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GET A LITTLE OUT THERE WITH ALEX HONNOLD

Season 1 Final Results

Channel/KPI Delivery

Outside TV 39,664,183 views
38,383.59 hours of viewing

YouTube Episodes & Shorts 822,663 views
115,820 hours watched
4,482 shares

Display Banners 5,943,542 impressions
7,691 clicks

HUB + Teaser Pageviews 56,550 pageviews

Channel/KPI Delivery

Custom Podcast Downloads 23,246 downloads

Paid Social Impressions 
(Meta)

3,343,598 impressions
31,339 clicks
721,586 video views

YouTube Hot Tips 726,531 impressions
17,624 clicks

Earned Article Pageviews 30,026 pageviews



+29.9
PERCENTAGE POINTS 

AMONGST TARGET AUDIENCE

+11.1
PERCENTAGE POINTS 

ON VISIT INTENT

+7.3
PERCENTAGE POINTS 

ON CONSIDERATION

+3.5
PERCENTAGE POINTS 

TOTAL LIFT DROVE BY MEDIA

+1.4
PERCENTAGE POINTS 

CONCENTRATED IN 
PREFERENCE

+2.1
PERCENTAGE POINTS 

ON VISIT INTENT

GET A LITTLE OUT THERE WITH ALEX HONNOLD

Brand Lift



GET A LITTLE OUT THERE WITH ALEX HONNOLD

Telly Awards

GOLD WINNER
Campaign - Travel & Tourism, for the 

branded content series



GET A LITTLE OUT THERE WITH ALEX HONNOLD

TravelNevada.com Performance





OUTSIDE DAYS SUMMER

Yurt Activation
To showcase outdoor recreation 
and adventure experiences, 
Travel Nevada partnered with 
Outside at Outside Days Summer, 
a music, film, and outdoors 
festival that draws more than 
40,000 attendees, in downtown 
Denver from May 28–31. 



740
GUESTS PARTICIPATED 

IN VR EXPERIENCE

600
MINUTES OF “SPACE 

OUT IN NEVADA 
CONTENT,” CONSUMED

858
GUESTS SIGNED UP 

TO WIN A TRIP TO NEVADA

80
TOTAL GUESTS 

ATTENDED COWBOY 
POETRY WORKSHOP

OUTSIDE DAYS SUMMER

Consumer Show
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JOURNALISTS

7
TRAVEL AGENTS/
TOUR OPERATORS

OUTSIDE DAYS SUMMER

Media Event



12

Stanley Cup Final
The flight ran 6/10–
7/19/26 and so extends 
slightly past Q4. This was 
a strategic buy across 
NBCU's Spanish- and 
English-language 
properties.

A :30 unit ran nationally in 
Game 6, Carolina at Vegas, on 
ABC on 6/14/26, plus a replay 
unit on ESPN.

98%
VIDEO COMPLETION RATE

624,621
PEOPLE REACHED

A Vegas team in the Final 
placed Travel Nevada in front 
of the highest reach hockey 
audience in seven years.

SPORTS PROGRAMS

Fifa Men’s World Cup



INFLUENCER 
PARTNERSHIPS

From left to right, bottom:
@shelbssays, @twogrlsoneworld, @zee.travel

From left to right, top:
@aprettycoolhoteltour, @asyatravels
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Influencer & Ambassadors By The Numbers

• 10 Creators

• 99 Posts

• 10,007,737 Views

• 3,189,974 Reach

571,450 Engagements 
• 456,996 Likes
• 4,060 Comments
• 110,394 Shares
• 50,955 Saves 

FY26 INFLUENCER TOTAL

• 3 Ambassadors 

• 46 Posts

• 1,622,575 Views

• 575,294 Reach

77,441 Engagements 
• 55,470 Likes
• 1,076 Comments
• 20,895 Shares
• 12,325 Saves 

FY26 AMBASSADOR PROGRAM TOTAL 
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31
HOURS OF LIVE 

ACTIVATION TIME

414
GUESTS PARTICIPATED 
IN THE VR EXPERIENCE

3,312
MINUTES OF SPACEOUT IN NEVADA 360 VR

 EXPERIENCE CONDUCTED

Over $1600
DESO X TRAVEL NEVADA MERCH SALES

NEVADA STATE FAIR
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50,000
PEOPLE OVER 16 DAYS

GREAT AMERICAN FAIR
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NEVADA ADVENTURE GUIDE
The 2026 Nevada Adventure Guide is 
out! This year’s guide focuses on 
adventures near our Adventure Center 
locations. This year’s cover features a 
beautiful illustration by Nevada artist 
Braighlee Rainey, plus now the guide 
can be ordered for home delivery on 
travelnevada.com. 
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In Q4 we offered four unique passports to engage travelers 
and encourage stops at rural locations. 

