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WHAT YOU’LL SEE
The FY25 paid + earned plan strategically reaches our target traveler and helps them Get A 
Little Out There to spend more and stay longer in Nevada. Compared to previous years, this 
plan includes:

● Six hero activations/brand partnerships 
● Continued – but optimized – investment in top performing channels and partners.
● Year-round video and audio 
● Timely targeting to audiences based on travel occasions – bleisure, youth sports, etc.
● Thoughtful and impactful Hispanic audience targeting
● Increased national media visits to Nevada
● Strategically integrated in-state PR and paid tactics
● … and so much more. 



REFLECTIONS + APPROACH 
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FY24 GOALS + PRIORITIES
Our overall objective is to shift perception in a way that continues to encourage people to spend more 
and stay longer in Nevada. We do that by showcasing the state in a way that proves Nevada:

● Has a variety of things to see and do (outdoor recreation opportunities, and more than deserts)
● Offers off-the-beaten path experiences/local culture and history (beyond Reno and Las Vegas; 

only-in-Nevada experiences
● Offers experiences for someone like me/welcomes diverse visitors (spotlighting the diversity of 

residents and visitors throughout the state)

These specific perception shifts emphasize experiences that will require visitors to spend more and 
stay longer – getting them deeper into the rural parts of the state where they can spend additional 
overnights and capitalizing on the growing, tax revenue-generating outdoor recreation opportunities. 
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FY24 GOALS + PRIORITIES
With that goal in mind, we evolved our Markets-Mindset-Messaging approach. Not only does 
each of these build off each other as they have the last few years, they also have a reciprocal 
relationship – optimizing one another to create a synergistic program.

MARKETS 
Strategic mix of established, emerging & new 
markets, each of which has a custom blend of 

tactics and messages based 

MINDSET 
Honing our audiences to speak more directly 

to those whose interests align with 
priority Nevada offerings 

MESSAGING 
Strategically developed creative 
that focuses on those specific 
perception shifts
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FY24 INSIGHTS
IME data continues to show that, overall, its working

● People are SPENDING MORE and STAYING LONGER
● Each market is responding differently to different tactics
● Chicago and Portland are just gaining momentum compared to Dallas, Houston and Seattle

What helped us achieve this
● Process improvements introduced to keep media trafficked on time and reporting cadence 

consistent to allow optimizations when needed to achieve goals
● Partnerships with strong media partners that provided the right medium to tell the right story to 

the right audience

Where there is room to grow
● We’ve only just begun advertising in our new markets; we’ve never engaged with Spanish 

speakers in any market
● Attracting the bleisure travelers in town for conventions (CES, NBAA, etc.), youth sports 

audience
● Laying groundwork for outdoor content in preparation for Adventure Centers
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FY25 STRATEGY
Based on results, current travel industry trends and research, Travel Nevada’s changing audience and 
the state’s evolving priorities and visitor offerings, our FY25 strategy remains shifting perception in a 
way that continues to encourage people to spend more and stay longer in Nevada. 

We will continue to do that by showcasing the state in a way that proves Nevada:

● Has a variety of things to see and do (outdoor recreation opportunities, and more than deserts)
● Offers off-the-beaten path experiences/local culture and history (beyond Reno and Las Vegas; 

only-in-Nevada experiences
● Offers experiences for someone like me/welcomes diverse visitors (spotlighting the diversity of 

residents and visitors throughout the state)
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FY25 MARKET APPROACH
Defend our core ESTABLISHED markets  

● Sacramento
● San Francisco
● LA
● Boise
● Phoenix
● Salt Lake City 
● San Diego  

 Stake our claim in EMERGING markets  
● Dallas-Ft. Worth
● Houston  

 Grow our NEW markets  
● Seattle
● Chicago
● Portland
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FY25 MARKET APPROACH
Defend our core ESTABLISHED markets  
• Maintain our strong current position as a destination of choice in established markets to 

guarantee consistent tourism revenue ; when possible, deepen our share of those markets 
by speaking to their multicultural populations 

 
Stake our claim in EMERGING markets  
• Increase our market share where travel intenders are increasingly raising their hands 

since pandemic  
 
Grow our NEW markets  
• Continue momentum in priority markets and build brand perception to the emerging 

market levels  
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FY25 AUDIENCE – ADVENTURE STATE OF MIND

