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W ith a desire to connect our state’s wonderful attractions, sights, sounds and 
people with visitors from across the country—across the world. We wanted 

to make sure that we were communicating as precisely as we could, helping to ensure 
that every opportunity to have a conversation with a potential visitor was on target. 

To do that and as part of our strategic plan, we did research. We listened to a lot of 
folks—residents, visitors and people who have never visited Nebraska at all—nearly 
4,000 people from all across the United States, including Nebraksa Our new brand 
reflects our most valuable attributes to visitors— some very nice moments made 
possible by some very nice people.

The research has given us a great roadmap. It was refreshing and at the same time 
reassuring that the things we as Nebraskans were most proud of, were also very 
desirable to potential visitors. We had this valuable combination—great destinations 
and the friendly nature of our people. That one-two punch really sets us on the 
right path. All of those wonderful attributes working together to deliver a desirable 
experience for those who visit Nebraska. It manifests itself in a simple word that 
speaks to everything that Nebraska has to offer. It’s…Nice.

We have and will continue to travel across the state to create stories that talk of special 
Nice moments that people can experience while visiting Nebraska. We’ll share them 
with the world. And we’ll ask both our visitors and residents to do the same. 

We will be promoting our state via traditional media, through social media and public 
relations—in-state, in major markets and unique venues across the country. And we’re 
asking Nebraskans to help us spread the word to friends and family—Visit Nebraska. 
Visit Nice. It all comes down to what best resonates with visitors—Nice moments 
delivered by equally Nice people.

To our industry partners, I say thank you for doing all you do to grow tourism in our 
state and make the great impressions you do with our visitors. And to our visitors, I say 
welcome. Feel free to slow down just a bit and take in all the wonders that Nebraska 
and our people have to offer, which last a lifetime. 

I invite you to Visit Nebraska. Visit Nice. 
Safe Travels,

Kathy McKillip 
MPA, MS, CDME 
Executive Director  
Nebraska Tourism Commission

It all began...
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OUR MISSION STATEMENT

The mission of the Nebraska Tourism 

Commission (NTC) is to expand 

Nebraska’s dynamic and diverse travel 

industry making it more viable by creating 

awareness, attracting increased visitors 

which results in greater tourism revenue 

and economic gain throughout the state.

OUR VISION STATEMENT

NTC will engage in diverse, assertive 

and creative marketing and promotional 

strategies that celebrate and increase 

awareness of the unique opportunities 

Nebraska has to offer to the visitor, 

accomplishing this through education and 

special events, partnerships, collateral 

content along with promotional efforts at 

the state, national and international levels, 

working in tandem with stakeholders with 

mutual Nebraska values.

OUR VALUES

• Our highest value is our 
customer service

• We invite, honor and respond to 
all ideas.

• We provide high quality marketing 
efforts elevating the State.

• We address and respond to the needs 
of our stakeholders, partners, and 
industry members

• We responsibly use and manage 
public and private resources.

• We foster an inclusive environment 
that attracts, develops and retains a 
diverse, motivated, supportive and 
creative staff.

• We pursue excellence in the 
application of technique, procedures 
and technologies.

• We believe in our product and all 
marketing strategies, Commissioners 
and staff reflect and reinforce that 
belief. 

• We foster an inclusive environment 
that attracts stakeholders and industry 
members to be engaged and included 
in Commission dialogue and events.

STRATEGIC GOALS 

• Content and Services:
 -  Produce and distribute quality 

content and services that will 
educate, inform and connect  
with the visitor.

• Education:
 -  NTC will be a valued partner in 

support of quality promotion, 
education for traditional and  
non-traditional events and 
attractions for the visitor.

• Public Awareness:
 -  Increase the recognized value of the 

tourism industry for the visitor along 
with the communities, counties and 
State of Nebraska.

• Financial Resources:
 -  Improve organizational sustainability 

through increased revenues, 
enhanced private-public 
partnerships leveraging resources 
and increasing operational 
efficiencies.

• Human Resources:
 -  Ensure that the NTC staff 

has appropriate skills through 
recruitment, retention, educational 
trainings and career opportunities.

• Technology:
 -  Achieve technical proficiency 

through, planning, design and 
implementation that supports 
content creation, management and 
distribution that is in line with the 
NTC Mission Statement.

• Governance:
 -  NTC will pursue topics of interest 

and relationships that promote the 
Mission and Vision of the Tourism 
industry and enhance the visitors 
experience generating more  
revenue and economic gain for  
the communities, counties and  
State of Nebraska.
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• In 2013, the legislature increased 
funding for the Tourism Commission 
to $5.2 million. This is up from 
$4.6 million in 2012. Budgets in 
surrounding states, including Kansas, 
Iowa, Minnesota, North Dakota, 
Oklahoma, Colorado, Missouri, 
Wyoming and South Dakota, have 
average budgets of $9.4 million. The 
average U.S. state tourism budget in 
2013 was $14.9 million.

• In 2013, the Nebraska Tourism 
Commission became the first state 
agency to achieve the tourism 
industries top accreditation from 
Destination Marketing Association 
International. The Destination 
Marketing Accreditation Program 
(DMAP) recognizes organizations 
that meet or exceed tourism 
industry standards.

• Between 2003 and May 2014, 
Nebraska Tourism has collected 
nearly $40.8 million in lodging tax. 
Based upon projections, lodging tax 
revenue collected in 2014 is expected 
to be 8.6 percent more than was 
collected in 2013.

• From 2012-2013 visitor spending is 
up 4.6% and is expected to increase 
4.8% respectively each year.

• Domestic traveler spending in Nebraska 
totaled $4.4 billion (in current dollars) 
in 2013, representing an increase of 
2.6 percent from 2012

• Six of the ninety-three counties in 
Nebraska received over $100 million 
each in domestic traveler expenditures 
and had 1,000 or more jobs supported 
by domestic traveler expenditure. 

• In its fifth year, the Nebraska Passport 
Program has grown to be one of the 
most successful efforts of its kind in 
the country. In 2013, the program had 
more than 19,000 participants. The 
average number of Passport stops 
was 27.9 percent and some stops 
experiencing a sales revenue increase 
of more than 250 percent.

• As of July 2014, the visitnebraska.com 
website had 27,074 total visits,  
an increase of 4.9% over the same 
period in 2013. The total number 
of unique visitors increased 41.9% 
from 16,700 to 23,704.

• In 2013/2104, the Nebraska Tourism 
Commission increased its focus on 
creating a social media presence.  
An Instagram account was created. 
The Nebraska Tourism Facebook  
page has 8,210 followers, up 65% 
from July, 2013. As of July 2014,  
@NebraskaTourism on Twitter had 
expanded to 7,479 followers.

• As a result of recommendations in 
the Nebraska tourism strategic plan, 
additional tourism-related signage 
was modernized and freshened along 
I-80 and other key highways to enhance 
the visibility of key tourist attractions.

