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BRAND EVOLUTION: Highlights
Brand Refinement
• Brand Workshop
• Creative testing initiated

Looking ahead:

• Summer 2023 NVM&VG release May 2023
• Concepting and testing new creative
• New campaign in Fall 2023

Nevada Magazine & Visitor Guide
• Spring 2023 Release Feb 2023

Official State Map Released
• Partnered with NDOT
• 1MM printed for distribution over the 

next 2 years



DESTINATION DEVELOPMENT: Highlights

• Cohort 1: Black Rock High Rock, White Pine County, 
Lincoln County

• In March, Travel Nevada staff and 3D consultants 
traveled to each Cohort 1 destination for an "on-the-
ground" experience to inform the planning process.

• The team met in-person with each 
destination's steering committee and hosted 
community listening sessions to gather thoughts, 
feedback and ideas from the community at-large.

• The Project Leads in each location worked with 
partners to put together a familiarization tour 
experience for the consultants, including sightseeing 
and guided tours.

3D Program: Destination Development Demonstration



DESTINATION DEVELOPMENT: Looking ahead

Looking ahead:

• The 3D consultants will draw from the information 
gathered on the tour, research from Travel Nevada, and 
a new visitor survey to formulate a draft 10-year 
destination plan for each community.

• Draft plans will be shared with and refined by the 
communities during a visit in July.

• Final plans will be presented in August, followed by 
Cohort 1 communities applying for a financial award to 
support their plan.

• Next 3D Project Working Group meeting on August 2.



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 Q4 and beyond...
• Finalize content for Battle Born Insiders
• Organize an incentive program
• Kickoff with selected communities for testing



INDUSTRY RELATIONS: Tourism Day at the Legislature

• Travel Nevada celebrated Tourism Day in the 
Legislature on February 13 by "taking over" the 
building. Partners were invited to showcase their 
destinations and to celebrate how Tourism Means 
More in Nevada.

• Partners connected with lawmakers and attended 
both the Senate and Assembly floor sessions and 
heard a reading of the Governor's Tourism Day 
Proclamation. We also had fun with our Nevada 
Road Trip-themed photo booth.

https://r20.rs6.net/tn.jsp?f=001Gf3I1kd6hTpoB5OT2bxeqYjJvw1JNKFQZBruj8mTHA9w1kwRwPHNP7QHhQ7o1B3kHyItovyyATpmtMDi-m7aDVrWTD4iDdaXAyw-Xijqk5BHod4w3YjKK1KSy9yPLCWaTn1x0CVvKd10IlZfpG2cnDXabT6ePcFywMbzxAIbJsTwzMqd7-NKgA==&c=eMTldCXbntEVZQ9N3T_8mQyAeiTdsdyyaecxJEpMPop3vDUhFTHHfg==&ch=N9jEtRZByR22Qd3gWpn7wpruG5IlHMGTqK8Bl5S_5KgC9k9vkGS2dA==
https://r20.rs6.net/tn.jsp?f=001Gf3I1kd6hTpoB5OT2bxeqYjJvw1JNKFQZBruj8mTHA9w1kwRwPHNP7QHhQ7o1B3kHyItovyyATpmtMDi-m7aDVrWTD4iDdaXAyw-Xijqk5BHod4w3YjKK1KSy9yPLCWaTn1x0CVvKd10IlZfpG2cnDXabT6ePcFywMbzxAIbJsTwzMqd7-NKgA==&c=eMTldCXbntEVZQ9N3T_8mQyAeiTdsdyyaecxJEpMPop3vDUhFTHHfg==&ch=N9jEtRZByR22Qd3gWpn7wpruG5IlHMGTqK8Bl5S_5KgC9k9vkGS2dA==


INDUSTRY RELATIONS: Main Street Now

• Staff attended the Main Street 
Conference held in Boston March 27-29

• The conference focuses on community 
development and revitalization.

• Other Nevada partners in attendance 
included GOED, Main Street Gardnerville, 
Mineral County, White Pine County, 
Boulder City Chamber of 
Commerce, Tonopah Main Street, and 
Esmerelda County



INDUSTRY RELATIONS: Rural Marketing Grants

Rural Marketing Grant applications open 
Mar 1-Apr 28, 2023

• $1.5M in available grant funds 

• One grant cycle with mid-year check-ins planned

• Travel Nevada hosted three webinars to assist 
potential applicants through the process.