OUTDOOR RECREATIONALIST UNEXPECTED EXPERIENCES ENTHUSIASTCULTURAL TRAVELER
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FY25 AUDIENCE – ADVENTURE STATE OF MIND
In addition to our core Everyday Adventurer audience 
mindset, Travel Nevada would like us to explore additional 
opportunities to reach a subset of these three groups. These 
would be travelers who already have plans coming to the 
state, and we want to bring them back for an additional trip. 
Examples of these types of travelers include:

● Annual visitors due to work/trade shows (bleisure 
travelers)

● Families coming for youth sports
● Attendees of cultural events (Burning Man, Formula 

1/Soccer, Events/Concerts at Allegiant Stadium)

METRO
VISITORS

SPANISH 
SPEAKERS

FAMILIES

Adventure State of Mind
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FY25 MESSAGING
Leveraging important content pillars and 
priority themes, our FY25 calendar will have 
a steady, year-long focus on Outdoor+, 
layered with Arts & Culture and Off the 
Beaten Path themes at relevant times 
throughout the year.

FY25

All Year

OUTDOOR +

July-Sept & Jan-Mar
ARTS & CULTURE

Oct-Dec & Apr-June
OFF THE BEATEN PATH

https://docs.google.com/spreadsheets/d/1L-Oa72tKAr_RNIYJxUct6ePobc4lAYNI/edit#gid=1816164929


INTEGRATED PROGRAMS 
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TRAVELNEVADA x NEVADA MUSEUMS x DARIUSTWIN
As the seventh largest land mass state in the country, Nevada has nearly 
110,000 square miles to discover. If that land could talk, what stories would it 
have? 

To bring some of those stories to light, we’ll commission light painter Darren 
Pearson (aka DariusTwin) for a series of photos taken along a Travel Nevada 
branded road trip, creating artwork that speaks to the tales of Nevada’s past:

● The Lady in Red at the Mizpah Hotel
● Prehistoric animals in Ice Age Fossils State Park
● A miner in a Nevada ghost town

We would leverage this partnership with an exclusive exhibition at a Nevada 
museum like the Nevada Museum of Art to highlight the road route to 
museumgoers.

SOCIAL, DIGITAL, EARNED, IN-STATE BRAND PARTNERSHIPS 
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ADVENTURE CENTERS
Nevada has more public land than any other state in the 
continental U.S., leaving so much to be discovered. 

To lay the foundation for the wide open outdoor opportunities 
in Nevada ahead of the Adventure Centers opening in FY26, 
we’ll initiate a nationwide search for Travel Nevada’s “Chief 
Adventure Officer.” We will invite outdoor adventure 
enthusiasts to apply for this coveted limited-time position. 
Job requirements: willingness to “get a little out there.”

Further, we’ll build momentum with media in FY25 in 
anticipation of the project launch through a variety of 
foundational paid and earned tactics. 

DIGITAL, EARNED, SOCIAL
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NEVADA x DESO GEAR LAUNCH
Not only is Nevada home to extensive outdoor offerings; it is also home to 
impressive outdoor retailers like Deso Supply, with which Travel Nevada is 
currently developing a new clothing line. While specifics of the line are still in 
development, it is expected to spotlight six communities in rural Nevada with 
custom designed graphics on hats, T-shirts and badges, promoting pride in 
those places for both residents and visitors. 

Some ways we might amplify this partnership as a way to promote outdoor 
recreation in specific rural parts of the state include:

● Executing a launch event to preview the new line tying the featured 
communities to specific outdoor experiences in those places

● Partnering with in-state influencers to conduct a photoshoot in Nevada to 
show the gear in action

● Integrating DESO gear into national activations in target markets

SOCIAL, EARNED, IN-STATE BRAND PARTNERSHIPS
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THE SPACE TO BE x ROADSHOW
Interest in space and astrotourism continues to rise as the world hears 
about private space travel, unsealed Pentagon documents about UFOs, 
new space-themed TV series and more. Unfortunately, for consumers in 
most of Travel Nevada’s domestic and in-state target markets, their skies 
are flooded with light pollution, making it impossible to see what’s out 
there. 