• Beginning in 2012, the Commission 
hosted media tours for more than 
165 national and international 
journalists. This resulted in more than 
315 articles and broadcast segments 
in media outlets as diverse as National 
Public Radio (NPR), Smithsonian, 
American Cowboy, Texas Golfer and 
the Kansas City Star. More than 
182 million potential visitors have 
been exposed to editorial coverage 
which would have an equivalent paid 
advertising cost of over $7.2 million.

• As of August 14, 2014, some 
188 journalists have visited Nebraska on 
the eight previous media tours, resulting 
in 395 articles or broadcast segments 
which have appeared in media outlets 
including Midwest Living, Smithsonian, 
Better Homes & Gardens, Parade, 
Saveur, Washington Post, Meetings 
Focus, Cowboys & Indians, American 
Cowboy, Group Tour, Group Travel 
Leader, Canadian Geographic, Byways, 
Smart Meetings, Short Escapes, World 
Journal, Huffington Post, Texas Golfer, 
AAA Journeys, Trailer Life, National 
Public Radio, Washington Post, Kansas 
City Star, Miami Herald, Nashville 
Tennessean, Minneapolis Star Tribune, 

the Oklahoman, Fort Worth Star-
Telegram, Toronto Sun, Albuquerque 
Journal, “AAA Living and the Coloradoan. 
Some 207,414,073 potential visitors 
have been exposed to this coverage. 
If this editorial coverage had been 
purchased as paid advertising it would 
have cost $7,907,637. National and in-
state tourism sponsors have provided 
more than $306,040 in goods and 
services including air transportation, 
lodging, meals and activities to support 
the Nebraska Tourism Commission’s 
media tour program.

• In 2013, the Commission completed 
a comprehensive brand survey which 
incorporated the opinion of more than 
3,500 people including 1400 Nebraska 
residents and industry stakeholders. 
Survey participation was extended to 
6 weeks versus the original 3 due to 
interest and participation. This was the 
largest public input survey process 
ever conducted for Nebraska Tourism.

• In May 2014, a new brand campaign, 
“Visit Nebraska. Visit Nice.” was 
launched by the Tourism commission.

• The Commission continues to 
enhance the visitor welcome 
center program. In 2013, 38 travel 
counselors worked in 16 rest areas 
and visitor’s centers across the state 
from May 17–September 30. NTC 
Travel counselors are certified by 
the U.S. Travel Association after 6 
months of employment and passing a 
rigorous 200+ question exam about 
Nebraska. 

• In support of tourism initiatives and 
efforts of all types and sizes across the 
state, the Nebraska tourism continues 
to operate marketing and community 
impact grant funds.

• The Tourism Commission has 
partnered with GROW Nebraska 
to promote agri/eco-tourism and 
Nebraska based businesses and 
products. GROW businesses 
are featured yearly on the 
Passport Program.

Nebraska Tourism Commission Highlights
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During heavy travel season, March–July 2014, NTC designated visitor centers connected with over 461,700 people traveling through 
the state of Nebraska.

Nebraska Tourism Commission Highlights

Visitor Center Not Staffed Until May May June July

Brady Westbound 5,874 15,180 17,592

Cozad Eastbound 4,740 11,403 14,528

Kimball 873 1,775 2,401

North Platte 160 319 344

Sarpy County 281 360 497

Sidney 166 583 755

TOTAL 12,094 29,620 36,117

TOTAL (March–July) 42,923 59,677 85,620 125,946 147,516

Visitor Center March April May June July

Crane Trust Not staffed 169* 532 576 875

Archway 2,230 869 1,826 1,959 3,158

Henry Doorly Zoo 11,868 17,786 18,458 17,199 22,267

Kearney Eastbound 6,249 7,932 10,467 12,261 15,370

Kearney Westbound 6,441 7,708 10,781 14,265 15,971

Melia Hill 4,171 5,551 7,819 10,024 11,724

Ogallala Eastbound 1,180 1,399 2,102 2,897 3,402

Ogallala Westbound 1,174 1,435 1,567 3,348 3,719

York Eastbound 3,406 7,511 6,690 11,555 8,319

York Westbound 6,204 9,307 13,284 22,272 26,594

TOTAL 42,923 59,677 73,526 96,356 111,399

*Visitor counts began April 21.

In 2014, six interactive touch-screen 

kiosks have been strategically placed 

around the state. Between May 1 

and August 31, 2014, more than  

10,800 have utilized the kiosks for  

visitor information.
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NATIONAL TRAVEL TRENDS

American enthusiasm for hitting the 

open road is as strong as ever according 

to a biannual study released in January 

2014 by Destination Analysts, Inc.

Nearly one-third of Americans plan to 

travel more and increase their spending 

in the coming year. If the past is a 

predictor, this positive outlook could be 

impacted by rising gasoline costs.

In 2013, the average American took 

3.8 leisure trips and three-fourths agree 

that taking a vacation is the event they 

look forward to most each year. The 

average American took 3.7 leisure trips 

primarily by automobile.

Top Leisure Travel Activities for  

U.S. Domestic Travelers

1. Visit relatives

2. Shopping

3. Visiting friends

4. Fine dining

5. Beaches

The role of technology in travel planning 

continues to grow. In 2013, more than 

40 percent of Americans accessed 

user-generated content and social media 

for travel planning. Forty-five percent 

used mobile phone/PDA to access 

travel information. Important traditional 

sources of travel planning information 

were family and friends (43%) and all 

print resources combined (45%).

Content management is increasingly 

important. Top content types used to 

select leisure destinations are:

53.5% Things to see and do

46.3% Hotel costs

32.4% Transportation costs

26.0% Restaurants and dining

20.8% Access/ease of getting there

20.0% Discounts/deals

Consumers say the most difficult 

information to find includes discounts or 

deals, off-the-beaten path activities and 

things to see and do.

Industry Trends
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FINANCIAL IMPACT

According to the most recent annual 

information for Nebraska published by 

the U.S. Travel Association in Impact of 

Travel and State Economies 2012–13:

 $4,496,900,000 Travel Expenditures

 $612,300,000  Tax revenues 
generated by 
domestic and 
international travelers

 $859,000,000  Payroll generated 
by domestic and 
international travelers

 44,300  Direct jobs generated 
by domestic and 
international travelers 
who represent 
6 percent of the 
state’s total non-farm 
employment

Eight percent of Nebraska K–12 public 

school students are educated by state 

and local travel taxes.

For every $1 million spent in Nebraska 

by domestic and international travelers, 

10 jobs are created. 

Industry Trends

Eight-State Region: In millions

Colorado $14.7

Wyoming $12.6

South Dakota $12.2

Missouri $11.6

Minnesota $8.5

Nebraska $5.2

North Dakota $5.1

Kansas $4.8

Source: SKIFT/U.S. Travel Association

TOURISM BUDGETS FY 2012-13
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Domestic traveler spending in Nebraska 

totaled $4.4 billion (in current dollars) 

during 2013, representing an increase 

of 2.6 percent from 2012. Domestic 

travel expenditures generated 43,900 

jobs in Nebraska.  Auto transportation, 

food services and public transportation 

are the top three spending categories for 

domestic travelers in Nebraska. 