 Part 1 – How to Apply for a Travel Nevada Rural 
Marketing Grant using Submittable (Feb 22, 2023)

 Part 2 – Rural Marketing Grant Application & 
Evaluation Forms Explained (Feb 23, 2023)

 Part 3 – Economic Impact Calculator and Matching 
Sliding Scale Update (Mar 9, 2023)

• Travel Nevada hosted additional webinars 
presenting grant co-op opportunities to help with 
media planning.



INDUSTRY RELATIONS: Looking ahead

Looking ahead:

• FY 2024 Rural Marketing Grants review and 
award

• Rural Roundup returns April 11-13, including 
Staff and Partner Fam. 175+ registrants, sold 
out conference.

• Territory Strategic Planning workshop and kick 
off

• Western State Tourism Directors Policy Council 
holds WESTO in Lake Tahoe in May

• Travel and Tourism Week



DISCOVER YOUR NEVADA: Paid Media Highlights
30 second DYN Broadcast Spot

Digital OOH Programmatic & Digital Display Ads

Nevada Independent 
Newsletter Ad

Social Ads



DISCOVER YOUR NEVADA: Paid Media Highlights

Sponsored Articles on RGJ.com and ThisIsReno.com



DISCOVER YOUR NEVADA: Looking ahead

Looking ahead:

• Continue always-on campaign 
utilizing programmatic advertising, 
SEO and SEM paid search, social 
media marketing, YouTube 
advertising, etc.

• Broaden state agency partnerships to 
reach multiple Nevada audiences

• FY24 planning



DOMESTIC MARKET DEVELOPMENT: Paid Media Highlights

• The bridge campaign continued to run. These are 
some of our highlighted partners for the quarter.

Interactive Mobile Display Banner Ads

Interactive Ad Unit for 
Streaming and Live TV
Played our :30 sec broadcast spot with the 
ability to interact with four different outdoor 
activities that rotated while the ad plays



DOMESTIC MARKET DEVELOPMENT: OTAs
Destination Landing Pages

Display 
Banner Ads



DOMESTIC MARKET DEVELOPMENT: Paid Media Highlights

• Native ads, as part of always on strategy, drive to 
content on TravelNevada.com

• 10 Classic Nevada Road Trips
• Uncommon Overnighters: Nevada’s Most 

Unique Retreats
• Winter in Nevada: Where to Warm Your Spirits

Programmatic Display & Native Advertising



DOMESTIC MARKET DEVELOPMENT: Paid Media Highlights
National Geographic - Sponsored Article Atlas Obscura – Destination page and sitewide advertising 



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 3,459

Likes 2,504

Comments 33

Shares 434

Saves 488

Total Engagements 3,279

Likes 2,855

Comments 71

Shares 296

Saves 57

Total Engagements 11,844

Reactions 8,472

Comments 187

Shares 400

Clicks 1,090

Total Engagements 6,207

Reactions 3,873

Comments 91

Shares 182

Clicks 655



DOMESTIC MARKET DEVELOPMENT: Social Media

Throughout Q3, organic posts were boosted to further reach Nevada’s target audience:
• March with a total 12K clicks and 18K engagements.
• Wild Burros was a top performer in March having the most engagements at 11,844.
• The Elko Spotlight post was also a top performer in March with 6,207 engagements.



DOMESTIC MARKET DEVELOPMENT: Social Media

Winter Content Video Shoots for Social Reels

Influencer 
Collaborations



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: Social Contest

Schellraiser Event Contest

We ran a contest where we gave 
away 2 tickets to the new 
Schellraiser Music Festival in McGill, 
Nevada and a free camping spot at 
the festival.

Total Submissions 831

From Social Ads 140

From E-Blast 650

Conversion Rate 27.44%



DISCOVER YOUR NEVADA: Paid Media Highlights

Homepage Takeovers on ReviewJournal.com and 
LasVegasSun.com



DOMESTIC MARKET DEVELOPMENT: Paid Performance 

• All campaign CTR and Conversion Rate are surpassing 
travel industry benchmarks.

• Sessions and partner referrals are up compared to last year.

