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MARKETING COMMITTEE - Update

TRAVEL NEVADA

Å Consumer-facing name of the Nevada Division of Tourism, 

which operates within the Nevada Department of Tourism 

and Cultural Affairs.

Å Mission : Effectively promote statewide tourism to 

enhance the economic vitality of the state

Å Vision : Vibrant quality of life for all Nevadans

Å Manages statewide tourism efforts through consistent 

brand integrity.

Å Provides communities and businesses with development 

resources, training, and grant assistance that help bolster 

local economic bases and diversify regional economies. 

MARKETING COMMITTEE

Å Serves in an advisory capacity

Å Bridges communication between the Travel Nevada 

marketing department and the Commission on 

Tourism.

Å Provides a quarterly update to the Commission on 

Tourism on metrics identified as best represent.

Å Collaborates as a working group

Å Delivers communication from individual perspectives 

and generates ideas.

Å Discusses overall strategic direction on marketing 

initiatives.
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QUARTERLY REPORTñState of the Industry

What is the current appetite for travel 

consideration?

Å Information on sentiment is reported weekly.

Å Measures concerns surrounding travel intent during 

the virus, future planning, and activity 

interest/safety importance.

Å Provided quarterly, this will inform on the overall 

willingness to travel and where we may be most 

competitive in the marketplace.

Å As we continue to monitor, we are looking for 

concern of contracting the virus to lower and 

metrics around trip planning/intent to increase.
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QUARTERLY REPORTñState of the Industry
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QUARTERLY REPORTñState of the Industry
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As people do begin to travel more widely, we 

will monitor their intent to stay competitive

in the marketplace.

This data shows both city and states that 

have vastly different offerings, but we note 

that Las Vegas is in the top three in the 

consideration set.

Staff will continue to monitor 

comprehensive competitor information 

that may be proprietary in nature. High-

level data will be provided on a quarterly

basis.



QUARTERLY REPORTñState of the State

We began to see an upward trend, after 

closures in the spring.

Unfortunately, the projected drop in 

November continued into December to 

account for the lowest month since re -

openings in June. 

Room tax collections (directly impacts our 

budget)

Visitor volume (economic impact)

Room nights occupied (percentage of total 

inventory )
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QUARTERLY REPORTñState of the State

Nevada COVID-19 hospitalizations  have been 

tethered to state restrictions and the ability 

and desire for consumers to travel safely .

As hospitalizations increase, so do restrictions, 

and subsequently, we see a drop in room 

nights, visitor volume, and general traveler 

confidence .

As the vaccine rollout continues, we hope to 

see progressive improvement across COVID-

19 health metrics.
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QUARTERLY REPORTñState of the State

Vaccination data shown as of 2/1/21.

These numbers will be monitored regularly 

by staff. The quarterly report will be less 

relevant, as we hope vaccine administration 

will be swift . 

Moving forward, this is a strong metric to 

gauge traveler confidence .

Key markets will also be monitored, as we 

determine our media buys .
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QUARTERLY REPORTñState of Travel Nevada

The Marketing Committee identified key metrics 

that are most directly tied to marketing efforts .

Supporting metrics are reviewed and updated 

frequently by staff.

While these performance measures can reflect 

organic efforts, smaller budgets will impact the 

most high-level data, so we will be looking at 

monthly and quarterly growth as well as 

engagement .
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QUARTERLY REPORTñState of Travel Nevada

Engagement is a nuanced metric in that the rate 

tends to be higher for organic and direct traffic 

rather than from paid efforts, where users may be 

responding to a singular call -to-action. When paid 

efforts increase , although site traffic increases, 

time on site tends to decline .

The redesign of TravelNevada.com resulted in a 

large jump in overall engagement .

When paid efforts resumed, there was an expected 

loss, though the rate is noticeably higher than 

before the relaunch .
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