Surrounding states such with heavy 

travel compare differently. In 2013, 

domestic traveler spending in South 

Dakota reached $2.7 billion and 

generated 26,521 jobs. Travelers in 

Wyoming spent $3 Billion and generated 

30,176 jobs. 

Industry Trends

Industry %

Public Transportation 1.1

Auto Transportation 0.5

Lodging 3.5

Foodservice 4.6

Entertainment & Recreation 4.7

General Retail Trade 4.9

TOTAL 2.6

Source: U.S. Travel Association

PERCENT CHANGE 2013 OVER 2012

Douglas County, which is the states 

most populous and includes the largest 

city of Omaha, led all counties in 

domestic traveler expenditures, payroll 

income and jobs directly generated by 

these expenditures in 2013. Domestic 

traveler expenditures in Douglas County 

reached $2.1 billion, accounting for 

47.5 percent of the state total. These 

expenditures generated $501.2 million 

in payroll income and 22,600 jobs for 

county residents.

Lancaster County, which includes 

Lincoln City- the state capital, ranked 

second with $698.5 million in domestic 

travel spending in 2013, representing 

15.8 percent of the state total. Payroll 

income and jobs directly attributed 

to domestic traveler spending totaled 

$127.2 million and 7,300 jobs. 

Hall County posted 203.1 million in 

domestic traveler expenditures to rank 

third. These expenditures generated 

$29.8 million in payroll as well as 1,700 

jobs within the county. 

Buffalo County ranked fourth with 

$201.7 million in domestic traveler 

expenditures. These travel expenditures 

benefitted county residents with $29.4 

million in payroll income and 1,800 jobs. 

Sarpy County ranked fifth by domestic 

traveler spending in 2013. Domestic 

travelers spent $187.4 million in the 

county, generating $31.2 million in 

payroll income and 1,800 jobs. 

n General Retail Trade

n Public Transportation

n Auto Transportation

n Lodging

n Foodservice

n Entertainment &  
     Recreation

8.3%

33.9%

7.5%

25.3%

12.3%

12.7%

DOMESTIC TRAVEL EXPENDITURES IN  
NEBRASKA BY INDUSTRY SECTOR - 2013



9 | VisitNebraska.com

Building the Nebraska Tourism Brand

Clean & 
Affordable 
Destination

Fun & Relaxing

Outdoor 
Recreation

Unexpected 
Urban  

Experiences

Warm Friendly 
Demeanor

Wide-Opened 
Spaces; Nature  

& Scenery

Historic Sites & 
Attractions

This Table illustrates the features and 

characteristics that our target market 

should associagte with tourism in the 

state of Nebraska as a result of our 

marketing activities.

Rational Emotional

Omaha’s Henry Doorly Zoo Friendliness

Historic Sites/Attractions Fun

Easily Accessible Relaxing

Nebraska Cornhuskers Safe/Secure

Wide-open Spaces Happiness

Food/Restaurants/Dining Peaceful

Nebraska Sandhills Family

NEBRASKA’S MOST FREQUENTLY IDENTIFIED RATIONAL AND EMOTIONAL ATTRIBUTES

Source: Nebraska Tourism Brand Research, January 2014
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It’s a land of wide-open spaces, 

nature’s majestic migrations and the 

pioneering spirit of its people. The State 

of Nebraska is home to Trip Advisor’s 

number one zoo in the world; Omaha’s 

Henry Doorly Zoo and Aquarium,  

Husker Football, the College World Series 

and the stunning Sandhills. It is a relaxed 

and peaceful place that embraces the 

true values of America’s home and 

heart. You are immersed in its historic 

trails and sites and abundant outdoor 

recreational pursuits. Whether on its 

farms or in its exciting urban centers, 

it’s the friendly, honest and hardworking 

people who treat newcomers as family 

and encourage the simple pleasures of 

life that count.

Brand Promise

BRAND ARCHETYPE: INNOCENT

* Relax and reconnect to life as it should be

* Discover a state rich in authentic, simple pleasures

* Everywhere, enjoy a warm Nebraska welcome

NEBRASKA 
TOURISM AS A 
INNOCENT BRAND

Personality Traits

• Wholesome

• Lively

• Simple

• Refreshing

• Original

• Accessible

Rational

Nebraska is the 
literal and figurative 

heart of America 
where visitors relax 
and enjoy rural and 
urban destinations 

and experiences.

Emotional

Discover a simple, 
honest place where 
genuine people will 
welcome you with 
open arms and 
open hearts.

Essence: 
Visit Nice
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PRIMARY AUDIENCE

Baby Boomers and Active Empty 

Nesters—Nebraska Residents and  

Non-Residents

• Married, well educated, age 45+

• Travels to visit friends and relatives

• Enjoys outdoor activities

• Much more likely than average to have 
taken a vacation by car/RV.

• Active email and internet user

Boomers Drive the Tourism Industry

• Responsible for 48% of all  
vacation expenditures (up from 42% 
5 years ago).

• Consider travel a necessity—not  
a luxury.

• ROI potential – Boomers invest more 
in the experience.

• Boomer population growth outpaces 
18–49 population by 3:1.

• Sense of urgency – as they look to 
retirement they fear money will be 
short so they need to travel now.

• Niche growth – their thirst for 
travel drives industry innovation 
in eco-tourism, adventure travel, 
medical tourism, multi-generational 
travel, passion/hobby vacations and 
spiritual travel. 

• Plugged in – the 50+ market has 
embraced digital media as a means 
of learning about new products and 
services—they are a prime target for 
online travel marketing.

Source: Mediapost “Engage Boomers” AARP 2013 
Travel Study

SECONDARY AUDIENCES

Young parents and children are eager  
to learn more.

• Seeking Affordable destinations

• Visiting friends and family or travelling 
through Nebraska by car

• Interested in great Zoos and outdoor 
activities

Key Audiences
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M illennials have grown up in an 

era of unprecedented wealth 

and rapid technological advancement. 

Their habits and preferences regarding 

communication, personal interaction 

and purchasing are significantly 

different than those of older generations. 

Millennials are expected to remain the 

most affluent generation and by 2018 

they will be entering their peak earning, 

traveling and spending years. 

In 2014, the Millennial generation is 

between the ages of 17 and 35.  

They are soon expected to surpass 

Boomers in overall travel spending.  

Their preferences and habits will shape 

the future of leisure travel. 

Relationships are vital to Millennials. 

They are more likely to travel with 

friends. They are highly influenced 

by friends and family when choosing 

a place to visit. Their own travel 

recommendations often come in the 

form of real-time descriptions  

of experiences.

More educated than any previous 

generation, Millennials seek new 

experiences and more than any other 

generation, travel for personal interests 

such as food and wine, entertainment, 

outdoor activities, or shopping. 

Use of technology dominates everything. 

Almost 7 in 10 (68%) own a smart 

phone and 61 percent use the internet to 

connect with and make friends. Always 

online for information, Millennials search 

for deals and reviews, book it and go. 