• We saw the largest decrease in conversions due to changes 
made keyword targeting, cost/conversion increases, and 
some campaigns were not running in FY 22/23 that were 
running in FY 21/22.

Paid Search Performance YoY Overview

+14%
117,619 vs. 103,118

CLICKS
+14%

13.19% vs. 11.53%

CTR

-30%
18,900 vs. 27,036

PAID CONVERSIONS

• Video impressions are slightly lower in Q3 2023 because we were running three 
additional Video campaigns in the previous period

• Video ads generated 11,810 sessions (+18 PoP) with an increase in spend of 14%

• The Hiking video campaign was the stronger of the two campaigns running and received 
an average of 8 second of watch time per impression.

YouTube Performance Overview

-3%
1,054,806 vs. 1,082,930

IMPRESSIONS
+42%

25.06% vs. 17.65%

VIEW RATE

+26%
2.09% vs. 1.66%

CTR



DOMESTIC MARKET DEVELOPMENT: Newsletter

• In Q3, email drove less sessions but dropped our 
site bounce rate.

• Partner referrals are lower (-34% YoY), which could 
be attributed to sending two less emails to 11,471 
less subscribers, as we continue to clean our lists. 
The stronger content block for getting subscribers to 
click through to the website includes strong CTAs.

• The Visitor Guide emails received the highest 
engagement across both in-state and out-of-state 
visitors.

• Emails generated over 290% Visitor Guide 
Downloads from the previous year.

• Overall, list growth is up compared to this time last 
year.

• Newsletter signups grew +44% YoY

• Subscribed contacts grew +70% YoY

Email Highlights

-5%
11,790 vs. 12,369

SESSIONS
-2%

941 vs. 956

PARTNER 
REFERRALS

-2%
40.97% vs. 41.86%

BOUNCE RATE

-5%
16.37% vs. 17.19%

OPEN RATE
-14%

2.59% vs. 3.00%

CLICK RATE
-10%
15.81% vs. 17.49%

CTR

+10%
21.25% vs. 19.27%

OPEN RATE
+4%
5.44% vs. 5.24%

CLICK RATE
-6%

25.60% vs. 27.18%

CTR

Email Highlights Overview

Email Overview Out-of-State

Email Overview In-State



DOMESTIC MARKET DEVELOPMENT: Newsletter

Out-of-State

In-State

MONTH Type Email 
Theme Sent Open 

Rate
Click 
Rate CTR Unsubscribe 

Rate
Partner 

Referrals

January Thematic Winter Events 
Roundup 48,188 16.78% 1.48% 8.8% 0.37% 55

January Standard Aprés Everything 48,912 15.04% 1.5% 9.98% 0.41% 260

February Thematic Warm Your Spirits 49,391 16.04% 2.53% 15.76% 0.31% 90

February Standard Quarterly Visitor 
Guide 49,697 17.6% 4.79% 27.22% 0.35% 86

MONTH Type Email 
Theme Sent Open 

Rate
Click 
Rate CTR Unsubscribe 

Rate
Partner 

Referrals

January Thematic Winter Events 
Roundup 17,640 21.85% 3.27% 15% 0.2% 42

January Standard Aprés Everything 17,848 19.13% 3.11% 16.27% 0.21% 217

February Thematic Warm Your Spirits 18,001 20.6% 5.75% 27.93% 0.15% 119

February Standard Quarterly Visitor 
Guide 18,117 23.42% 9.54% 40.74% 0.15% 72



DOMESTIC MARKET DEVELOPMENT: TravelNevada.com

• During Q3 we saw a higher ratio of website 
visitors who then visit Nevada

• Q3 saw a boost in website and we see strong 
growth in established and emerging markets.

