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MARKETING COMMITTEE - Update NEVADA:

TRAVELNEVADA.COM

TRAVEL NEVADA MARKETING COMMITTEE
» Consumer-facing name of the Nevada Division of Tourism, « Serves in an advisory capacity
which operates within the Nevada Department of Tourism « Bridges communication between the Travel Nevada
and Cultural Affairs. marketing department and the Commission on
Tourism.

* Mission: Effectively promote statewide tourism to
enhance the economic vitality of the state » Provides a quarterly update to the Commission on

. . , , , Tourism on metrics identified as best represent.
» Vision: Vibrant quality of life for all Nevadans

» Collaborates as a working group
* Manages statewide tourism efforts through consistent
» Delivers communication from individual perspectives
brand integrity.
and generates ideas.

* Provides communities and businesses with development - Discusses overall strategic direction on marketing

resources, training, and grant assistance that help bolster initiatives.
local economic bases and diversify regional economies.
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QUARTERLY REPORT—State of the Industry NEVADA:

10
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TRAVEL SENTIMENT

Source: Destination Analysts
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—a—= Personal concern about contracting virus
(0 = Not at all concerned; 10 = Extremely concerned)

—a— Excitement to take a weekend getaway in next month
(0 = Not at all excited; 10 = Extremely excited)

What is the current appetite for travel
consideration?

« Information on sentiment is reported weekly.

* Measures concerns surrounding travel intent during
the virus, future planning, and activity

interest/safety importance.

* Provided quarterly, this will inform on the overall
willingness to travel and where we may be most

competitive in the marketplace.

« 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 REPORT—State of the Industry ~NEVADA
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TRAVEL CONFIDENCE

Source: Destination Analysts
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—a—= |'m planning to avoid all travel until the coronavirus
situation blows over
(% agree or strongly agree)
—a— | feel comfortable going out in my community to restaurants,

local attractions, and undertaking local activities
(% agree or strongly agree)

TRAVEL ACTIVITIES

At this moment, how safe would you feel doing each type of
travel activity (% somewhat unsafe or very unsafe)

Source: Destination Analysts

N/A N/A
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—a— NON-team outdoor activity (biking, hiking, etc.)

—a— Taking a road trip
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QUARTERLY REPORT—State of the Industry ~NEVADA
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DESIRED DESTINATIONS

Which domestic destinations do you want to visit this upcoming year? ) )
Source: Destination Analysts As people do begin to travel more widely, we

will monitor their intent to stay competitive

Florida in the marketplace.

New York 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.

Las Vegas
California
Hawaii

Staff will continue to monitor
comprehensive competitor information
that may be proprietary in nature. High-
level data will be provided on a quarterly
basis.

Texas
Los Angeles
Chicago

Colorado

Arizona

3% 6% 9% 12% 15%
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QUARTERLY REPORT—State of the State NEVADA-
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MONTHLY REPORT DATA

January thru December 2020

J m D
P(p)

*
AM

Room Tax Collections
(378 of 1%)

Visitor Volume

JASWN

J mD
(p)

¥ k4

AM

Room Nights Occupied

Room tax collections (directly impacts our
budget)

Visitor volume (economic impact)

Room nights occupied (percentage of total
inventory)

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.
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QUARTERLY REPORT—State of the State NEVADA-
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Nevada COVID-19 hospitalizations have been

NEVADA tethered to state restrictions and the ability
COVI D HOSPITALIZATIONS and desire for consumers to travel safely.
Daily Average
Source: Nevada HHS
2,000 As hospitalizations increase, so do restrictions,
1,500 |- and subsequently, we see a drop in room
nights, visitor volume, and general traveler
1,000 —
confidence.
500 —

As the vaccine rollout continues, we hope to

MAR APR MAY JUN JUL AUG SEP OCT NOV DEC JAN .
see progressive improvement across COVID-

19 health metrics.
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QUARTERLY REPORT—State of the State NEVADA-
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TOTAL VACCINATIONS IN U.S. TOTAL VACCINATIONS Vaccination data shown as of 2/1/21.
U.S. includes all 50 states and D.C. IN NEVADA

Source: CDC
50,000,000 Source: CDC

400,000

1

These numbers will be monitored regularly

350,000
40,000,000 by staff. The quarterly report will be less
300,000
30,000,000 250,000 relevant, as we hope vaccine administration
T 248,754 . .
30.2M 200,000 (67.4%) will be swift.

(64.8%)

20,000,000 150,000

100,000 Moving forward, this is a strong metric to

10,000,000

50,000 gauge traveler confidence.