Their digital approach is shortening the 

travel planning cycle.

Millennials are on a quest for fun and 

interesting things to report about their 

experiences. In constant communication 

with friends, their need to share amusing 

and enlightening tidbits is paramount to 

their social currency.

Welcome To Nebraska’s Newest Customer— 
The Millennials
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A partnership has been forged 

in recent years between the 

Nebraska Tourism Commission and 

the University of Nebraska-Lincoln’s 

Hospitality, Restaurant and Tourism 

Management Program. The partnership 

developed in the form of a group called 

the Tourism Think Tank, or 3T. During 

the 2013-2014 school year 13 UNL 

students were selected for the group, 

after an application process, and met 

monthly. The goals of these meetings 

were to provide input from a college 

audience on things going on in Nebraska 

Tourism and to plan for a trip they had 

designated as one of their goals for 

the year.

The trip began as a goal to take a 

trip across Nebraska, because many 

in the group had never been west of 

Kearney. With help from many in the 

Nebraska tourism industry the group 

planned a weekend trip that they 

deemed, “Nebraska Tourism, A two day 

adventure”. The success the trip would 

have was memorable to say the least. 

It began on a Friday morning at 4:30 

a.m. in Lincoln; a trip to see the Sandhill 

Cranes at sunrise in Grand Island their 

first destination. By the time their travels 

were finished for the day they were in 

Crawford at Fort Robinson State Park, 

544 miles of travel to see some of the 

great sights in Nebraska. Before that 

day no one in the group had want to 

see Sandhill Cranes. By the time the 

sun was rising and the cranes were 

flocking, the students eyes were lit up 

and so were their Iphones as they took 

as many pictures as they could. The 

pictures went on to a Facebook page 

created to document the trip. Pictures 

in North Platte of hand cart races at 

the Golden Spike Tower and a lunch 

among large stuffed game at Ole’s in 

Paxton. A group photo on the edge of 

Scottsbluff Monument out west and one 

using their bodies to recreate Carhenge 

in Alliance. They would go on to do the 

same at Fort Robinson, through the 

Sandhills and around town in Valentine. 

By the time they were finished 730 

people were following along on Facebook 

and everyone in the group would say 

they had their minds opened to the fun 

that could be had as you travel west in 

Nebraska. The group plans on taking 

more adventures around the state and 

hopes to expose more people to what 

can be done, with a few friends, all 

over Nebraska. 

In addition to their travels the group 

takes advantage of networking activities 

the Tourism Commission offers at 

their two annual conferences. Five 

students attended the Nebraska 

Tourism Conference in Norfolk last 

October where they talked with industry 

professionals from all over the state and 

did the same at the Agri/Eco Tourism 

Conference in Kearney in February. 

This year the group is helping to plan a 

Career Fair for students in the Hospitality 

program that will feature tourism industry 

professionals from the state. Over the 

last year the group has become a great 

partnership with UNL for Nebraska 

Tourism and it should continue to be so 

for many years.

The Nebraska Tourism Commission’s 3T Program
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CONNECTION STRATEGY

Consumer-facing brand promotion

Research shows that initial sources of 

inspiration for leisure travel continue to 

be traditional forms of communication 

such as magazines and television. 

However, once potential destinations 

are selected, the process changes 

dramatically as travelers turn to online 

resources to learn more about potential 

destinations and to plan and book travel.

Sources of Inspiration about Travel

• Family/friends  56%

• Magazines 51%

• Television 50%

• Internet Search 45%

Generating Awareness, Interest and Action

For Ideas and Inspiration For Booking

Agents 
22%

OTA’s 43%

Brand Sites 40%

TRAVEL DECISION FUNNEL

Travel  
Guides  
45%

Magazines 51%

Television 50%
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In 2013/14, the Nebraska Tourism 

investment in advertising and 

promotion reflected consumers changing 

a travel planning style. Print declined 

from 37% of spend to 26%, co-op 

declined slightly from 25% to 22%, 

broadcast was down to 11% from 16% 

and online grew from 19% to 33% of 

overall budget. 

2014/15 planning will continue 

incremental shifts towards enhanced 

online exposure. Enhanced online 

exposure using behavioral and content 

strategies will keep us in front of 

potential travelers when they more into 

the research and planning phases of 

the process. 

Tactical planning and execution will 

be developed in support of goals and 

objectives for the coming years. 

COMMUNICATIONS  
GOALS INCLUDE:

Mass Reach 
• Ability to target multiple audiences 

and build top-of-mind consideration/
top box consideration set.

Geographic Emphasis
• Focus on key markets/geographies 

that represent greater opportunity.

Target Audience Selectivity
• Ability to target specific messages to 

those actively engaged in an activity/
interest that makes our message 
most relevant.

Interaction Opportunity
• Ability to provide two-way 

communication and/or measurable 
action that engages the prospect in  
an ongoing dialogue or provides 
an option to move along the 
communication funnel.

n Print

n Co-op

n Online

n Broadcast

n Search/Pay Per Click

26%

22%

9%

11%

33%
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There are connections that are as natural as breathing. Connections
that don’t require reconnecting. Countless days and endless miles
have no effect on the relationship. And even though we miss each
other, once we share the same space again, nothing is missed,
nothing has changed. Because when you know a person, really
know them, they become deeply rooted in who you are—no matter
where you are. Sharing deep roots cultivated by the good life. 
Wouldn’t that be nice?  

NeTour141518 Framed Ads5.indd   1 9/10/14   3:34 PM

2014 Urban Dining Ad

There’s a distinct moment when time stands still. At his brother’s 
side, he peels back the curtain of imagination, satisfying his hunger 
for exploration. Out here, a desire to discover finds its way into  
the pit of his stomach. It fills his mind full of wonder. Out here, it’s 
the good life—where curiosity is free to roam and inspiration runs 
wild. Spend a day in a wide open place with moments waiting to be 
uncovered. Wouldn’t that be nice? 

B A I L E Y  L A U E R M A N
Nebraska Tourism Commission  Little Cowboy Duo
Netour141534
Pub: Iowa Football Program  Color: 4-color  Size: Live 7.875" x 10.375", Trim 8.375" x 10.875"; Bleed 8.625" x 11.125"

Netour141534 Iowa Football Program-FP.indd   1 6/27/14   12:38 PM

2014 Iowa Football Program Ad

It’s something that lives in many. It can’t be outgrown. Or left 
behind. In fact, it will be passed down for many others to 
experience. A certain deep-rooted pride that never leaves the 
corner of your mind. It embraces simple, special moments and 
 welcomes new discoveries. You may leave Nebraska, but the 
good life doesn’t leave you. Spend some time in a place that lasts. 
 Wouldn’t that be nice?