The Paranormal Passport 2.0 is a fan favorite, and we also 
offer our Sagebrush Saloons, and Area 51(ish) Adventure, 
and of course, our Basque Adventure Challenge.  

600
CHECK-INS IN Q4

BANDWANGO PASSPORTS



Q1 Highlight: Cosmos in the Desert
August 14-15, 2025
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RURAL ENTREPRENEURIAL PROGRAM 

PITCH CONTEST WINNER
Fiscal Year 2026 winner of the third annual Rural Pitch Contest, 
Galaxy HQ—a new business component being added to the 
existing Stargazer Inn & Bristlecone General Store dedicated to 
astrotourism and dark sky preservation.

“Stargazer Inn guests will have access to stargazing binoculars, 
zero gravity chairs, red light headlamps, compasses, star charts 
and cultural literature to aid them in their stargazing pursuits. 
We will offer events and workshops throughout the year that 
focus on stargazing, astrophotography and dark sky 
preservation. Guests and customers will have access to 
astrotourism destination itineraries throughout Nevada.” 
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IPW 2026 
FORT LAUDERDALE, FLORIDA

5,000+ Attendees from Travel Buyers, Travel 
Media, US Receptives, Airline Partners and US 
Suppliers all come together under one conference. 
IPW is the leading inbound travel marketplace 
where global demand meets U.S. travel supply.

132
APPOINTMENTS

175
NEVADA 

BREAKFAST
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MULTI MARKET INTERNATIONAL 

NV TRAILBLAZER 
The NV Trailblazer Multi-Market 
Familiarization welcomed two trade 
representatives from each of our key 
international markets: Canada, 
Mexico, United Kingdom/Ireland, and 
Australia. This visit presents an 
important opportunity for our rural 
tourism partners to connect with 
travel advisors who are certified 
Nevada sellers through the NV 
Trailblazer program. 
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International Trade By The Numbers
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Overall, the results of the conference survey 
point to continued satisfaction with the 
conference, as Rural Roundup did well across 
many different indicators surveyed. But there 
were some suggestions made throughout 
responses that can help improve the 
conference as well.

Following are some of the themes that 
emerged across survey results.

RURAL ROUNDUP 2026 

SURVEY RESULTS 
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RURAL ROUNDUP 2026 SURVEY RESULTS

Overall Themes
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RURAL ROUNDUP 2026 SURVEY RESULTS

Overall Themes
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RURAL ROUNDUP 2026 SURVEY RESULTS

KPIs Received Solid Ratings for 2026 Conference
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RURAL ROUNDUP 2026 SURVEY RESULTS

Reasons to Attend Conference
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RURAL ROUNDUP 2026 SURVEY RESULTS

Elko had Positive Impression on Attendees
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RURAL ROUNDUP 2026 SURVEY RESULTS

New Rural Roundup Initiatives

This year Travel Nevada leveraged one 
of its existing marketing tools, the 
Bandwango passport program, to 
encourage RRU attendees to 
experience Elko as a tourist destination. 
Travel Nevada created a scavenger-
hunt style digital passport. 39 people 
signed up at RR, and that resulted in 
282 check-ins at locations around Elko! 

The Travel Nevada x Deso collaboration 
created a capsule collection that 
captures Nevada’s spirit by highlighting 
some of the state’s rural destinations. 
Merchandize was sold at Rural Roundup 
for attendees' own personal wardrobe 
or wholesale to re-sell in their home 
destination. $2,455 in sales during 
Rural Roundup!