In Q4 of FY24, Travel Nevada is showing Chicagoans what they could see 
in Nevada’s dark skies by bringing them an immersive stargazing pop-up. 
In FY25, we’ll take that pop-up on the road to two other new domestic 
markets, Seattle and Portland, as well as Reno and Las Vegas to 
encourage domestic and in-state travelers to put “stargazing in Nevada” 
on their bucket lists. 

DIGITAL, OOH, SOCIAL, EARNED



TravelNevada.com

LEAVE NO TRACE
In FY25, the state of Nevada will receive its “Leave No Trace” designation. 

In Nevada, there’s a lot of space not to trace. As details of the designation 
timing and plans for operationalizing the principal are finalized, we will 
identify ways to use this to market the state for visitors, especially those 
who value outdoor recreation and sustainability. 

This messaging will also be incorporated into foundational paid and 
earned executions and tactics, like custom content, national media 
outreach and more.

DIGITAL, SOCIAL, SPONSORED CONTENT, EARNED
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AVENTÚRATE UN POCO MÁS 
Travel Nevada has strong visitation from its established domestic 
markets. However, as the country’s population grows increasingly diverse, 
so should our campaign messaging and targeting to authentically and 
enthusiastically connect with new potential Nevada visitors. In FY25 we 
will deploy an integrated campaign reaching the Hispanic market 
domestically and in-state. Our program will launch with the completion of 
message testing and content creation, estimated for Q2.

● Hispanic Influencer(s)
● Local partnership in Las Vegas with specific Hispanic outreach
● Extension of our Raiders partnership specifically for their Hispanic 

Fans
● Omnichannel Paid Media campaign in-state and domestic markets

DIGITAL, SOCIAL, SPONSORED CONTENT, IN-STATE SPONSORSHIPS



Lorem ipsum

DOMESTIC MARKET
TACTICAL APPROACH
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FY25 PAID APPROACH + STRATEGY
Deploy an always-on, omnichannel campaign designed to inspire our target audience(s) to Get A Little Out There 

Build awareness and intrigue 
with data driven video, 

streaming audio and podcasts. 

 Shift perception and 
create inspiration 
through targeted 

digital placements 
and custom content 

partnerships with 
publications and 

influencers our target 
trusts  

 Continue to partner 
with the leading OTAs 

to drive bookings,  
defend competitive 
share, and engage 

potential travelers as 
they actively shop

Spark interest by 
highlighting the 

contrast between 
mundane commute 
and Nevada’s epic 

views with OOH
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Discovery

Dreaming

Planning

Sharing

Experiencing

Booking

Returning

Create Awareness
Measured by IME study, 
Impressions, Reach, 
Brand Lift

Intrigue 
& Inspire
Measured by IME study, 
Content Engagement, 
Video Views

Research & Intent to Travel
Measured by IME study, Clicks, 
On-Site “Intent to Travel Metrics

Purchase
Measured by OTA & 
Partner Referrals, 3P 
Data & ROAS

Visit Nevada
Measured by Arrivalist,
in-market activity, reviews

Return to Nevada
Measured by Arriavalist, opt-ins, 
newsletter engagement

Be an Ambassador
Measured by social 
engagements, 
hashtag usageEXPLORING CONSUMER LOYAL TRAVELER
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OUTDOOR
Chicago Extension
Utilize FY25 budget to continue our Space To Be campaign for 8 additional weeks, 
maximizing the impact of the previous fiscal’s production investment

Space To Be Roadshow
Our amazing Chicago Activation will visit our additional key markets: Portland, 
Seattle; Northern and Southern Nevada

Q3 - Q4 Outdoor Campaign
Continue our strategy of contrasting Nevada’s wide open space with the urban 
commute in Chicago, Seattle and Portland. 