• Sessions to the website are lead in order by 
Organic, then Paid, and then Direct

• We can see the effects of increased engagement 
from the “Discover Your Nevada” campaigns

• We are above industry benchmark for the 
website’s ADA score

KPI FY to Date (Q3) YoY Change % to Goal FY Goal Targets

Partner Referrals 117,833 +52.3% 78.15% 225,000

Newsletter Signups 21,857 +35.9% 87.43% 25,000

Visitor Guide 
Downloads/Views 48,749 -8.5% 68.66% 71,000

KPI FY to Date (Q3) YoY Change % to Goal FY Goal Targets

Rural Pageviews 1,204,959 +9.8% 73.03% 1,650,00

Page Conversions 
(SEM + YouTube) 48,914.04 -18.4% 74.11% 66,000*

Nevada Traffic 560,404 -32.2% 70.05% 800,000*

Visitors with 10+ 
min sessions 99,383 -1.3% 66.26% 150,000

Visitors with 5+ 
pages/session 96,948 +8.0% 312.80% 30,994

Main KPIs

Supporting Metrics

*Reforcasted



DOMESTIC MARKET DEVELOPMENT: Big Earned Media Hits

By the end of Q3, we have achieved 
placements in 22 outlets, setting us at 
55% of the overall goal. 

Coverage included:
• Roadtrippers – The Top Things to Do On 

an Extraterrestrial Highway Road Trip

• TripSavvy – The ’Neon to Nature’ Routes 
Should Be a Must-Do on Your Next 
Vegas Trip

• Travel + Leisure – The Best Waterfall in 
Every U.S. State

• Forbes – The 15 Most Visited National 
Parks In America (And The Least)

https://roadtrippers.com/magazine/extraterrestrial-highway-road-trip/
https://roadtrippers.com/magazine/extraterrestrial-highway-road-trip/
https://roadtrippers.com/magazine/extraterrestrial-highway-road-trip/
https://roadtrippers.com/magazine/extraterrestrial-highway-road-trip/
https://roadtrippers.com/magazine/extraterrestrial-highway-road-trip/
https://www.travelandleisure.com/best-waterfall-in-every-us-state-7111241
https://www.travelandleisure.com/best-waterfall-in-every-us-state-7111241
https://www.forbes.com/sites/laurabegleybloom/2023/02/28/the-15-most-popular-national-parks-in-america-and-the-least/?sh=218c24f36192
https://www.forbes.com/sites/laurabegleybloom/2023/02/28/the-15-most-popular-national-parks-in-america-and-the-least/?sh=218c24f36192


DOMESTIC MARKET DEVELOPMENT: Media Fams

After a two-year hiatus due to the COVID-19 
Pandemic, the Cowboy Poetry Festival returned in 
Elko this year. To position the town as the 
quintessential cultural expression of the American 
West, we invited four writers from Top 100 outlets to 
experience the event and explore other attractions in 
Elko.

Brian Kluepfel
Lonely Planet 
Contributor

Kailey Sullins
Managing Editor, 
Western Horseman

Johnny Motley 
Matador Contributor

Mae Hamilton 
Arts and Culture 
Assistant Editor, 
AFAR



DOMESTIC MARKET DEVELOPMENT: Media Fams

Results to date:

AFAR –Why the Unofficial Cowboy Capital of 
Nevada Should Be Your Next Trip

Adventure.com – How to explore Spanish
Basque country – in America



DOMESTIC MARKET DEVELOPMENT: Press Releases

To build off the success of last year’s Seven 
Weirdest Wonders release, Travel Nevada 
wrote a release about Uncommon 
Overnighters throughout the state. This 
includes anything and everything from 
luxurious yurts to ghost town stays. The 
release went live in January, and we are 
continuing to use content from the release 
in pitches where appropriate.

Uncommon Overnighters



DOMESTIC MARKET DEVELOPMENT: LA Mission

• On March 21, 2023, Travel Nevada held a “Find 
Something Fascinating” media reception that 
included 11 partners from around the state. 

• Despite an “atmospheric river” (intense rain), 25 
media attended the event.

• Travel Nevada also had meetings with three 
journalists from our top 100 outlet list and the 
team is working to schedule another virtual 
meeting.

• Guests were able to experience several different 
outdoor recreation activities that the state has to 
offer including rockhounding, hiking & biking, 
stargazing and winter sports.

• Guests were also able to connect with our
partners and learn more about the unique 
outdoor recreation and other attractions in the 
state.