DISTRIBUTED ADMINISTERED DISTRIBUTED ADMINISTERED Key marketS W]ll alSO be mon]tored , as we

Nevada's rank for % of shots administered d . dia b
(out of all 50 states plus D.C) etermine our media uys.

22
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QUARTERLY REPORT—State of Travel Nevada NEVADA:
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The Marketing Committee identified key metrics
JAN 2020-JAN 2021
that are most directly tied to marketing efforts.
250,000 [— i b Supporting metrics are reviewed and updated
200,000 [~ D frequently by staff.
M
150,000 [~ BRW y JA N, .
R JENS o While these performance measures can reflect
100,000 —
| FMAMJ J ASOND3 organic efforts, smaller budgets will impact the
50,000 — * *
most high-level data, so we will be looking at

Website Traffic Newsletter Subscribers Social Followers m onthly an C| qu arterly g r OWth as well as

engagement.
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QUARTERLY REPORT—State of Travel Nevada NEVADA-
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Engagement is a nuanced metric in that the rate

WEBSITE ENGAGEMENT

Average Session Duration in Minutes tends to be higher for organic and direct traffic

25 5 3 rather than from paid efforts, where users may be
3 responding to a singular call-to-action. When paid
2.0 — § efforts increase, although site traffic increases,
2 time on site tends to decline.
1.5~

The redesign of TravelNevada.com resulted in a

large jump in overall engagement.

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC JAN
2020 2021

When paid efforts resumed, there was an expected

=———a—= Qrganic Traffic (Direct and Organic Search) ) . .
J J loss, though the rate is noticeably higher than
—a— Sitewide Total

before the relaunch.

10
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QUARTERLY REPORT—State of Travel Nevada NEVADA-

TRAVELNEVADA .COM

EMAIL ENGAGEMENT Our email audience has continued to engage

Open Rate well with our content.

Subscribers have signed up to hear about
Nevada because they are interested, so a

deeper engagement is always the goal.

By cleaning and segmenting lists, obtaining

T S S R S new subscribers, and presenting content in a

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC JAN _
new layout, we are able to improve on the

2020 benchmark (per Campaign Monitor) .
engagement metric.

11



QUARTERLY REPORT—State of Travel Nevada NEVADA:

TRAVELNEVADA.COM

SOCIAL ENGAGEM ENT Social media behavior continues to evolve as more

Likes, Comments, Shares features and restrictions come into play.
200,000 [ - -
0 2 2020 was not only impacted by a global pandemic,
3 =1
8 o but the volatile socio-political environment.
150,000 [~ 3 T
: g
Social efforts had to be timed appropriately and hit
100,000 I~ the right tone, as any online communications could
be misperceived, result in argumentative
50,000 = conversation, or damage brand reputation.
| | 1 | | | 1 | | | | |

When paid efforts did resume (October/November),
JAN FEB MAR APR MAY JUNE JULY AUG SEP OCT NOV DEC

more people could be reached, resulting in better

engagement.

12
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QUARTERLY REPORT—State of Awareness NEVADA-
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INTEREST IN FUTURE TRAVEL
Qi1-FY21

Source: OmniTrak Group

100% [
+17 pts

+29 pts

80% [~
60% N +13 ptS
+25 pts

40% —

20% [~

Out of State Nevada Out of State Nevada
Interested in visiting Nevada Planning on visiting Nevada
in the next 24 months in the next 12 months

. Aware . Aware

. Unaware Unaware

Awareness measures the percent of respondents

who recall Travel Nevada’s efforts.

Awareness is tied to perception, which we can
affect based on our creative, content, and

strategy.

Even with little to no spending in Q1, those who
were aware of any efforts (including owned and
earned), were still more likely to consider
Nevada as a travel destination. The impact was
greater among Nevada residents than out-of-

state residents.

13



QUARTERLY REPORT—Approval ~NEVADA

TRAVELNEVADA .COM

Any questions?
Need for edits in this report?

Will provide consistent reporting to the Commission quarterly.