B A I L E Y  L A U E R M A N
Nebraska Tourism  Rodeo queens ad
Netour141542
Pub: Nebraska State Fair Gate Book  Color: 4-color  Size: Trim 8.25" x 10.75"; Bleed 8.5" x 11"; Live 7.5" x 10"

NETOUR141542 Nebraska State Fair Gate Book ad.indd   1 7/10/14   11:11 AM

2014 Nebraska State Fair Gate Book Ad

Creative Executions

They’ll never outgrow the moment. They’ll outgrow their clothes, 
their teachers and maybe even their friends. But there are moments, 
priceless and precious, that will be unburdened by time. Moments 
when you can be their hero, their protector and provider. So protect 
them from the ordinary. Provide them a memory that they’ll tuck 
away in the corners of their mind and bring out to dust off in times 
of trouble and doubt. Give them a little moment of the good life 
while on vacation right here in Nebraska. Wouldn’t that be nice? 

B A I L E Y  L A U E R M A N
Nebraska Tourism  Famile in Orchard ad
Netour141322
Pub: AAA Midwest Traveler - July/August  Color: 4-color  Size: Trim 7.875" x 10.5"; Bleed 8.125" x 10.75"; Live 7" x 9.625"

NETOUR141322 AAA Midwest Traveler- FP- July.indd   1 5/22/14   2:21 PM

2014 AAA Midwest Traveler Ad
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B A I L E Y  L A U E R M A N
Nebraska Tourism Commission  Sanctuary for Golfers
Netour141371
Pub: PGA Magazine  Color: 4-color  Size: Live 7.5" x 9.75", Trim 8.5" x 10.5"; Bleed 8.75" x 10.75"

It’s knowing you’re not perfect. Yet hoping that maybe, just for one 
swing, you can be. It’s gaining complete focus. Pristine, laser-fi ne 
focus. Because that focus isn’t just what’s required, that focus is 
why you’re here. Everything else dissipates into nothing. Sounds 
muffl e. Touch is sharpened. Every detail is in the highest defi nition. 
And there you are. In the moment. After this you can go back to all 
the fl aws, the fears, the doubts and the doubters. But not now. Now 
there’s you and the ball. And the opportunity for a split-second of 
perfection. Wouldn’t that be nice.

SPECIAL ADVERTISING FEATURE

Nebraska is a 
surprising sanctuary 
for golfers.  
This lesser-known golf paradise lures 
visitors with its wide open space and 
commanding vistas.

rue disciples of the sport make their pilgrimage to these courses for 
the wide open spaces, commanding vistas, sprawling natural terrain 
and diverse playing conditions. The whistling, windswept prairies, 

gently sloping sandhills, lush river valleys, canyons and national mou-
ments highlight the 200 public and semiprivate golf courses in the state. 

Links-style courses aren’t reserved just for the birthplace of golf. In fact, 
Nebraska boasts many award-winning courses that could stand next to 
Ballybunion, St. Andrews or any course on the British Isles. Not a soul 
would say these were out of place to their counterparts on the other side 
of the Atlantic. Usually, links-style courses are placed near bodies of 
water for the geography of the dunes and the costal winds. Although 
Nebraska is not located near any costal region of the United States, 
there’s plenty of wind fl ying around and the Sandhills have the perfect 
dunes to create a great links experience. 

Wild Horse Golf Club near Gothenburg, which has 
received accolades from Golf Digest, Golf and Golf 
Week is a challenging links-style prairie course. 
While the holes follow the natural contours of the 
land, it remains playable to a variety of skill levels. 

The Prairie Club near Valentine (pictured left) lies 
along the Snake River Canyon. The area’s dual 
geography inspired two vastly different but equally 
scenic and challenging layouts. The aptly named 
Dunes Course meanders through the Sandhills, 
where the windswept lines of the land were barely 
disturbed by designer Tom Lehman. In contrast, 
the Pines Course combines links-style holes with 
the towering ponderosa pines which shelter this 
Graham Marsh design from the prairie winds. 

The Dismal River Golf Club near Mullen, a Jack 
Nicklaus-designed course, recently unveiled its 
much-anticipated Tom Doak course. Both courses 
weave their way through the native grasses of the 
Sandhills promising a rough experience for golfers. 

Quarry Oaks near Ashland offers a beautiful, hilly 
and often challenging day of play. Cut from the 
woods surrounding an abandoned rock quarry, this 
steep course includes several holes with a view of 
the nearby Platte River. 

Iron Horse Golf Club could be Quarry Oaks’ 
younger brother. Lake Iron Horse is hard to miss 
as it comes into play in a variety of ways on many 

holes. Located just a few miles from Quarry Oaks, 
this proximity makes it’s possible to play these two 
top-ranked courses in the same day.

ArborLinks, an Arnold Palmer Signature Design, 
is now a resort course available to guests of the 
Lied Lodge & Conference Center in Nebraska 
City. Hosting a number of state and regional tour-
naments—such as U.S. Amateur qualifi ers in 2010 
and 2011, U.S. Open qualifi er in 2009, and a golf 
qualifi er in 2011—ArborLinks in Nebraska City 
has quickly gained a reputation as the region’s top 
locations for championship golf.

In Omaha, Tiburon offers 27 holes of championship 
golf, and don’t miss out on Omaha Country Club, 
the site of the 2013 United States Senior Open which 
has had an extensive renovation in the last decade. 

In Lincoln, Wilderness Ridge Golf Club has hosted a 
U.S. Open qualifying tournament as well as a num-
ber of prestigious regional competitions. Lincoln 
also boasts four excellent championship municipal 
courses, and nearby Woodland Hills provides a sce-
nic test of golf for all levels of players.

Out west, there are new challenges for golfers. 
Ogallala, a well-known station back in the days of 
cattle drives, invites visitors to Bayside Golf Club 
alongside Lake McConaughy. Molded from rug-
ged land that looks much like it did 150 years ago, 
Bayside can be described as both a classic beauty 
and beast.

From links-style courses reminiscent of Ireland 
to tough and rough courses in the west, Nebraska 
has something to attract anyone to this golf haven. 
So if you are itching to grab your clubs and hit the 
road, a Nebraska golf getaway just may be your 
answer. GolfNE.org offers you all the information 
you’ll need. You can also fi nd vacation packages, 
potential itineraries and a full list of courses at 
VisitNebraska.gov/golf. 

T
Arbor Links, Nebraska City, NE

Netour141371 PGA Mag Ad-Advertorial-v8.indd   All Pages 6/6/14   10:18 AM

2014 PGA Magazine Ad

Time doesn’t slow down. But there are certain moments. Unforgettable  
moments. That just stick. Like that day at the lake. When they let go of every-
thing except the handle of a kite. Simple pleasures are found. Worries are lost.  
Years later, you’ll picture it. Them. Running on the sand, enjoying the good 
life. And you’ll swear that somehow, time stood still. Wouldn’t that be nice?