● Targeting high-impact transit placements
● Flight overlaps with the March 13-14 2025 Total Lunar Eclipse media 

coverage 
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BRAND PARTNERSHIPS



TravelNevada.com

VIDEO
Our strategic video plan will deliver the GALOT Hero creative to Travel 
Nevada’s target audience within relevant content

● Direct partnerships with the major networks  
● Programmatic for reach & frequency 

Data-Driven Addressable Television On-Demand



TravelNevada.com

AUDIO
Broadcast & Streaming Music
Heavy-up in Chicago, Portland, Seattle, Dallas and Houston 

● iHeartMedia - 4 week Get A Little Out There Sweepstakes
● Spotify

Podcasts
Genre target each audience segment across the most popular 
podcast networks

● iHeart Media
● SiriusXM Media 
● NPR

All audio recommendations include translation (if needed) and 
language targeting
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TARGETED DIGITAL
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TARGETED DIGITAL

Custom Audience Targeting 
Geofencing
Association Members
Youth Sports Tournaments 
 

Travel Intent Targeting
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NATIVE CONTENT
Utilize Travel Nevada’s wealth of website 
content to capture website traffic and drive 
engagement with potential travelers. 

FY25 Native Recommendation:
• Continue to utilize Flipboard 
• Nativo: standard & high-impact
• Both partners offer Spanish ads to test 

translated content on Travel Nevada’s 
website
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TRANSLATED NATIVE
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CUSTOM CONTENT
Atlas Obscura
● [Q1] Gastro Obscura List - Must Visit 

culinary destinations of rural Nevada
● [Q3-Q4] Atlas Obscura Wanderlist 2025 

List - “Get A Little Out There with these 
uncommon curiosities” 

● 3x Food Specific Places added to the Atlas
● 2x Hidden Wonders added to the Atlas 

National Geographic 
● [Q2] Tara Kerzhner - Relax and Restore in 

Nevada’s Great Outdoors 
● [Q4] Keith Ladzinski - Park to Park in the 

Dark

Smithsonian
● [Late Q1] The 20th Century History Behind 

How Nevada Became the Silver State
● [Q4] In Nevada, You Can Kayak In The 

Desert - Ten Unexpected Adventures to 
Encounter 

Outside
● [Q2] 10 Ways to Get (Way) Out There in Nevada

Sunset
● [Q3] Strange Highways Road Trip, Photo 

Bucket List
Vox

● [Q3] Eater - Nevada Road Trip Guide
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CUSTOM CONTENT - TRAVEL
Fodor’s Travel
● [Q2 - Q3] Interactive Nevada Persona Quiz

Lonely Planet
● [Q3 - Q4] A Sense of Nevada Hero Video & Social Cutdowns
● Photography Asset Pack 
● 3x Custom Articles 

Travel Zoo
● [Q2] Destination Showcase (Outdoor Recreation)
● [Q3] Sponsored Story (Cultural Traveler) 
● Gabe Saglie Satellite Media Tour from Nevada
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TRAVEL NEVADA MARKETING CO-OPs
As part of our continued support of our rural partners, Travel 
Nevada has set aside media dollars to engage our vendors to 
extend cooperative marketing opportunities. 

These paid media opportunities provide an avenue for smaller 
destinations to in their buying power with both national and 
local partners. 
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DOMESTIC INFLUENCER APPROACH
Objective: Influencer FAMs in FY25 will continue to aid in 
the goal of changing traveler perceptions of Nevada, as well 
as helping build owned assets (photos/videos for Travel 
Nevada’s asset library; guest blog posts for 
TravelNevada.com) to leverage. 

By partnering with influencers who act as a trusted source 
to people to look to travel to the state, we will increase 
awareness of Nevada’s offerings (outdoor recreation, 
offbeat experiences, arts/culture, etc.), especially outside 
of well-known areas (e.g., Las Vegas, Lake Tahoe, Reno).

Hosting Goal: 3 per quarter aligned with needs/priorities.

Locations: Statewide; some FAMs are aligned with specific 
events and/or weather patterns.

Q1

Q2

Q3

Q4

FY24 Influencer FAMs
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DOMESTIC INFLUENCER TIMELINE
Quarterly Timeline

  

Recommendation

Fahlgren Mortine 
conducts ongoing 
influencer vetting.

Travel Nevada shares 
their desired influencers 
for the next quarter. 

Week 1

  

Outreach

Fahlgren Mortine begins 
outreach to identified 
influencers.

Week 2-3

  

Contract 
Negotiation
Fahlgren Mortine 
negotiates deliverables 
package and content fee 
with guidance from 
Travel Nevada.

Week 2-3

  

Itinerary 
Development

Working with Travel 
Nevada, Fahlgren Mortine 
builds the itinerary and  
books travel.