14
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DISCOVER YOUR NEVADA—Campaign NEVADA:

TRAVELNEVADA.COM

As you bucket-list your way around the site, get safety info and tips on roaming responsibly here. >

p PLAN MY VISIT COVID-19 UPDATES

ONLY IN NEVADA  THINGS TO DO PLACES TO GO HOTELS & LODGING

Discover Your P i
Nevada

15
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DISCOVER YOUR NEVADA—Budget NEVADA

TRAVELNEVADA.COM

Budget - $1,500,000

$150,000
2143579 7 10.03%

$376,547
25.10%

$829,875
55.33%

m Print = Digital = Audio/Video = Other

l Print - includes newspaper, magazines, and digital enhancements for each

[l Digital programs - includes search and social efforts as well as online travel agencies (OTA), and other online companies
[l Audio/Video - includes full broadcast and online streaming for tv and radio

[l Other - includes printed collateral and specialty items, as well as services and influencer hosting

16
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DISCOVER YOUR NEVADA—Broadcast Spot ~NEVADA

TRAVELNEVADA .COM

17



AN

DISCOVER YOUR NEVADA-Digital ads, 15t wave NEVADA-

W

TRAVELNEVADA.COM

18
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DISCOVER YOUR NEVADA—Print ads, 15t wave NEVADA-

4 z n ! L Whizn's the last time you packed fhe family info the.car tnd It the hi on & home-state.
When was the last time yau left yola Gwn backyard ? Gof wvy From it all in one o . excairsion? r,wyxfﬁmjszsnwisdak sbes??::ypbru,ha#*ﬂn;
Jxof our d\{nn»g stafe parks, M.ﬁe;.frnm d.l the crowds? If you're lwl_mg for'a | ' A filled with stories? To get away from it all in one of our stuming state parks, mies from all #he
safe, fun-filled adventure, yoc live in the rgkf place. Because it's all nflf here. ¥ b A crowds? I you're looking for & safe, fun—filled road trip, you live in the right place. Becawse it's S8
In your very own stede. So, neighbor, what are you watting for ? _ . all right here. In your very own stafe. So, neighbor, what are you waiting for?

" On e road ¢ 7 of e ’nd,m only-in-Newds adventure aviifs. T‘a‘; sure, our
iefros are some of the most vibrant, happening places on Earth. That's why people
Flock. fo them from all over the warld. But when's the last time you left yaurs

o benind and hit the highway on a little only~in-Nevada adventure?

Maybe it's time fo discover YOUR Nevada. Maybe it's time to discover YOUR Nevada. : £ Sk Maybe it's time fo discover YOUR Nevada.

PiscoverfourNevada.com/ LVweekly © CAVE LAXE STATE PARK. ELY ©) MOUNT CHARLESTON, SPRING MOUNTAINS NATIONAL RECREATION AREA PiscoverYourNevada.com ©) CATHEDRAL GORGE STATE PARK. PIOCHE

19



AN

DISCOVER YOUR NEVADA—-2nd wave ~NEVADA:

TRAVELNEVADA.COM

-

lifelong, only-in-Nevada

of course, 1
T

GREAT BASIN NATIONAL PARK, BAKER i SOLDIER MEADOWS HOT SPRINGS, FEATURING MUDPOT
NATURAL MUD MASK, FROM BLACKROCKMUD.COM

20
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DISCOVER YOUR NEVADA—-OTAs ‘NEVADA-

4 ° N

eExpediu @ English  Listyourproperty  Support  Trips  Signin

Stays  Flights ~ Cars  Vacation packages  Thingstodo  More travel v

Travel Nevada Co-Op
B Hotel Las\iag #1onY Going to Messages ull = >, 7:39 PM
@& priceline.com

e City or airport

X Flight Departing Returning

onl

: 5 ey |
X B Flight
+ Hotel

mm
R o Children (0-17)

rt of my trip

Stay flexible. We recommend reviewing hotel and airine cancellation change -
° o snabiy sl Mol Please check government advisories before booking and traveling.

+ Now is the time to discover your Nevada. V\{elcomg toithe hane
Trip Capital of the USA

an hitting our wide-open highways

So. You call yourself a Nevadan.
Well then, neighbor, we're
curious... How are you living
#ThatNevadalife?

PiscoverYourNevada.com

Expedia Priceline

21
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DISCOVER YOUR NEVADA—Programmatic NEVADA:

TRAVELNEVADA.COM

ol [k =

Entertainment Home Paley The It List TV Movies Celebrity Music Shopping Videos

How to gift an experiential adventure in Nevada

From action-packed activities to locally-designed gear to one-of-a-kind overnighters, gifting
our great outdoors has never been easier.

Need gift ideas? Las Vegas Magazine has got your
= Boutbr Ciry REVIEW  svascree back

Entertainment

‘True Blood’ Reboot in Early Development :

A "True Blood" reboot is in the early development stages at HBO
sources. Roberto Aguirre-Sacasa and Jami O'Brien are attached

| There are plenty of options for the special people in your life.

Home >> Opinion
More simple, carefree days

needed

nd yourself a festive

penings highlig

o

HOT SPRINGS, SPAS &
SELF-CARE GOODIES
IN NEVADA

Get stoked to soak with gift cards and staycations,
or box up a bevy of hand-harvested, locally-s.