B A I L E Y  L A U E R M A N
Nebraska Tourism Commission  Kite Flying
Netour141577
Pub: Kansas City Star  Color: 4-color  Size: Trim 10" x 10"

NETOUR141577 KC Star 10x10.indd   1 7/16/14   11:18 AM

2014 Kansas City Star Ad

Creative Executions

B A I L E Y  L A U E R M A N
Nebraska Tourism Commission  Sanctuary for Golfers
Netour141371
Pub: PGA Magazine  Color: 4-color  Size: Live 7.5" x 9.75", Trim 8.5" x 10.5"; Bleed 8.75" x 10.75"

It’s knowing you’re not perfect. Yet hoping that maybe, just for one 
swing, you can be. It’s gaining complete focus. Pristine, laser-fi ne 
focus. Because that focus isn’t just what’s required, that focus is 
why you’re here. Everything else dissipates into nothing. Sounds 
muffl e. Touch is sharpened. Every detail is in the highest defi nition. 
And there you are. In the moment. After this you can go back to all 
the fl aws, the fears, the doubts and the doubters. But not now. Now 
there’s you and the ball. And the opportunity for a split-second of 
perfection. Wouldn’t that be nice.

SPECIAL ADVERTISING FEATURE

Nebraska is a 
surprising sanctuary 
for golfers.  
This lesser-known golf paradise lures 
visitors with its wide open space and 
commanding vistas.

rue disciples of the sport make their pilgrimage to these courses for 
the wide open spaces, commanding vistas, sprawling natural terrain 
and diverse playing conditions. The whistling, windswept prairies, 

gently sloping sandhills, lush river valleys, canyons and national mou-
ments highlight the 200 public and semiprivate golf courses in the state. 

Links-style courses aren’t reserved just for the birthplace of golf. In fact, 
Nebraska boasts many award-winning courses that could stand next to 
Ballybunion, St. Andrews or any course on the British Isles. Not a soul 
would say these were out of place to their counterparts on the other side 
of the Atlantic. Usually, links-style courses are placed near bodies of 
water for the geography of the dunes and the costal winds. Although 
Nebraska is not located near any costal region of the United States, 
there’s plenty of wind fl ying around and the Sandhills have the perfect 
dunes to create a great links experience. 

Wild Horse Golf Club near Gothenburg, which has 
received accolades from Golf Digest, Golf and Golf 
Week is a challenging links-style prairie course. 
While the holes follow the natural contours of the 
land, it remains playable to a variety of skill levels. 

The Prairie Club near Valentine (pictured left) lies 
along the Snake River Canyon. The area’s dual 
geography inspired two vastly different but equally 
scenic and challenging layouts. The aptly named 
Dunes Course meanders through the Sandhills, 
where the windswept lines of the land were barely 
disturbed by designer Tom Lehman. In contrast, 
the Pines Course combines links-style holes with 
the towering ponderosa pines which shelter this 
Graham Marsh design from the prairie winds. 

The Dismal River Golf Club near Mullen, a Jack 
Nicklaus-designed course, recently unveiled its 
much-anticipated Tom Doak course. Both courses 
weave their way through the native grasses of the 
Sandhills promising a rough experience for golfers. 

Quarry Oaks near Ashland offers a beautiful, hilly 
and often challenging day of play. Cut from the 
woods surrounding an abandoned rock quarry, this 
steep course includes several holes with a view of 
the nearby Platte River. 

Iron Horse Golf Club could be Quarry Oaks’ 
younger brother. Lake Iron Horse is hard to miss 
as it comes into play in a variety of ways on many 

holes. Located just a few miles from Quarry Oaks, 
this proximity makes it’s possible to play these two 
top-ranked courses in the same day.

ArborLinks, an Arnold Palmer Signature Design, 
is now a resort course available to guests of the 
Lied Lodge & Conference Center in Nebraska 
City. Hosting a number of state and regional tour-
naments—such as U.S. Amateur qualifi ers in 2010 
and 2011, U.S. Open qualifi er in 2009, and a golf 
qualifi er in 2011—ArborLinks in Nebraska City 
has quickly gained a reputation as the region’s top 
locations for championship golf.

In Omaha, Tiburon offers 27 holes of championship 
golf, and don’t miss out on Omaha Country Club, 
the site of the 2013 United States Senior Open which 
has had an extensive renovation in the last decade. 

In Lincoln, Wilderness Ridge Golf Club has hosted a 
U.S. Open qualifying tournament as well as a num-
ber of prestigious regional competitions. Lincoln 
also boasts four excellent championship municipal 
courses, and nearby Woodland Hills provides a sce-
nic test of golf for all levels of players.

Out west, there are new challenges for golfers. 
Ogallala, a well-known station back in the days of 
cattle drives, invites visitors to Bayside Golf Club 
alongside Lake McConaughy. Molded from rug-
ged land that looks much like it did 150 years ago, 
Bayside can be described as both a classic beauty 
and beast.

From links-style courses reminiscent of Ireland 
to tough and rough courses in the west, Nebraska 
has something to attract anyone to this golf haven. 
So if you are itching to grab your clubs and hit the 
road, a Nebraska golf getaway just may be your 
answer. GolfNE.org offers you all the information 
you’ll need. You can also fi nd vacation packages, 
potential itineraries and a full list of courses at 
VisitNebraska.gov/golf. 

T
Arbor Links, Nebraska City, NE

Netour141371 PGA Mag Ad-Advertorial-v8.indd   All Pages 6/6/14   10:18 AM

2014 PGA 

B A I L E Y  L A U E R M A N
Nebraska Tourism  Smith Falls ad
Netour141609
Pub: Prairie Fire - Newsprint  Color: 4-color  Size: Trim 10" x 16"

You remember the “firsts.” First date. First kiss. First love. They set 
the bar forever and each one is unforgettable. Without comparison. 
Out here, it’s simple. Your expectations are forgotten and quietly    
replaced by a new appreciation for the good life. A place where 
feeling a “first” is found again and again. Wouldn’t that be nice?

2014 Prairie Fire Ad
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Crete Carrier Corporation Trailer/Partnership Program

Creative Executions

Lincoln Metro Bus Marketing Campaign

Omaha Metro Bus Marketing Campaign
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Creative Executions

2014 Billboards
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Creative Executions

Denver Light Rail

Online Advertising

Banners ads link to www.visitnebraskavisitnice.com
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“GEOGRAPHY” :30 

ANNCR: Around here, being in the right 

place has nothing to do with Geography

SFX: NIGHT CRICKETS, FROG 

CROAKING

ANNCR: Vacations don’t have to be 

about destinations. Or itineraries. Or 

events.   

SFX: CRACKLING CAMPFIRE

ANNCR: They can be what you make of 

them instead of what’s planned for you. 

SFX: CHIRPING BIRDS, FLOWING 

RIVER IN THE DISTANCE 

ANNCR: Slowing down just enough to 

notice that the biggest discoveries come 

from the ones who are with you all along. 

Wouldn’t that be nice? 

Visit Nebraska. Visit Nice.

“EXHALE” :30 

ANNCR: If you stay long enough. 

If you give yourself enough time 

Your head, heart and soul align. 

Everything slows down. Everything fits.   

And even though you’re on vacation,  

for the first time in you can’t  

remember when. 

You feel at home. Wouldn’t that be nice? 

Visit Nebraska. Visit Nice.

