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What you will see…

− FY17 Paid Media Performance
− FY18 Paid Media Always On 
− Character Creative Campaign
− Broadcast Storyboards
− 360 Virtual Reality Project
− Insiders Look Video Series
− Character Public Relations Integration
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Impressions: 83,581,882
Clicks: 300,670
Interactions: 720,718
Video Completions: 4,593,880
Site Sessions: 122,889
Goal Completions: 2,444

FY17 Paid Media Highlights

Benchmarks Exceeded:
✔ Click Through Rate – 213% over
✔ Total Site Sessions – up 53.3% YOY
✔ Total Goal Completions – up 114% YOY
✔ Rich Media Interaction Rate – 217% over
✔ Video completion Rate – 9% over

Top Performing Partners:
Most Clicks: Kinetic & Kargo
Most Video Plays: Clearstream & Sojern
Most Goal Completions: Travel Spike (7,693)
Most Site Visits: Kinetic (26,752)
Highest Visitor Avg. Time on Site: Weekend Sherpa (1:33)

Visitors Guide Form Submissions: 412

E-Guide Downloads: 156

eNewsletter Sign-Ups: 623

TravelNevada On…
Lonely Planet: 37,915 Pageviews/2:15 On Site

Expedia: 2,000+ Pageviews/3:27 On Site
TripAdvisor: 229,443 Pageviews/1:07 reading 

articles & 0:51 viewing collections

Sojern Ads Lead To –
590,188 flight searches
18,403 flight confirmations
31,607 hotel searches
997 hotel confirmations
2,932 car confirmations



FY17 Paid Media Performance Highlights - Content
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FY17 Paid Media Performance Highlights - Display
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FY17 Paid Media Performance Highlights - Video
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FY17 Paid Media Performance Highlights - Social
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FY18 Always On Paid Media
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− With the growth of mobile and “micro moments” the dreaming and planning 
stages are occurring more frequently and less and less within easy to label 
seasons - this is why it is essential that we are “always on” in our 
communications with our target audience to ensure we are there when they 
are looking for their next adventure  

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

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

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

SP/SU FY17

Bridge FY18

Always On FY18



“Character” Campaign
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DFMI Evolution

FY15: 
Introduction to DFMI

FY16: 
Characters embodying 
DFMI spirit
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DFMI Evolution

FY17: 
DFMI authentic
characters & experiences 
are front & center

FY18:
Build equity of DFMI 
authentic characters & 
experiences
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DFMI FY18 Overview

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



“Character” Campaign
Print
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Skier – Aurel Baker



“Character” Campaign
Print
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Artist – Eric Burke



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



“Character” Campaign - Broadcast
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Cowboy Poet – Waddie Mitchell



“Character” Campaign - Broadcast
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Cowboy Poet – Waddie Mitchell



“Character” Campaign - Broadcast
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Cowboy Poet – Waddie Mitchell



360 Virtual Reality Video
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360 Virtual Reality Video
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360 Virtual Reality Event Tour

September 2 – 21
− San Francisco

− Sausalito Art Festival
− Pier 39

− Los Angeles
− The Original Farmer’s Market
− Santa Monica Place/Santa Monica Pier

− San Diego
− Kaaboo Del Mar (music/arts festival)
− Gaslamp Square
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Insiders Look Video Series

− JM Capriola Co. – John Wright
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Insiders Look Video Series

− The Generator – Kelsey Owens: Space Whale
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Insiders Look Video Series

− Ruby Mountain Brewing Company – Steve Safford
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Insiders Look Video Series

− Wilderness Athlete – Aurel Baker
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Public Relations Integration
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