B8 e e

By Hali Bernstein (£ Jv =]
Saylor Hali’s

\ - 7 Adara inPowered

| i gl A secret city
=3 . opens up

-_‘ '

22
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DISCOVER YOUR NEVADA-Digital Audio NEVADA

AAAAAAAAAAAAAAA

4 0 N

Spotify Pandora

Click the Sound Icons s to Hear Each Audio Spot from the DYN Campaign

23



DISCOVER YOUR NEVADA-Digital Video NEVADA

TRAVELNEVADA .COM

Gas Station TV

Hulu

Tremor Video

24



DISCOVER YOUR NEVADA—Paid Social

oD
NEVADA

TRAVELNEVADA.COM

Instagnam
@ travelnevada

Learn More

oQv W

19,054 views

travelnevada The adventures you can have out here
seem to outnumber the stars. At least until you
realize how many of 'em you can see in our pristine
night skies.

A Q B 6

=9
Travel Nevada e
% Sponsored

The more of our wild state you explore, the more
unforgettable surprises there are to uncover.

DISCOVERYOURNEVADA.COM
New frontiers in your own LEARN MORE
backyard

© O & NancyFo.. 10 Comments 32 Shares

Awareness Video Campaign
Optimized toward
ThruPlay Video Views

Instagram.

travelnevada
Sponsored

Learn More

Qv R

travelnevada Tonopah beckons adventurers and lovers
of history and &ll thinge odd thanks to its Histor.

e Travel Nevada aee
N ponsored

People have been dipping their cares away in
our mineral-rich hot springs for centuries. Get
stoked to soak with gift cards and _See More

DISCOVERYOURNEVADA.COM
Hot Springs, Spas & Self-Care | sHop NOW
Goodies

© O % Dixie M.. 106 Comments 138 Shares

Travel Nevada

Sponsored - @
Craving an adventure? Your future memories are calling.
Get in the inside scoop on things to do, places to wander, and
ways to *safely* explore our wild, beautiful state.
No junk. Nothing boring. Just straight-up, awesome Silver State
adventure inspo.

FORM ON FACEBOOK
GET OUR NEWSLETTER Sign Up
No junk. Nothing boring. Just straight-up, aweso.

©0#% 18K 93 Comments

Traffic Campaign
Optimized toward Driving
Landing Page Views

Travel Nevada

"

GET IN THE KNOW
Sounds ike someone's ready to come chase some horizons.
Subscribe now and we'll help you make it happen.

Sign up for our newsletter.

Lead Generation Campaign
Optimized toward
In-Platform eNews Sign-Ups

25
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DISCOVER YOUR NEVADA—Local specialty ~NEVADA

TRAVELNEVADA.COM

Follow [ i [ S Login

aad 1,1 VEUAD
NEWS BUSINESS SPORTS POLITICS OPINION ENTERTAINMENT CALENDAR HEALTH PODCASTS LAS VEGAS WEEKLY SUBSCRIBE

Betting | Las Vegas Raiders | UNLV Sports | Marijuana Laws | Gaming | Golden Knights | Smith's World | Coronavirus | Newsletter [ | SEARCH |

Police: Officers Las Vegas home prices continue
shoot burglary steady climb despite pandemic
suspect trying to POSTED 500 AM.

attack resident
POSTED 809 AM.

The ongoing coronavirus pandemic has done
nothing to quell the upward trajectory of home
prices in Southern Nevada ...

Officers fatally shot
a burglary suspect .’mu
early today who

was trying to attack a resident
with a hammer, according to
Metro Police. Police dispatchers
received ...

= Al Breaking News in Las Vegas coverage

MORE NEWS

‘What if the Golden Knights were
part of Seattle’s expansion draft?
POSTED 2:00 AM.

—_—— Hold Republican senators’ feet to
the fire POSTED 2:00 AM.

Does Trump have power to
pardon himself? It's complicated
- - POSTED 2:00 AM.

‘Why are some
- . away from bra
POSTED 2:00 AM.

ientists turning
scans?

-

CHRISTOPHER DEVARGAS / LAS VEGAS SUN
At this year's winter wonderland display, a snow gueen emerges from an
enchanted forest to greet guests at the Bellagio. This scene from Monday, Dec.
7, 2020, also features affable polar bears and a centerpiece 42-foot fir tree.

Trump camp asks Nevada
Supreme Court to nullify Biden
‘win UPDATED 5:06 P.M.

