ovens, Kershaw Ryan, 
and Great Basin National Park

• Stops in rural destinations – Mesquite, Pioche, Ely, 
Rachel, and Boulder City

• For some participants, this FAM was their first post-
COVID FAM, which puts Nevada as a leader in 
international efforts



INTERNATIONAL MARKET DEVELOPMENT: Mexico Mission

• Travel Nevada-led Mexico Mission
• Oct 17-21, 2022
• Secondary markets – Guadalajara, Leon, 

Querétaro
• Partners registered: Reno-Tahoe Territory, Las 

Vegas Territory, City of Fallon, Reno-Sparks 
Convention & Visitors Authority, Caesars 
Entertainment, Red Lion Consulting, TROTA 
receptive

• Mission focused on building product and 
destination awareness for holiday bookings

• Met a collective 128 contacts at 1x1 travel trade 
meetings and extensive networking events

• Consumer media interviews were conducted 
and aired on Televisa, a national TV channel for 
Mexico & Latin America



INTERNATIONAL MARKET DEVELOPMENT: Earned Media, UK and Australia

United Kingdom:
• Hosted a five-person press trip from Las 

Vegas to Great Basin National Park 
• Coverage so far: 

 LoveEXPLORING
 Circulation: 350,000

 Nevada’s Most Beautiful Sights and 
Attractions
 Circulation: 3,024,868

 The Sun: UFOs, Aliens, and Ghostly 
Cowboys
 Circulation: 1,013,777

Australia:
• Hosted journalist Megan Singleton on the 

Neon to Nature Road Trip 
 Impressions: 589,000

https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fwww.loveexploring.com%2fnews%2f166383%2froute-50-nevada-extraterrestrial-highway-road-trip&c=E,1,LeLdwj3vU2SZ_w4-CKKFUnJTqXW1lL98kiml5Mh3YfmsAR-VRg5IwFXIB5qQFASEMfuLvMDuZRVFscbuy6mKB_dqYzldVn0REi4OTq6q_Gihb0aL2w,,&typo=1
https://www.loveexploring.com/galleries/155462/nevadas-most-beautiful-sights-and-attractions?page=1
https://www.loveexploring.com/galleries/155462/nevadas-most-beautiful-sights-and-attractions?page=1
https://www.thesun.co.uk/travel/20259119/area-51-nevada-america-terrifying-state/
https://www.thesun.co.uk/travel/20259119/area-51-nevada-america-terrifying-state/


INTERNATIONAL MARKET DEVELOPMENT: Earned Media, Germany

• Freelance Journalist and Radio Broadcaster, Tom Noga drove 
the Loneliest Road in America 
o In Q2, Tom has produced two radio shows: 

 USA: Highway-Geschichten zu den Midterms -
WDR 5 Neugier genügt - Das Feature - WDR 5 -
Podcasts und Audios - Mediathek - WDR
 Impressions: 850,000

 Highway 50: Die einsamste Straße Amerikas | 
Breitengrad | Bayern 2 | Radio | BR.de
 Impressions: 580,000

 Note: two additional shows forthcoming

• Influencer Elisa Deustchmann took an RV trip around southern 
Nevada

• Our German office also hosted a five-person media trip 
including:
 Reisen: 95,000 circulation
 Tagesspiegel: 380,000 daily readers and 10.5 million web 

visitors
 Augsburger Allgemeine: 730,000 daily readers and 

around 20 million web visitors
 Suddeutsche Zeitung: 1.28 million daily readers and 70 

million web visitors
 Connoisseur Circle: 81,000 circulation

https://www1.wdr.de/mediathek/audio/wdr5/wdr5-neugier-genuegt-das-feature/audio-usa-highway-geschichten-zu-den-midterms-100.html
https://www1.wdr.de/mediathek/audio/wdr5/wdr5-neugier-genuegt-das-feature/audio-usa-highway-geschichten-zu-den-midterms-100.html
https://www1.wdr.de/mediathek/audio/wdr5/wdr5-neugier-genuegt-das-feature/audio-usa-highway-geschichten-zu-den-midterms-100.html
https://www.br.de/radio/bayern2/sendungen/breitengrad/highway-50-die-einsamste-strasse-amerikas-100.html
https://www.instagram.com/artivicial/


INTERNATIONAL MARKET DEVELOPMENT: Looking ahead

Coming in Q3 and beyond…
• Staggered RFPs for international offices

 Australia and Canada RFPs 
 Contracts to start April 2023-Jun 2024 (1year, 3mo)

 UK and Germany RFPs
 Contracts to start July 2023-June 2025 (2 years)

• Visit USA Australia Mission and International Media Marketplace
 February 20-24 in Sydney, Melbourne, Brisbane

• Travel Nevada-led Canada Mission
 March 15-21 in Toronto, Calgary and Edmonton

• Planning for IPW 2023 – San Antonio, TX
 Partners participating – Reno-Sparks CVA, Visit Carson City, 

Elko CVA, North Lake Tahoe



TRAVEL NEVADA: Q2 Initiatives - Completed

Discover Your Nevada
• Promote Fall travel opportunities √
• Promote Nevada Pride Shopping Guide √

Domestic Market Development
• Extend bridge campaign, continue in new markets √
• Connect Marketplace (Aug) √
• Connect RTO Summit (Oct) √
• Joint TX Sales Mission (Oct) √
• NTA Summit & FAM (Nov) √

International Market Development
• Mexico Mission (Oct) √
• International Trade FAM (Nov) √
• Canada & Germany Media FAM √
• UK & Germany Group Press trips √

Brand Evolution
• Brand values surveys √
• Bridge campaign release √
• Brand workshop (Jan) √

Destination Development
• Review 3D concept applications √
• Convene working group for 

recommendations √
• Select six destinations for implementation √

Visitor Experience
• Develop chapters in Battle Born Insiders 

program (in-progress)

Industry Relations
• Evaluate grant applications √
• Award rural grants √



TRAVEL NEVADA: Q3+ Initiatives - Upcoming
Discover Your Nevada
• Launch new website itineraries
• Promote spring/summer travel
• Develop FY24 campaign

Domestic Market Development
• Launch 2023 half-year paid media campaign
• Top 100 Fams
• Develop FY24 campaign

International Market Development
• Release and award contracts in four of five 

international markets
• Australia mission and International Media 

Marketplace
• Canada mission
• IPW, San Antonio

Brand Evolution
• Brand positioning testing
• Concept development and refinement
• New campaign in Fall 2023

Destination Development
• Steering committee meetings for Cohort 1
• Cohort 1 site visits and community events
• Continued research and gap analysis for 

Cohort 1 destinations
• Cohort 2 kickoffs

Visitor Experience
• Develop brand ambassador trainings

Industry Relations
• Conduct TAC strategy sessions
• Work with 2023 grant awardees
• Rural Roundup 2023
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