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The Unique Role of the Nevada Commission on Tourism
NCOT’s Mission

The Nevada Commission on Tourism’s mission is to generate revenue for the state of Nevada by attracting visitors to spend money in this state. Tourism is Nevada’s No. 1 industry and generates $58 billion in total travel spending (CY07).
NCOT generates an ROI

The Nevada Commission on Tourism invests in Nevada’s economy, and every $1 spent on advertising generates an ROI of $20 in state and local tax revenue. This is in addition to the millions of dollars that flow into hotels, shops, shows, restaurants and other venues.
NCOT does not impact the General Fund

The Nevada Commission on Tourism receives 3/8 of 1 percent of the room tax and does not impact the General Fund.  NCOT’s spending authority depends wholly upon the tourism economy.  
NCOT is the only tourism agency that promotes the entire state

The Nevada Commission on Tourism is the only agency that promotes tourism for the entire state, including Las Vegas, Reno, Lake Tahoe and all of Nevada’s rural communities. Like weaving threads to create a tapestry, NCOT integrates Nevada’s multitude of attractions to create the picture of an enticing, compelling destination.
Example: NCOT promotes travel on U.S. Highway 50 for visitors to experience “The Loneliest Road in America,” historic mining towns and other “Wild West” attractions along the route. This promotion delivers visitors to Fernley, Fallon, Austin, Eureka, Ely and Great Basin National Park.
No other agency can fulfill this mission. NCOT has spent 25 years developing a high level of knowledge and expertise about Nevada’s tourism products and markets.

Weakening NCOT would hurt rural Nevada 

To weaken or diminish the work of the Nevada Commission on Tourism would hurt rural Nevada by directly impacting its marketing prospects and crippling various programs that draw visitors to local communities and help sustain tourism-reliant economies.
Eventually, the need to restore curtailed programs would become evident.
Example: Colorado eliminated $11.2 million funding for its state tourism program in 1992-93. In 2000, seeking to rectify a mistake, Colorado restored funding for state tourism, investing $19 million. The state is finally regaining momentum lost for 15 years. In 1997, Colorado lost $2 billion in tourism revenue. Between 1993 and 1997, Colorado suffered a 30 percent decrease in its tourism market share. In the first year after Colorado restored permanent tourism funding in 2006, restaurant expenditures rose a record-setting 14 percent; attractions and sightseeing venues rose 15 percent, retail purchases 4 percent and hotel and other lodging 5 percent.  Colorado was the nation’s No. 1 summer resort destination at the time it cut tourism funding. By 1997, the state had dropped to No. 11.

Tourism helps sustain all communities
Every Nevada community relies to some extent on tourism to feed or sustain its economy. Other industries may close or move away, with negative impacts on the local economy, but tourism is constant.
Example: Kennecott Copper closed a major copper mine in Ely in the latter 1970s, causing an economic crisis. Seeking other revenue sources, Ely steadily built its tourism product and now offers an internationally recognized mural program, historic railroad complex, picturesque downtown arts and entertainment district, Fire and Ice Festival and is the gateway to Great Basin National Park. Today, Ely is a one of Nevada’s most popular historic mining towns.

NCOT helps communities develop a brand

Any community can attract tourists if it can define its attractions with a tourism identity and market its brand effectively. The Nevada Commission on Tourism helps rural communities develop a brand and market their tourism attractions.
Examples:
· The Nevada Commission on Tourism, using rural grant funding, worked with community leaders in Lovelock and Pershing County to create a new brand – Lock Your Love in Lovelock -- and an attraction in the center of town called Lovers Lock Plaza. The concept was adapted from an ancient Chinese custom of locking ones love by affixing a lock to a chain in a public place, thus ensuring a lasting love.  Nearly 1,000 locks now adorn the chains at Lovers Lock Plaza and the theme is carried on billboards, street banners and an interactive Web site that NCOT designed for Lovelock, www.loverslock.com. Lovelock businesses cooperated in the promotion and attracted more customers.
· After USA Today named Tonopah the darkest spot in the nation, the Nevada Commission on Tourism worked with the community to brand it as America’s Stargazing Capital. The community now promotes stargazing into Tonopah’s uncommonly dark skies as a visitor attraction. The promotion has been covered in the media and on tours, bringing more tourism dollars to the community.
NCOT’s 25 years of experience benefits rural network

Commission staff works closely with its statewide rural tourism network and has developed 25 years of expertise in understanding Nevada’s communities, their tourism products, leadership and needs. This relationship with rural Nevada enables NCOT to identify and address issues and ensure the best use of each grant.