Nemasvimsmoanmiom s AL Bellagio, holiday display

230% over past month . . a

stirs hope and serenity

Woman enters lea in 2018 nail | rosreo 200 A SCENE INLAS VEGAS P

salon manager death . s 5 . e

UPDATED 5:12 P.M. BY HILLARY DAVIS | Bellagio’s Christmas snow 3 "
queen Bellissima gazes serenely at her visitors to usher in a ' ' [] . . '

Cimcrent Lan Vegameather, season of cheer and optimism, perfumed by two dozen firs
conditions and the forecast 3 ke

and tens of thousands of carnations. Bellissima made her
BREAKING NEWS »| TODAY'S NEWS » | return to the Bellagio Conservatory’s annual holiday display.
TUESDAY'S PAPER »

UiST aWORLD!
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DISCOVER YOUR NEVADA-Local specialty

N

NEVADA.

TRAVELNEVADA.COM

[ 22§ LV NATIVE CONTENT 12.3.20

THE ULTIMATE
NEVADR GIFT GIDE

Shop local is our motto and 2020 has been an especially important reminder to

focusour attentionback home to Nevada. Supportlocal businesses, makers and

artisans, and let your home-state pride power your holiday shopping list. Whether
giftingtoaspa connoxsseur sdventurer , history buff or some other kind of Nevada-lover,

gvethegiftofa i ience. Allof th

hedul

advanceor purchase gillca.rds for services.

Nevada is full of natural, geothermal hot springs, but for the ultimate
place to pamper, check out Stoambaat Hot Springs in Reno. Knawn
for healig properties, enjoy a soak in these mineral-rich springs
while also indulging in the spa’s signature packages. It's also the
itleal place for ah apras-ski escape.

‘€ant make R up north? Check out these Nevada companies
that you can buy from online:
B Purowlthioy on Etsy: Las Vegas-based candles, body butters and
scruhs ersycomAMp/PuVewneroy

k pany:100% natural, eco-friendly and
e harvested, e Biack ek Dasart businass sl puritying and
restorative mud masks for all skin types, hiackrockmud.c
B Pantry Products: Based in Reno, this all-natural, el e
skihcate company caters to everyone with products for womer, man,
habies and even pets, shoppantyyaroducts,com,

i

WEAR YOUR
s

youte

s

o’

STARRY NIGHTS AT GREAT BASIN

For the love of all things Nevada —gift
Your favarite history b uff an experi-
ence that turns back the clock. Tours at
the Techattleup Mine in Nelson or the
Thundorblrd Lodge in Incline Village
are great places to start. Another
option is the Nevada Southern Ralk
way tour In Bouklot Ghty, one of three
remaining scenic Nevada railways. You
<canalso shag a Nevada State Musoums
momborshlp for acaess to all seven
sites statewide,

With ho shortage of adrenaline-induc-
ing options across the state, consider
gifting your loved ohe an adventure
theyll never forget. Las Vegas UTV
Tours is ane fun aption for an
action-packed day, and if you
really want to up the ante,
check out Skydive Las

Vogas. If you're looking to
et out of town, Mes-
quite’s Advonturs Timo
Tours offers overnight
trips to the Grand Can-
Yorrs North Rimm, or for a
luxe glamping experience,
Ruby High Yurt in Lamoille
is unlike any other backwood
adverture.

Anather ezt A Novads stato nm
Pass is the gift that keeps o

There are many Vegas-based makers
and artisans, and here are some of
their Etsy shops to put on your fadar.

B NoonCactusVintage: Handmia e jew-
elry, stained glass and rare vintage finds,
NeonCactusVintage has it all, etsycom,/
shop/NeonCactusVintage.
B MaryOnAdventutos: This shop is
packed with Neva da-centric apparel, stick-
ers, prints, pins, DiY-craft baxes and more,
etsy.com/shop/MaryOnAdventures.
 WuveHandmade: Laughlin-based funky,
<colorful ,ewelry that will put a smile on any-
one’s face, etsy.com/shop/wuvehandmade.

Pro tip: Grab
2 Nevada state

any state park—y
s Vibo have ehenr

amn a free annual

your most autdoorsy enis and f:m\iy.

CREATED AND PRESENTED BY

TRAVEL NEVADA

= Battk Bo: most Vegas-centric pins, stick-

ers and accessaries around, battleh orn.shop.

H Novada Musoum of Ar spot offers an

xiting gift shop full of unigue jewelry, home-

wares, books, toys and games that you won't find

anywhere else, nevadaartorg.