“CRUISE” :30 

ANNCR: There are cruise ships that  

are inflatable 

SFX: FLOWING RIVIER, KID’S GIGGLE

ANNCR: There are ship’s captains that 

are also the social director and head chef. 

SFX: CRACKLING CAMPFIRE

ANNCR: And there are vacations that 

what you make of them instead of what’s 

planned for you. 

SFX:TENT ZIPPER, CHIRPING BIRDS, 

FLOWING RIVER IN THE DISTANCE 

ANNCR: A cruise with no all-you-can-

eat buffets, musical shows or adult only 

areas. Wouldn’t that be nice? 

Visit Nice. Visit Nebraska.

Radio Spots
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Broadcast :30 “Exhale” Family

Broadcast :30 “Exhale” Boomer

Broadcast Spots

Broadcast :60 “Exhale” Boomer and Family
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Raise awareness for the state of  

 Nebraska as an attractive leisure 

destination for primary and secondary 

demographic markets

OBJECTIVES

• Continue to introduce and evolve  
a sustainable Nebraska Tourism  
brand position

• Create messaging that appeals to the 
leisure interests, desires and needs of 
key audiences

• Develop a comprehensive 
communication program that 
integrates and optimizes impact and 
response across messaging channels

STRATEGIES

• Incorporate the “Visit Nebraska. Visit 
Nice.” brand voice and identity into all 
communication created or sponsored 
by the Nebraska Tourism Commission

• Adopt a brand-focused media 
advertising program targeting key 
audiences and geographic markets

• Continue to develop public relations 
and social media programs that build 
brand awareness and promote tourism 
opportunities in Nebraska

• Develop promotional programs that 
focus on Nebraska destinations, events 
and attractions that offer specific 
appeal to personal passions and 
lifestyle interests of prospective visitors

• Seek value added media opportunities 
and other cost-effective promotion 
that extend brand messaging and 
audience impact

• Monitor and analyze response to 
communication programs

TACTICS

• Continue the process of introducing the 
Nebraska Tourism “look” and “voice” 
into all marketing efforts

• Develop cost-effective media 
advertising and promotional programs 
with the goal of building awareness, 
interest, and preference among primary 
and secondary demographic audiences 
in key geographic markets

• Continue work with domestic and 
international travel writers, niche 
writers, publication editors and bloggers 
along with other local, domestic and 
international media to build relationships 
and develop information for articles or 
provide insight into places of interest

• Continue sponsorship of media tours 
designed to show national media 
outlets what various regions of the state 
have to offer visitors

• Capitalize on specific opportunities 
such as Denver Broncos incorporation 
of “Omaha” in play calls and integrated 
digital and PR promotion prior to the 
Super Bowl and in conjunction with 
the Henry Doorly Zoo and Aquarium of 
Peyton the Penguin 

• Enhance relevant content and 
continue to manage social media 
programs that optimize opportunities 
in digital social outlets including 
Facebook, YouTube, Twitter, 
Instagram, Pinterest, and Google+

• Evolve efforts that support and 
encourage interest in Nebraska’s 
unique offering for travelers interested 
in crane migration, American West/
Old West lifestyle and history, golf, 
bicycling, heritage tourism, amateur 
sporting events, outdoor activities and 
other lifestyle and personal passion 
opportunities.

• Develop and continue media 
partnerships and value-added 
opportunities in support of the 
Passport Program with networks such 
as the Omaha World Herald, Lincoln 
Journal Star, KETV, KLIN, KOLN, 
KGIN, KLKN, KFOR, KWBE, KOTA, 
KFAB, NTV, and numerous more.

• Seek opportunities to expand and 
deepen alignment between Nebraska 
tourism and new and existing market 
niches including events like the 
National Western Stock Show, The 
International Omaha Equestrian 
Competition, NORCECA Women’s 
Continental Volleyball Championship, 
the College World Series, The BIG 
TEN Conference, the 2015 State 
Games of America, the 2015 FIVB 
Volleyball World Cup, the 2016 US 
Olympic swim trials, Nebraska 
Educational Television, Nebraska 
Capitol Program, 2017 Equestrian 
World Cup, University of Nebraska 
athletics and additional opportunities 
as they present themselves.

• Invest in additional brand advertising 
assets (TV, radio, print, digital, etc.) 
to expand brand promotion in key 
demographic and geographic markets

• Work with both Nebraska and national 
photographers to add visual brand 
assets to the Nebraska tourism 
library including “Nice Moments” 
photography and video development 
for social channels

• Work with Nebraska native and 
Pulitzer Prize winning photographer 
Bill Frakes to tells stories of Nice about 
the state of Nebraska

• Develop insight and strategy for 
effectively reaching the Millennial 
generation market

• Enhance and promote Nebraska 
Tourism Commission’s Tourism  
Think Tank or 3T Program

• Expand Nebraska Tourism 
Commission’s internship program

• Identify, capture and track key metrics 
that help measure Nebraska Tourism’s 
marketing success

• Increase and commission primary 
market research to measure 
promotional and marketing impact 
and help determine new targets of 
opportunity and industry trends. 

Marketing Goal #1
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PR and Social Media Successes

NOW WE WEREN’T GONNA LET THIS MOMENTUM DIE. OUR PEYTON NEEDED A WAY 
TO KEEP UP WITH HIS ADORING FANS. WHAT BETTER PLACE THAN FACEBOOK?

F A C E B O O K
W I T H  O V E R  4 0  T H O U S A N D  P E O P L E 

R E A C H E D  D U R I N G  S U P E R B O W L 
W E E K  A N D  D U R I N G  T H E  B I G  G A M EOMAHA!

OMAHA!

As of August 14, 2014,some  

    188 journalists have visited 

Nebraska on the eight previous 

media tours, resulting in 395 articles 

or broadcast segments which have 

appeared in numerous media outlets. 

Some 207,414,073 potential visitors  

have been exposed to this coverage.

In January of 2014, Omaha’s Henry 

Doorly Zoo and Aquarium rated the 

top Zoo in America by Trip Advisor, had 

just hatched a number of Rock Hopper 

Penguin chicks.

As a token of thanks for using Omaha! 

in all of his pre-snap chants, Nebraska 

Tourism named one of the penguin 

chicks, Peyton after the one and 

only Peyton Manning. A cute little 

bird in honor of a future hall of fame 

quarterback who was about to play on 

the biggest stage in all of sports, the 

Super Bowl.

In January alone, Nebraska Tourism 

generated 1604 facebook page likes 

for Peyton the Penguin and 18,064 

YouTube views in under a month. News 

coverage was  first introduced locally, 

then regionally and finally nationally for 

Peyton. There was no paid media effort 

associated with the promotion as word 

of mouth and shares on social channels 

drove the awareness and conversation.
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Encourage and facilitate 

information gathering and travel 

planning by prospective visitors

OBJECTIVES

• Create connecting points that support 
prospective visitors’ desire to gather 
information about Nebraska tourism

• Provide fulfillment tools that provide 
access to detailed information about 
Nebraska destinations, attractions and 
events

• Optimize the efficiency, effectiveness 
and usability of all information 
resources 

• Monitor and analyze the impact  
of resources allocated to information 
programs

• Increase interaction at Nebraska 
Tourism Commission’s designated 
Visitor centers with certified human 
capitol and interactive kiosks

STRATEGIES

• Enhance opportunities to generate 
visitor interest with international 
markets such as Canada, U.K., 
Germany, Asia, and Brazil through 
Brand USA and media tours.