Most Nevada communities are rural and do not have the means to independently promote their tourism product on national and international levels. They depend on the Nevada Commission on Tourism to accomplish this activity.
Example: NCOT will promote rural Nevada at 36 trade shows this fiscal year (FY09) in Germany, Italy, Netherlands, South America, Canada, Mexico City, London, Australia, Spain and many domestic locations. Trade shows enable NCOT to promote Nevada with the tour and travel industry from all parts of the globe.

NCOT makes it possible for rural representatives to participate in trade shows they could not otherwise attend.
NCOT obtains media coverage worldwide
The Nevada Commission on Tourism promotes all of Nevada’s attractions with news reporters, editors, travel writers, photographers, television program producers and social media worldwide. No other tourism entity is equipped with the familiarity, expertise, opportunity and drive to attract visitors to rural Nevada, as well as to Reno and Las Vegas. NCOT’s Media Relations department provides context that pulls together all of Nevada’s attractions, history, events, entertainment, lodging and other activities and amenities into a package unlike any other. Media value – the cost in advertising equivalency for the space and time used for the story -- in FY08 was $48.5 million.
NCOT’s Rural Grants program helps draw visitors

The Nevada Commission on Tourism provides matching grants that enable rural communities to promote their attractions and draw visitors. The Rural Grants program, under NCOT’s Sales and Industry Partners department, is an economic lifeline for Nevada’s rural communities. The program distributes $1.7 million a year statewide in carefully allotted grants for specific programs that attract visitors with advertising and other promotional activities.  The grants produced an estimated $368.2 million impact on rural economies in FY07.
Only nonprofit organizations and local governments can receive the funding and grants must be matched with local funding or in-kind contributions. Payments are spread throughout rural Nevada on the basis of need and chance for success, as equitably as possible.
Most rural communities that receive promotional grants could not afford to place the ad, purchase the banner, attend the trade show or accomplish other marketing goals without grants.
Examples:
· The Nevada Bed and Breakfast Guild was awarded $14,400 to help create a Web site and brochures to promote all B&Bs statewide. The grant paid for print advertisements in Sunset Magazine, Nevada Magazine, a Web site, http://www.nevadabandb.com and Web site optimization; brochures and postage for mailing to consumers. The Web site links to more than 20 different individual B&B Web sites. The entire marketing campaign that created the “Lock Your Love in Lovelock” brand and the Lovers Lock Plaza attraction would not have been possible without grant funding.

· An NCOT grant promotes the White Pine Fire & Ice event at Cave Rock State Park in Ely, which the American Bus Association has listed among the top 100 events in North America. Fire and Ice attracts more than 3,300 people, produces 2,000 room nights and fills all the rooms in Ely and surrounding communities. Without the NCOT grants, Ely could not afford to adequately advertise and promote Fire & Ice event and would not receive the $675,000 economic impact the event produces.

Nevada’s unique marketing coverage
NCOT markets and advertises Las Vegas and Reno, bringing in tour operators and influential travel media from around the world for familiarization tours to experience first-hand the attractions and amenities of Nevada’s two metropolitan areas. In addition, NCOT’s Marketing and Advertising department produces promotional programs and materials created solely to draw visitors to rural communities, attractions and events. No other tourism entity coordinates and markets Nevada’s entire tourism product.

Examples:

· Monthly newsletter
A monthly newsletter goes to 170,000 consumers who have opted to receive information monthly from the Nevada Commission on Tourism. Each issue features a rural community.

· Print co-op program
This program enables rural communities to advertise in publications that otherwise would be cost prohibitive, such as Sunset, National Geographic Traveler, Arthur Frommer’s Budget Travel, Audubon and the History Channel. NCOT’s co-operative advertising program has been extremely valuable to rural Nevada, generating awareness and quality leads. The spring 2008 co-op program generated 8,700 qualified leads for potential visitors to rural Nevada.

· Web site

As of July 2008, NCOT has added 50 individual rural community pages to the www.TravelNevada.com site at http://travelnevada.com/vacation-destinations.aspx. The pages are indexed into search engines so that consumers looking for a specific rural community can find the information quickly and easily. Each page contains an overview of the community, current weather, photos, links to hotels and the community’s Web site. The site currently is breaking records, drawing more than 6,000 visitors some days. The average daily visit tally has climbed from 4,309 in November 2008 to 5,478 from Dec. 1-17, 2008. The site is “optimized” to appear prominently in search engine results, a valuable service that calls rural attractions to the attention of potential travelers who might not otherwise become aware of them. 
· Online brochures

TravelNevada.com features a library of 15 visitor brochures that can be downloaded immediately. These brochures include information on the rural areas including attractions, hotels and more. 

· Nevada’s only statewide Visitors Guide and State Map

The Nevada Commission on Tourism is the only entity that gathers and distributes tourism information about hotels, attractions and events for the entire state. Information is compiled and updated annually and printed in the official Nevada Visitors Guide and state map and also displayed on the NCOT Web site www.TravelNevada.com. The Visitors Guide is the centerpiece in information packages sent to consumers requesting information about Nevada. 