BANDWANGO DESO MERCH SALES
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RURAL ROUNDUP 2027



FOR DISCUSSION ONLY

FINANCE REPORT
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BUDGET SUMMARY
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TOURISM 
EXPENDITURES
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PLANNED FY27
EXPENDITURES



FOR POSSIBLE ACTION

MESQUITE GRANTS



TravelNevada.comTravelNevada.com

RURAL MARKETING GRANT 

MESQUITE OPPORTUNITIES REGIONAL FUND
• Website landing page with event calendar

• Digital asset development (photography, 
videography, and drone)

• Printed collateral (city map and brochure)

FUNDING RECOMMENDATION
Grant Ask Recommended

RMG $69,107 $34,174



TravelNevada.comTravelNevada.com

3D GRANT AWARD 

MESQUITE OPPORTUNITIES REGIONAL FUND
The Mesquite 3D Strategic Plan strives to set the destination up as 
a premier location for youth, senior, and amateur sports  tourism by 
building supportive infrastructure and human capacity.

• Development of a Director position

• Development of a Grant and Fundraising Strategist position

• Purchase and installation of indoor and outdoor tourism kiosks

• Exterior development/renovation  a new hub for visitors and 
residents alike.

FUNDING RECOMMENDATIONS

3D $743,115 $563,685

Grant Ask Recommended



FOR DISCUSSION ONLY

KEY TOURISM INDICATORS AND 
RESEARCH OVERVIEW



We’ve all seen the 
headlines



2025



2026



Room Nights Occupied Average Daily Rates

We Do Pay Attention To Visitation Numbers



Room Nights Occupied Room Tax Collections

State Stats Shaped by Las Vegas



So how do we look at 
marketing performance?



Like A Quilt

Image Source: New York Times

DATA SOURCES

IME Study Paid Media Website

Social Media CRM Attribution



The Traveler Journey – FY27



KPIs by Source



IME Study

Awareness lower than FY24 peak, but most “impact” numbers are up

Source: The OmniTrak Group; IME Study; FY26 data is fiscal year-to-date through third quarter

Awareness

45.5%
FY23-26: 46.1%

Positive Impact %

71.5%
FY23-26: 69.9%

% of those who recalled seeing any paid, owned or earned efforts and say that it had 
some positive impact on them (such as added attractions, convinced to take a trip, etc.) 

2023 2024 2025 2026

Fiscal Year

2023 2024 2025 2026

Fiscal Year



IME Study

Awareness lower than FY24 peak, but most “impact” numbers are up

Net Intent to Travel

+17.9 pts
FY23-26: +14.2 pts

Net Spending

+$194
FY23-26: +$336

Net Length of Stay

+0.6 days
FY23-26: +0.5 days

Net Brand Attributes

+14.9 pts
FY23-26: +13.4 pts

Source: The OmniTrak Group; IME Study; FY26 data is fiscal year-to-date through third quarter

2023 2024 2025 2026

Fiscal Year

2023 2024 2025 2026

Fiscal Year

2023 2024 2025 2026

Fiscal Year

2023 2024 2025 2026

Fiscal Year



What Do We Mean by “Net”



Paid Media
Video completions and impressions outpacing benchmark, other metrics using FY26 to benchmark

Impressions*

158,560,284
Benchmark: 98,607,010

Engagements / 
Views**

353,795 Engagements
1,791,829 Views
FY26 = Benchmark

*Dreaming phase only
**Discovery phase only

Source: Fahlgren Mortine

Video Completions*

31,226,642
Benchmark: 22,846,520
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Booking

1,043,960 rooms and 
flights booked through 

OTAs
FY26 = Benchmark



Website Data

“Plan a Trip” events on site driven by paid media

VG requests, partner referrals, and engaged sessions below FY25

VG Requests

25,113
FY25: 29,489

Partner Referrals

261,201
FY25: 381,410

Source: Google Analytics

Plan A Trip Events

182,546
FY25: 82,345

Engaged Sessions

1,647,761
FY25: 2,063,929
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Sessions that lasted more than 10 seconds, or had a 
conversion event, or two or more pageviews
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Website Data

Taking sessions into account shows a different story

VG Request Rate

1.0%
FY25: 0.9%

Partner Referral Rate

10.5%
FY25: 12.0%

Source: Google Analytics

Plan A Trip Rate

7.3%
FY25: 2.7%
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Engagement Rate

66.1%
FY25: 65.1%
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Social Media
Engagements were up across nearly all platforms in FY, particularly from Facebook