H NBHIVoArts: For new and vintage Native Amer-

ican jewelry and art, Nativearts has you covered,

ngtivesrts.com

5 Honoy and Gollos: Based in Reno, this
handcratted, fine jewelry studio offers

tom-made options. Many of the dreamy,
contemporary designs are made with
Nevada-fiined materials and will
be on any jewelry-lovers wishlist,
honeyandgaldies.com.
 Garnot Morcantlio: Commu-
iry-owned and located in a
historic building in Ely, this
19205-style store features
handcrafred gifts from
local artisans and Native
American jewelry.

Notonly is Southern Nevada home to some of the most revered
restaurants in the world, there are also plerty of ways to enjoy some of
the areas finest offerings—even from home. Send a pal five-star take-
out ar purchase gift cards from some of your favorite restaurants. For a
fun and check out L Foodlo Tours and
their self-guided sister option, Finger Licking Foodls Tours, both of
which allow you to try a variety of offerings throughout Las Vegas.

For a foodie gifts you can wrap:

W Ethel M: A Southern Nevada favorite, Ethel M sells online or in-store,
including at their Henderson factory and cactus garden, ethelm.com.
] The only thing 2 hot cup of 2 coffee
on a ahilly morning? & hot aup of esinably srown, e«many sourced
coffeefrom a local shop,

as Disillory: This Hendarson-based distilery offers onssite
tours and sells at the st.
u Froy Ranch Estato nhlllhly Spleits: e Ealoncbasad distilery is
gaining hational attention for its award-winning \oka, gin, absinthe and
recently released bourbon, which was named
one of the 10 Bast Whiskeys in the World by

Whiskey AQVOCate, Heynanchcom.

B Novada Brining Company: The Sparks-
A based brining company sells some of the
best pickled veggies you can find,
nevadabvining.com.

 Pahrump Honoy Compa

: Raw desert

pabrumphoneycom.

12320 EEA

honey, bee pollen, propolis and more, s
(3
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DISCOVER YOUR NEVADA-Local specialty
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NEVADA-
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- AR by Tl
O S T hovi L
-

B sawe 7o g1 ks Safe Farks Pussge? o

ary shebe perk dindees mh bave S beskledy

stampes 2405 aiferast parks a3 PREE
arena pove fe s thvirks Shafe Parky!

Perfect Pairs: Made-in-Nevada goodies to 9iff and
only-in-Nevads experiences to share.

For those who prefer adrensline
over frankincsnse and myrrh
s ]

proR— e
- Py SR eRT—

i ¢ Wem oA RRstan

© Bt sty Ay
prrie
Jarim

+ s et tors

+
] Fred cven v i oo This holuday seasen aeiy bssk s Ve different
o Mousacouree 3t i e TSP
e i Suc lucky B0 v, Wessdn sisn'E. Now iz the
Pecfiee? fue f share some Siver Steke e
Cacnact whn ud W' with femily and Friesds.
enmimennz @ @ Q e i,

-

Camd et 2 S Raia e
When i comes to bling-worthy bequests, e adivai i
Bttt ~Ganrahg

Nevads is literaliy full of gems.

Tocwren SxterySepect
© v Masa o Wheero Sarpee
L

[ | Mot X Paibary
o i 22 ety
Tha Wedze Cornnice Studis: -
Y nns o Taseamees Patbery.

For those with great faste or whe
sy love that holiday “spirit”

G tewnp | amtom
P g - e R
e D S - 3 »
1.8 72000 Areine eAredos o Orvoostex P Ly s Iouts o
e

+ Dk Coczalvm o

3 Tuude 2z Foce Ture L
REr T N wap
Karthordm

For the one whose pecfect present is a pieze of the past.

Mnvmasrmecnn sty

Vmnsri
+ Ve Vegmo s lrany
Sacaea boms b

o

kb b e e
ctg

.mU \v
rglma@ry
(.7lll'isltll(ls on the Comsiock

BELIEVE I THE MA TMAS AGAIN'ALL DECEMBER LONG.!

' ﬁwﬁ%}mﬁm G ﬁara’a @ }}f(ggm( Jrais
j for avetgone en gown Gk, .
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DISCOVER YOUR NEVADA (plus)—Press Coverage

/0N
NEVADA

TRAVELNEVADA.COM

Travel Nevada recommends road trips for fall
break

In the time of COVID, road trips to rural Nevada are becoming as popular as ever before

FALL BREAK ROAD TRIPS
FROM DISCOVERYOURNEVADA.COM

Discover Your Nevada

KOLO: Fall Break, DYN

KOLO: S’Scorro’s Burger Hut

This is Reno: Fall Getaway

KOLO: Ghost Town Guide

About Town Deb’s live radio show: Nevada Gift Guide

Other Tourism (pitched + earned)