· Social Media

The Nevada Commission on Tourism is very aggressive in taking advantage of opportunities in social media on the Web. Our interactive media manager travels throughout Nevada, taking photos and videos of rural communities and posting the information on social media sites including NCOT’s blog, www.Blog.TravelNevada.com; YouTube.com, Vimeo, Facebook and others. These immensely popular Web sites provide exposure to all of Nevada, including Reno, Las Vegas, Lake Tahoe and small communities that otherwise would find such outreach to be cost prohibitive. The sites also deliver Nevada’s tourism information to millions of potential visitors who turn to the Web for information, rather than print sources such as brochures and visitor guides.
· Advertising

The Nevada Commission on Tourism’s advertising campaigns on television, print and the Internet promote not only Las Vegas and Reno, but also Nevada’s rural communities statewide. 
Las Vegas and Reno focus on Las Vegas and Reno
Las Vegas and Reno convention and visitors authorities focus on their specific markets. They cannot be expected to promote destinations outside their market areas. This is the responsibility and mission of the Nevada Commission on Tourism.
The Nevada Commission on Tourism’s marketing integrates all of Nevada’s attractions, urban and rural, to provide a more appealing product that offers visitors a wider variety of options for activities and attractions. 
Examples: 
· Most NCOT advertising depicts Las Vegas, Reno, Lake Tahoe and rural attractions. No other tourism entity can provide the experience, context and reach of NCOT’s ads to the benefit of rural Nevada.

· NCOT organizes and conducts familiarization tours of domestic and international travel industry people and journalists that always start and end in Reno or Las Vegas, Nevada’s best known attractions.
Online Marketing
Reducing NCOT’s ability to effectively market and promote Nevada’s tourism destinations online would cause a setback at a time when the Internet has emerged as the frontline communication medium that is leaping ahead in its scope and reach.
Intense competition for tourism dollars impacts the Internet, and NCOT’s creative, savvy Internet Technology department has redesigned, updated and expanded the Web site to produce more effective marketing for Nevada’s tourism product. TravelNevada.com experienced a 50 percent increase in visitation from October 2007-October 2008 while other Western states’ Web site visitation declined. NCOT has developed “mini” Web sites for skiing and golf, and mobile sites http://NVski.mobi, http://NVroads.mobi and http://NVtravel.mobi, which provides road, weather and ski conditions tailored for BlackBerries, cell phones and other mobile devices.
Nevada’s statewide tourism territories
The Nevada Commission on Tourism’s statewide network of tourism territory volunteers helps keep goals in sight and projects on track. NCOT, together with territory volunteers, coordinates rural tourism activities throughout Nevada and helps the six territories chart a course and achieve tourism promotion goals.

NCOT’s expanded international marketing
In FY09, the Nevada Commission on Tourism significantly increased its international reach for marketing and promotion, adding Continental Europe, Mexico and Canada to the existing representation to the existing United Kingdom, China, South Korea, and Japan. NCOT accomplished this expansion without increasing contract costs by renegotiating directly with new contractors.

These international representatives bring tour operators and journalists to Nevada and promote the entire state at trade shows and with influential tourism entities and consumers in many other countries.
International visitation to Nevada has increased by at least 3.6 percent, from 3.5 million visitors in 2006 to 3.6 million in 2007. It should be noted that international visitor numbers are difficult to compute because the U.S. government does not have numbers for all arrivals, and many who visit Nevada are domestic arrivals from other U.S. cities.
Native American tourism

Nevada’s 26 Native American colonies and reservations depend on the Nevada Commission on Tourism’s rural grants to help promote their cultural attractions. NCOT reaches out to tribal communities through its Indian Territory and provides grants that assist in promotions. These include a brochure listing 31 different events put on by Nevada’s Native Americans to benefit their tourism economy and a Tour by Cell program at the historic Stewart Indian School property that enables visitors to hear oral histories of each building.

Nevada Magazine
Nevada Magazine promotes Nevada’s urban and rural communities, heritage, culture, events, activities and natural wonders to more than 55,000 subscribers, newsstand customers and potential visitors who contact NCOT for tourism information. Nevada Magazine is self-sustaining through an enterprise fund.
The magazine also publishes 97,000 copies of Events & Shows that are distributed at local airports, visitor centers and gift shops throughout Nevada. The publication pulls together all of Nevada’s entertainment, including rural Nevada communities and features complete, updated statewide listings.
Nevada Magazine staff promotes Nevada at trade shows, Rotary groups and other organizations.
NevadaMagazine.com contains additional information about the state and a calendar of Events and Shows that is updated daily.
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