Instagram 
Engagements

135,816
FY25: 124,181

TikTok 
Engagements

36,480
FY25: 31,594

Source: Sprouts Social

Facebook 
Engagements

290,547
FY25: 115,894

2025 2026

Fiscal Year

2025 2026

Fiscal Year

2025 2026

Fiscal Year

2025 2026

Fiscal Year

X     
Engagements

3,953
FY25: 5,159



Source: HubSpot

CRM

Newsletter Subscribers

93,522
(as of last day of FY)

2023 2024 2025 2026

Fiscal Year

Newsletter Open Rate

15.5%
FY23-26 avg: 15.5%

2023 2024 2025 2026

Fiscal Year

Newsletter Click Rate

2.3%
FY23-26 avg: 2.6%

2023 2024 2025 2026

Fiscal Year

Subscribers show upward trajectory, open rate at historical average, 
click rate maintaining from FY25



Attribution
Benchmark data from FY26 shows that targeted group visited Nevada at a 
higher rate than control group; over 1,000,000 attributable trips from campaign

Visitation Rate – 
Target Group

3.85%

Visitation Rate 
Lift

1.61x

Attributable Trips

1,008,600
FY26 = Benchmark

Source: Datafy

Visitation Rate - 
Control Group

2.40%

Control Group Attribution
Rate

Targeted Group Attribution
Rate



What does it all mean?



KEY TAKEAWAYS
Volume Down
Awareness is lower than 
peak levels, though 
impressions for our 
dreaming phase is up 
overall paid media 
impressions are down, 
and website sessions 
have dipped from prior 
fiscal year.

Impact Up
IME “net” metrics are 
largely up year-over-
year as is positive 
impact percentage, 
most key website “rate” 
KPIs are performing 
well, social media 
engagement is up.  

Travel Gains 
Strong
Net intent to travel from 
IME is up year-over-year 
and benchmarked 
visitation rate lift from 
attribution data was 
also strong. 



FOR POSSIBLE ACTION

INTEGRATED MARKETING 
EFFECTIVENESS STUDY REQUEST 
FOR PROPOSALS



IME STUDY 
RFP

Project Overview
• The principal goal of this study is to measure the Division of Tourism’s (Travel 

Nevada) paid, owned and earned marketing/media efforts to report the awareness 
and impact these efforts have on impacting perception and interest in travel to the 
state as well as driving visitation and spending.

• The approach of this study is to secure a representative sample of panelists in the 
Division of Tourism’s target markets to address the advertising methods of TV, 
print, and digital among others.

• The Division of Tourism is looking to secure a minimum of 5,000 responses per 
fiscal year across specified marketing areas with reach into markets to be 
determined in conjunction with its ad agency.  

• The Division of Tourism is seeking a vendor that can field a minimum of four (4) 
times per year: once for each quarter of the fiscal year. 

Goals and Objectives:
• Determine the awareness and impact of the Division of Tourism’s paid, owned and 

earned marketing/media efforts on interest in travel to the state
• Assess how these efforts work together to position Nevada as a leisure destination
• Determine the perception of Nevada and impact of the Division of Tourism’s paid, 

owned and earned marketing/media efforts on how consumers perceive the state
• Evaluate differences in responses among varying segments of importance to the 

Division of Tourism, such as geographic markets, respondents who are aware or not 
aware of the division’s efforts, respondents’ travel interests, and the like

Anticipated Amount: 
$225,000 Annually

Anticipated Term: 
July 2027 – June 2031



FOR POSSIBLE ACTION

ECONOMIC IMPACT STUDY REQUEST 
FOR PROPOSALS



IME STUDY 
RFP

Project Overview
The study will act as the foundation for any impacts related to tourism and is
essential for the Division of Tourism and its statewide partners to gain insights into:
• Direct and Secondary (indirect and induced) Visitor Spending Impacts
• Direct and Secondary (indirect and induced) Employment Impacts
• Direct and Secondary (indirect and induced) Income Impacts
• Direct and Secondary (indirect and induced) Gross Domestic Product Impacts
• Direct and Secondary (indirect and induced) Tax Generation Impacts
• Impacts by Industry Sector
• Visitor Spending by Spending Category