Daily Mirror: Rhyolite

Sacramento Magazine: Explore Carson Valley

KRNV/Fox 11: Nevada Day celebration

RGJ: Coin Press

The Telegraph: Ski resorts

Thrillist: Fly Geyser

Travel + Leisure: Best Vacations

KOLO: Silver State Sights (The Eureka Opera House and Sentinel Museum)
MSN Lifestyle: The Most Stunning Scenic Byway in every state

Las Vegas Review Journal: National Parks, Outdoor Recreation Generate Big Bucks for Nevada

Dept. of Tourism and Cultural Affairs

KTVN: Stewart Indian School Reopening

KTNV: Indigenous People’s Day

Carson Now: Indigenous People’s Day

Fox5 news clips: Indigenous People’s Day
Pahrump Valley Times: Arts & Humanities Month
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): https:/www.kolotv.com/2020/10/06/travel-nevada-recommends-road-trips-for-fall-break/
https://www.kolotv.com/2020/10/06/silver-state-sights-socorros-burger-hut/
https://thisisreno.com/2020/10/tonopah-offers-quirky-fall-getaway/
https://www.kolotv.com/2020/11/17/local-writer-travels-to-nevadas-ghost-towns-and-publishes-book-about-them/
https://www.mirror.co.uk/travel/usa-canada/americas-coolest-ghost-towns-everything-22851456
https://issuu.com/sacramentomagazine/docs/1020_de
https://foxreno.com/news/mornings-on-fox-11/celebrating-nevada-day-during-a-pandemic
https://www.rgj.com/story/news/2020/10/22/nevada-state-museum-fundraising-donate-health-care-workers-covid-19/3724586001/
https://www.telegraph.co.uk/travel/ski/articles/best-ski-resorts-us-america/
https://www.thrillist.com/travel/nation/fly-geyser-nevada-guide
https://bit.ly/39vH3R4
https://www.kolotv.com/2020/12/15/silver-state-sights-the-eureka-opera-house-and-sentinel-museum/
https://www.msn.com/en-us/travel/tripideas/the-most-stunning-scenic-byway-in-every-state/ss-BB1bYZ4r
https://www.reviewjournal.com/business/tourism/national-parks-outdoor-recreation-generate-big-bucks-for-nevada-2237077/
https://www.ktvn.com/story/42744716/local-donors-help-keep-doors-open-at-stewart-indian-school-museum
https://www.ktnv.com/news/gov-sisolak-proclaims-oct-12-indigenous-peoples-day-in-nevada
https://carsonnow.org/story/10/12/2020/gov-sisolak-proclaims-monday-indigenous-people-s-day-nevada
https://app.criticalmention.com/app/#/report/33e414ad-9f10-4917-9e70-ccbf951cf018
https://pvtimes.com/news/sisolak-declares-arts-and-humanities-month-90546/
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DISCOVER YOUR NEVADA—Reporting NEVADA-

TRAVELNEVADA.COM

The Discover Your Nevada campaign was

TARGET:

intended to generate economic activity
INCREASE IN-STATE SITE TRAFFIC

while out-of-state visitation was low due to

pandemic restrictions.

18%

Content was curated to educate Nevadans
about activities within their own state and
offering suggestions on responsible

recreation. Advertising enticed them to

explore their state through branding efforts.
JULY-DEC 2019 JULY-DEC 2020

- Out-of-State - Nevada

To date, the in-state traffic share has nearly

doubled on TravelNevada.com.
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TARGET:

INCREASE IN-STATE PAGEVIEWS

(Within Nevada borders)

Goal 600 .0 00
Actual 506l199
84% to FY goal

L L L 1 L J
100,000 200,000 300,000 400,000 500,000 600,000

TARGET:

80K USERS TO DYN PAGES

Goal

Actual

1 1 1 1 1 J
20,000 40,000 60,000 80,000 100,000 120,000

This level of in-state efforts in a very
different environment was a new challenge,
and we established goals based on assumed

behavior.

Both sitewide page views within Nevada and
user metrics to DYN pages have been strong,
as halfway through the year we anticipate

exceeding both targets.

We have reset our user goal to 200,000 and
will adjust the goal of page views once we
exceed it. The greater our audience reach
and more engagement we see, the greater

our ability to influence travel behavior.
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TARGET:

GROW IN-STATE AUDIENCE—FACEBOOK FOLLOWERS

Goal

Actual

L 1 1 1 L 1 1 J
5000 10,000 15,000 20,000 25,000 30,000 35,000 40,000

TARGET:

GROW IN-STATE AUDIENCE—NEWSLETTER SUBSCRIBERS

Goal

Actual

1 L L 1 L J
2,000 4,000 6,000 8,000 10,000 12,000

We have solid audiences in the social space and
in our e-newsletter subscribership, though our
efforts have mainly targeted out-of-state

markets.