DOMESTIC MARKET DEVELOPMENT: LA Mission

MEDIA FEEDBACK
“Thank you so much for the hospitality; I learned so much about all the great things 
Nevada has to offer, and I'm hoping I can partner with a CVB soon to share some travel 
stories with my audience!” – Alicia Chew, Freelance

“I did enjoy the event. Nice group of people.” - Angela Fairhurst, Freelance

“Thank you for inviting me to such a cool event last night. I was really impressed with all 
of the super neat setups showcasing all Nevada has to offer! I love Nevada and if I had 
more time in my life I'd be there a lot more often ;)” - Molly O’Brien, Fodors Contributor

MEDIA LEADS
• Angela Fairhurst, Freelance Writer -Won the southern Nevada trip
• Molly O’Brien, Fodor’s Contributor -Won the northern Nevada trip
• Kinya Claiborne, Founder and Editor-in-Chief, Style & Society 
Magazine - Interested in a ski trip
• Jim Benning, Travel Editor, AAA – Interested in fall Great Basin 
Highway Trip
Interested in receiving Nevada news:
• Deborah Shadovitz – Blogger & Freelance Writer
• Emily Kaufman – Editor-in-Chief, The Travel Mom, TV Contributor, 
CBS
• Kinya Claiborne – Founder and Editor-in-Chief, Style & Society 
Magazine
• Nailah Hayward - Blogger, There’s so much to see
• Susan Hornik – Freelance Writer



DOMESTIC MARKET DEVELOPMENT: Tradeshows
• IITA Summit

• GoWest

 February 12-15
 San Diego
 Annual summit connects inbound operators and 

receptives with U.S. suppliers
 Travel Nevada conducted 27 1:1 appointments

 February 25-March 2
 Anchorage
 Due to weather conditions, Travel Nevada was 

unable to attend, but other partners represented 
the state

 In FY24, Lake Tahoe will host Go West and 
Travel Nevada will co-sponsor the conference



DOMESTIC MARKET DEVELOPMENT: Missions and Events
• Southeast Joint Sales Mission

• SoCal Joint Sales Mission

 March 6-10
 Events held in Miami, Atlanta, and Charlotte
 183 attendees
 Part of a series of joint missions held with 

RSCVA and LVCVA
 Other partners included Circa, Virgin Hotel, 

Resorts World, Station Casinos, Indigo Show 
tickets, Illuminarium (Area15), Las Vegas 
Territory and Reno-Tahoe Territory

 March 22
 Co-hosted with Las Vegas Territory, 

LVCVA, and Spirit Airlines
 18 Nevada partners
 70 Attendees



DOMESTIC MARKET DEVELOPMENT: Looking ahead

Industry Development

• Accent West

• Midwest Joint Sales Mission

 May 10-12
 Laughlin, NV
 In-depth Nevada product training and 

itinerary planning
 Anticipated attendance: 22 tour 

operators, 12 Nevada partners

 June 4-9
 Chicago, St. Louis, Minneapolis
 Fifth in a series of missions co-hosted in 

partnership with LVCVA and RSCVA
 Anticipated attendance: 260

Marketing Public Relations

• Northwest Mission

• Influencer FAMs

• Stargazing Top 100 FAM

 Portland and Seattle
 Virtual Desksides

 Travel + Leisure
 Forbes
 Space.com

• 2023 Media Buy execution

• 2024 Media Buy planning

• TravelNevada.com

 Warner-Bros/Discovery Video Series
 Lonely Planet Articles and Video Series
 SXM Media Podcast Host reads
 Trip Advisor Branded Trips
 Travel Zoo Destination Showcase and 

newsletter
 Atlas Obscura Video Series and designated 

Podcast
 Podcast Ads Read by Hosts
 Continuing OTAs, Native, and 

Programmatic advertising

 Inter-agency coordination
 New market research/discussion
 RFPs going out
 Approval at June Commission meeting

 Merrills on the Move (Neon to Nature)
 Gwyn and Ami (Neon to Nature)
 Austin Pederson (Death Valley Rally)
 Becky Nesel (Rockhounding)
 Lauren Clarridge (Lake Tahoe Loop)
 Alec Sills-Trausch (Great Basin Highway)
 Kristin Addis (Burner Byway)

 Trip Planning Tools
 Improve UX overall on site
 Itinerary content specific to adventure 

level and demographics



INTERNATIONAL MARKET DEVELOPMENT: Missions

Visit USA Australia Mission and International 
Media Marketplace
• February 20-24
• Sydney, Melbourne, Brisbane
• Travel Nevada presented to nearly 700 front-line 

travel agents.
• In addition to these presentations, the team 

conducted VIP receptions in partnership with 
LVCVA. These receptions were for agents who have 
received their NV Trailblazer certification.