Goals and Objectives:
• Describe the economic benefits of travel and tourism throughout the State, including 

spending, employment, earnings and tax receipts
• Show impacts at the county, region and legislative district level
• Accurately describe trends
• Break out findings by industry sector
• Describe the secondary impacts to show travel and tourism connections with the 

remainder of the Nevada economy
• Analyze gross domestic product to allow comparisons with other important Nevada 

industries
• Make findings as accessible as possible throughout the State by using interactive 

dashboard reporting in addition to an economic impact report
• Provide comparable findings to those of a minimum of the past five (5) years

Anticipated Amount: 
$110,000 Annually

Anticipated Term: 
July 2027 – June 2031



FOR POSSIBLE ACTION

FY2027 Q2–Q4 MARKETING PLAN 
AND MEDIA BUDGET



FOR DISCUSSION ONLY

GOVERNOR’S CONFERENCE ON 
TOURISM (GOVCON)
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FOR DISCUSSION ONLY

INTERNATIONAL UPDATE: 
PREPARATION FOR QANTAS 
FLIGHT LAUNCH



TravelNevada.com

SYDNEY TO LAS VEGAS



TravelNevada.com

AUSTRALIA BY NUMBERS 

In 2024, visitation from Australia to Nevada was 271.6k 
and was ranked 4th in visitation to the USA.

In 2024, spending from Australia to Nevada was $406.2M 
And was ranked 3rd in spending in the USA.

3.4 DAYS 
AVERAGE LOS

20 ANNUAL 
VACATION DAYS

HIGHER SPEND WITH 
WIDER REACH

LIKELY TO VISIT 
2+ DESTINATIONS



TravelNevada.com

Australia & New Zealand: Fiscal Year 2027 Q1 – Q3 Programming



TravelNevada.com

BEST OF NORTH AMERICA
TRADE MEDIA 







QANTAS HOTEL & HOLIDAY CAMPAIGN &
IN FLIGHT ENTERTAINMENT
NOVEMBER - MARCH 



FOR POSSIBLE ACTION

AGRICULTURAL TOURISM 
NEXT STEPS



FOR DISCUSSION ONLY

ADVENTURE CENTERS UPDATE





FOR DISCUSSION ONLY

FUTURE NCOT MEETING DATES



FOR DISCUSSION ONLY

RENO-TAHOE TERRITORY





Reno-Tahoe Territory

Mission Statement

To promote and elevate the Reno-Tahoe region as 
a premier year-round destination, fostering 
economic growth and community prosperity by 
highlighting our unique blend of vibrant urban 
experiences and world-class outdoor recreation.

Vision Statement

To be recognized globally as a leading destination 
that creates unforgettable visitor experiences 
while ensuring the long-term sustainability, 
cultural integrity, and economic vitality of our 
communities and natural environment.



Territory Map
DMO Members

1 Reno/Sparks

2 Virginia City

3 North Lake Tahoe

4 Carson City

5 Carson Valley

6 South Lake Tahoe



Reno-Tahoe Territory Membership 



Overview of FY 26 Grant Award

• Grant Award Invested Across the Territory
Awarded amount of $156,422 was fully utilized, creating a 
coordinated regional program supporting marketing, PR, Travel 
trade and collaborative initiatives across the territory. 

• Strong Regional Collaboration

FY 26 initiatives consistently connected multiple RTT destination and 
partners, creating opportunities that individual communities could 
not achieve as effectively on their own. FAMs, trade activities and 
collaborative programs helped extend benefits throughout the 
territory. 

• Investment Creating Impact Beyond FY 26
The grant strengthened a long-term pipeline for future visitation. 
Previous RTT sales efforts are already converting into future group 
business, demonstration that the grant’s impact extends beyond a 
single fiscal year. 

Reno-Tahoe Territory  



Sales Efforts
Building Relationships.Generating Leads.Driving Visitation. 



KPS3 Agency Efforts
PR, MEdia Relations & Territory-Wide Storytelling



Reno-Tahoe Territory Coverage



Reno-Tahoe Territory Website
RTT Website Recording 1.mp4

http://drive.google.com/file/d/1p9vc6wRb7IInkwnWlRPEusQ4Jprx5N7G/view


Building on Success. Expanding the Opportunity. 

Moving Forward | FY27



RenoTahoe.com info@RenoTahoe.com
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