The Discover Your Nevada campaign shifted that
focus, and we made efforts to grow our in-state

following.

Our e-newsletter subscribership goal has been
reset to 15,000. As the environment on social
media improves, we anticipate reaching our
Fiscal Year goal for Facebook followers while we

monitor other platforms for increased activity.
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DISCOVER YOUR NEVADA—Reporting ‘NEVADA-

TARGET: TARGET: TARGET:

ENGAGE IN-STATE AUDIENCE—DYN PAGEVIEWS ENGAGE IN-STATE AUDIENCE—AVG. TIME ON PAGE ENGAGE IN-STATE AUDIENCE—ITINERARY DOWNLOADS

Goal 100.000 Goal

Goal

Actual

2:33 min

Actual Actual

Sitewide
FYz20

150,000 200,000 100 200 300 400 500 600

50,000 100,000

I L L I I I L )
0:50 1:00 1:50 2:00 2:50 3:00 3:50 4:00

Once our budget was expanded, we sought to cast the widest net to increase awareness within Nevada. A
slight drop in engagement was anticipated, but we kept our goals in place.

We found that audiences that were targeted for awareness purposes did move further down the funnel, and
explored the Discover Your Nevada website. The time on site exceeded the average for the rest of
TravelNevada.com, but we did not meet our goal.

We paused our itinerary availability due to the variable closures and resulting statewide pause. We will work
towards our original goal as these come back online.
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DISCOVER YOUR NEVADA—Reporting NEVADA-

TRAVELNEVADA.COM

TARGET: TARGET: TARGET:
ENGAGE IN-STATE AUDIENCE—ENEWSLETTER OPENS ENGAGE IN-STATE AUDIENCE—ENEWSLETTER ENGAGE IN-STATE AUDIENCE—HASHTAG USE
CLICK-THRU-RATE (CTR) (#ThatNevadaLife)

Goal Goal
Goal

Actual Actual

Campaign
Monitor
Benchmark

Campaign
Monitor
Benchmark

Actual

25

1 L 1 1 1
200 400 600 800 1,000

We established lofty goals for our more engaged audiences, targeting well above benchmarks.

The e-newsletter open rate exceeded goal and click-through rate came very close. The metrics are
encouraging, and with new e-newsletter design and fresh content, we continue to strive for the 22% CTR.

As we focused on the shopping guide for the last 6 weeks of 2020, hashtag use lost some of its momentum.

Social content will continue to include the hashtag and encourage use through 2021, and we anticipate to
reach our goal.
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DISCOVER YOUR NEVADA—Highlights NEVADA-

TRAVELNEVADA .COM

Shift to Nevada Pride Shopping Guide allowed for new partnerships with local businesses.

Partners responded well to collaboration efforts, allowing for stronger community
messaging, positive results and awareness, and fostering future opportunities.

Sponsored content pieces performed well in the Las Vegas market, with audiences
spending 528 hours with the Park-Packed Weekend content.

Digital video efforts drove more than 6.9 million completions, which translates to 2,402
days or 6.6 years worth of our brand video being viewed digitally during this campaign.

Upper funnel awareness tactics like digital video and audio also drove high quality site
traffic with higher-than-average time on site and e-Newsletter signups in comparison to
past brand campaigns.

Paid social drove high quantity and high-quality site traffic, resulting in more than 63,000
site sessions and an extremely low bounce rate of 3.51%, more than 87% lower than the
site average during this timeframe.

35



/*
<RAVE,

DISCOVER YOUR NEVADA—Takeaways ~NEVADA
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» Contests in south were very successful, garnering strong engagement rates and opt-ins. These
audiences showed an interest in Road Trips and exploration in the northern areas of the state.

»  While much of the DYN campaign aimed to generate awareness, Nevadans positively responded to the
messaging - demonstrated through strong on-site engagement metrics and lower-funnel actions like
subscribing to the e-Newsletter.

» Audiences showed specific interest in content around itineraries and activities curated for them,
indicating an appetite for expanded Road Trip content tailored for both in-state and smaller drive
markets.

» Consistent with platform usage habits, Nevadans 45 and older showed the highest engagement across
paid social efforts - generating stronger engagement, consuming more video content and indicating
wanting more information more than any other segment.

»  When campaign efforts include upper-funnel awareness tactics that increase reach and drive site
traffic volume, on-site metrics like time on site can decrease as a result. Despite this, the overall
campaign still generated a strong time-on-site, and continued retargeting and reengagement efforts
will continue to improve this metric in the future.
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