• Intimate media luncheons for 12-15 top tier 
journalists were held in Brisbane and Melbourne

• Key meetings and trainings were held with 
Helloworld, Luxury Escapes and Flight Centre.

• 30 1:1 business meetings were conducted with key 
market tour operators at Brand USA marketplace.

• Travel Nevada met 1:1 with 25 Australian 
journalists during TravMedia's International Media 
Marketplace



INTERNATIONAL MARKET DEVELOPMENT: Missions

Canada Mission
• March 14-21
• Toronto, Calgary, and Edmonton
• Eight Nevada partners participated: RSCVA, 

Reno-Tahoe Territory, North Lake Tahoe, Pony 
Express Territory, Nevada Silver Trails, Las 
Vegas Territory, Bramer Tours and Attraction 
Group Las Vegas.

• Travel Nevada and statewide partners met 
with more than 100 clients, including Canada 
Jetlines, Swoop Airlines, Air Canada Vacations, 
AMA Travel, Alberta Motorcoach Association, 
Travel Brands and Flight Centre.

• The sales mission included participation at the 
Calgary Outdoor Travel and Adventure 
consumer show, which welcomed 10,000 
attendees.



INTERNATIONAL MARKET DEVELOPMENT: Press Trips

Hosted Media in Q3 included:

Canada:
• Andrew Penner: Calgary Herald & Post Media
• Rob Longley: Toronto Sun

UK:
• British Airways High Life in-flight magazine –

UVM: 5.8M

Latin America:
• Group Press Trip with Donde Ir, Reforma, 

viveUSA. Coverage forthcoming
• TV Capsule: Al Extremo – TV Azteca – Reach: 

12M

Australia:
• NZ Herald – EMV: $44,350



INTERNATIONAL MARKET DEVELOPMENT: Looking ahead

• Brand USA UK & Ireland Mega FAM April 19-27
 Total of 12 travel advisors approved by American Airlines 

• IPW 2024 – San Antonio May 20-24
 Shared booth space with RSCVA, Visit Carson City, North Lake Tahoe
 Travel Nevada had a total of 88 buyer appointments
 Hosted joint breakfast event for 100 buyers with RSCVA and LVCVA on May 23

• Multi-national FAM June 1 – 7
 Total of 11 travel advisors from: Australia, Canada, Mexico & Switzerland.

• Brand USA Australia Mega FAM June 9 & 10
 Total of 13 travel advisors approved by Hawaiian Airlines.

• International Press Trips
 UK: Alejandra Rubio for Wanderlust Magazine: Burner Byway, April 14-16
 Latin America: NatGeo, May 1-6
 Canada: TravelZoo influencer, April 26-30
 Michael Morcos for World Traveller Magazine, June 26-July 1
 Australia: Marie Barbieri for Escape, May 28-June 3
 Australia: Melissa Mason for Pedestrian Magazine, June 5-10



TRAVEL NEVADA: Q3+ Initiatives - Completed
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 (kicked off)
• Work with 2023 grant awardees √
• Rural Roundup 2023 √

As of 5/31/23



TRAVEL NEVADA: Q4+ Initiatives - Upcoming
Domestic Market Development
• Accent West
• Midwest Sales Mission
• FY23 media plan completion
• FY24 media planning and approval
• Website itineraries and trip planning launch
• Northwest virtual desksides
• Influencer FAMs (7)
• Stargazing FAM

International Market Development
• Release final international RFP
• Onboard Australia, Canada, and Germany for 

FY24-25
• Brand USA UK & Ireland Mega FAM
• Multi-national FAM
• Brand USA Australia Mega FAM
• Press trips (7)

Brand Evolution
• Summer 2023 NVM&VG release May 2023
• Concepting and testing new creative
• New campaign in Fall 2023

Destination Development
• Cohort 1 10-year draft plans in Q1 FY24
• Cohort 2 kickoffs

Visitor Experience
• Finalize and release brand ambassador trainings

Industry Relations
• FY 2024 Rural Marketing Grants review and award
• Rural Roundup
• Territory Strategic Planning awards
• WESTO

Discover Your Nevada
• Launch new website itineraries
• Complete FY24 plan
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