Week 4-6

  

Execution

FAMs are in progress by 
second and third months 
of each quarter. After 
each FAM, Fahlgren 
Mortine ensures assets 
are delivered.

Trip Date

Timeline begins in the quarter preceding the trip date.
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INFLUENCER APPROACH
Many of our individual FAMs focus on outdoor adventure. We have already begun conversations 
regarding partnership opportunities for Q1. 

● Timing: Throughout FY25
● Activities to include: Road trips, hiking, biking, rockhounding, Basque culture
● Q1 influencer targets:

@notjustabartender
DYN - Cowboy Corridor/Basque and 

Pincon Punch

@travelingspud
Cowboy Corridor/Reno Basque 

Festival

@sammy.inthe.sierra
DYN - Fallon/Cantaloupe Festival

@groovygeologist
Northern Nevada opal mines
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IN-STATE INFLUENCER APPROACH 
Objective: At the beginning of the fiscal year, identify and engage up to 
four in-state influencers, who will participate in FAMs and help promote 
specific initiatives (e.g., passports, launches) by posting content 
throughout the year with direction from Travel Nevada and its agency 
partners. Their content will be posted from an in-state lens – for example, 
“alternative activities when Reno gets crowded during Burning Man.” 

Hosting Goal: 4 in-state per year aligned with needs/priorities.

Locations: Statewide
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INFLUENCER APPROACH
Based on the success of our monthly content boost program, 
we have allocated budget directly to the promotion of 
influencer-created assets.

● We will update our contract language to include Branded 
Collabs & Spark Ads Posts usage rights

● Not only does this guarantee impression delivery for the 
content, Travel Nevada has more control over the target 
audience 
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IN-STATE CAMPAIGN
Deploy an always-on, omnichannel campaign that inspires Nevadans to 
explore, cherish, and celebrate their state outside its major metros.

We are working with Good Giant to finalize the detailed In State Media 
Recommendation. Our initial channel mix and ideas include:

● Local media partners
● Sponsorships
● OOH
● Paid social
● Video & Audio
● Targeted Digital 
● Spanish partners & translated creative 
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BUDGET SCENARIOS



TravelNevada.com

$12M MKT02 BUDGET
$12mm MKT02 
• $773k Account Management

○ Planning, managing, and trafficking all FY25 media
○ Ongoing external partner relations (Noble Studios, 

Good Giant)
○ Influencer planning, vetting, itinerary development, 

and contract creation/negotiations 
○ Quarterly reporting
○ Market shift research and evaluation (LVCVA, RSCVA, 

RASC)
• $200k Travel Nevada Marketing Co-Ops  
• $350k Influencer Program
• $1.25mm In-State  
• $9.4mm Domestic Paid Media
10.7mm Working Paid Media



TravelNevada.com



TravelNevada.com

REDUCTION 1: 
$10M MKTO2 BUDGET
The $10 Million Work Plan would have the following 
reductions: 

● No additional Brand Partnerships 
○ Raiders & Adler only

● Remove at 3 content partnerships: Smithsonian, 
Outside, and Vox

● Reduce Travel Nevada Marketing Co-Op 
investment

● Reduction of paid impressions across Video, 
Audio, and Digital - especially impressions 
recommended for Spanish creative
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The $6.5 Million Work Plan would have the following 
reductions: 

● Q3-Q4 Outdoor - Transit campaign removed
● Spanish placements removed
● Lonely Planet content partnership removed
● Reduced Travel Nevada Marketing Co-Op 

investment
● Video & Audio impressions reduced

REDUCTION 2:
$7.5M MKT02 BUDGET
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SUMMARY
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WHY WE’RE EXCITED 
The FY25 paid + earned plan strategically reaches our target traveler and helps them Get A Little Out 
There to spend more and stay longer in Nevada. Compared to previous years, this plan includes:

● Six hero activations/brand partnerships 
● Continued – but optimized – investment in top performing channels and partners.
● Year-round video and audio 
● Timely targeting to audiences based on travel occasions – bleisure, youth sports, etc.
● Thoughtful and impactful Hispanic audience targeting
● Increased national media visits to Nevada
● Strategically integrated in-state PR and paid tactics
● … and so much more. 