• Create a much more intuitive and 
robust internet presence, especially 
visitnebraska.com

• Take advantage of all occasions  
to feature and promote the 
visitnebraska.com website

• Provide opportunities for visitors and 
residents to gather information as they 
travel within Nebraska through private/
public partnerships and enhanced 
NTC designated visitor centers.

• Promote interest in Nebraska 
destinations among group tour 
operators—through National 
representation at trade shows, 
international presence through Brand 
USA partnerships, and group tour 
operator tours; conducted in the same 
manner as media tours.

TACTICS

• Implement the approved plan for 
major update and revision of the 
infrastructure and design of the 
Nebraska Tourism Commission’s 
website and overall internet presence

• Continue offering the Nebraska Travel 
Guide in print and digital formats as 
the primary fulfillment piece for all 
advertising and marketing requests

• Develop engaging content for digital 
applications including visitnebraska.
com, the Nebraska Passport app, all 
social channels and the visitor kiosks 
throughout the state

• Continue the state-wide tourism 
industry Brochure Swap conducted in 
partnership with The Nebraska Travel 
Association (NETA)

• Enhance relationships with NETA, 
NACVB, NHMA, Nebraska Restaurant 
Association, National Bus Association, 
National Tour Association, Travel 
Alliance partners and select traveler

• Invest in continued training and 
supervision of vacation guides at 
Nebraska Tourism Commission 
designated visitor centers

• Monitor the volume, impact and cost 
effectiveness of information gathering 
and travel planning initiatives

• Continue to develop corporate 
partnerships.

Marketing Goal #2
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PURPOSE AND OVERVIEW

The new VisitNebraska.com offers 

a completely re-imagined way for 

prospective visitors to explore and plan 

a trip to the state of Nebraska. It is the 

main source of information for Nebraska 

visitors and is the call to action for all 

print, broadcast, and online advertising.

The website is built with easy-to-use 

navigation that allows visitors to quickly 

browse and compare all of the state’s 

attractions, restaurants, lodging and 

events. Intuitive new features include 

free, highly-detailed profile pages 

for attractions of all sizes, quick-

bookmarking of interesting destinations, 

and the ability to create, view and 

share customized trips and itineraries. 

Destination profile pages, trips and 

events can be shared easily across 

social media sites and can additionally 

be embedded into third-party websites, 

blogs and news sites for further 

exposure. A new, secure database and 

content management system provide 

destination owners a simple interface 

through which a destination’s contact 

information, pictures, and events may 

be updated at any time. New tools have 

been added that allow the Nebraska 

Tourism Commission to easily update, 

add and moderate the site’s content. 

The site also dynamically scales to the 

visitor’s device to provide a consistent 

experience across desktop, tablet and 

mobile platforms. All of these features 

combine to make a best-in-class tourism 

website that not only takes advantage  

of new technology and best practices, 

but also sets a new bar for the entire 

tourism industry.

BROWSING DESTINATIONS

VisitNebraska.com visitors are greeted 

with a welcoming experience full of 

featured destinations and suggestions 

that help the user begin quickly 

planning a trip to the state. High-

resolution campaign imagery also 

instantly connects the visitor to the 

Visit Nebraska. Visit Nice. brand and 

supporting material. In each section, the 

visitor can filter search results by city 

and radius, interest, tag and travel dates. 

If a visitor knows his/her travel dates, 

the search will even return popular 

destinations with events during those 

dates first. Search results are organized 

in a card-based view by default, which 

allows users to easily see important 

facts like popularity and location without 

having to click all the way through to the 

destination’s profile page. A visitor can 

also view search results in a map view to 

more easily find nearby destinations.

A destination’s full profile page shows 

complete details for the attraction with 

contact information, social media and 

website URLs, hours, photos and a 

description. This functionality is provided 

free of charge to all destinations. This 

allows smaller destinations that may have 

a limited budget the ability to have as 

big a presence on VisitNebraska.com 

as any other destination. For a small 

fee, destinations can also enhance their 

profile with additional photos and videos 

as well as a longer description. This 

allows a destination to have a complete 

online presence without the need for its 

own website, if desired. A destination’s 

profile page also contains several related 

destinations, including nearby places to 

stay and eat, so a visitor has a constant 

stream of additional opportunities to 

browse and explore.

CREATING TRIPS, SHARING, 
AND EMBEDDING

The new VisitNebraska.com comes 

with heavily-integrated trip planning 

functionality. Prospective visitors can 

easily identify and add destinations 

to dated itineraries which can then 

be printed, shared or downloaded 

to mobile devices in PDF format. In 

addition to dated itineraries, year-round 

trips can also be crafted to create 

lists independent of dates. Nebraska 

Website and Digital
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Tourism will use this functionality to 

create “Visit Nice” trips with destinations 

and itineraries based on the campaign 

imagery. Media outlets and bloggers can 

use this functionality to create “best of” 

and “top ten” lists which can then be 

embedded on their own websites. This 

allows for lists to be quickly and easily 

generated, but keeps the content and 

design within the VisitNebraska.com 

infrastructure and brand for maximum 

brand exposure.

UPDATING DESTINATION 
INFORMATION

Destination owners can claim or create 

their destination’s profile page and then 

instantly update its location, contact 

information, website and social media 

URLs, photos, events and description. 

The VisitNebraska.com website 

features an intuitive, graphical interface 

that is easy to update with editable 

information appearing in-context. 

Allowing destinations to maintain their 

own content facilitates information that 

is always up-to-date and improves the 

amount of content available on the site.

TECHNICAL INFORMATION

The new VisitNebraska.com site 

features an easy-to-use, secure CMS 

(Content Management System) that 

allows destination owners as well as the 

Nebraska Tourism Commission to quickly 

update, add and revise content using an 

interface that requires no programming 

or web experience. This takes away 

several hurdles that previously limited 

how often the site could be updated. The 

new site also utilizes a single, optimized 

database and is hosted on a managed, 

scalable platform that can instantly grow 

or shrink to meet visitor demand.

CONTENT CREATION

Nebraska Tourism Commission will 

position itself as the leader in online 

content that features the state and its 

many attractions. The best new videos, 

imagery, and lists will come directly from 

Visit Nebraska and will be distributed via 

its many social channels. Examples of 

this content include YouTube, Vine and 

Instagram videos, Instagram photos, 

tweets and Facebook posts on upcoming 

events, engaging top ten-style lists of 

new, unexpected or unique destinations, 

and sharing inspiring and exceptional 

news stories about the state from 

national media. All of this content will 

have a strong call to action, ultimately 

leading users back to VisitNebraska.

com. The Nebraska Tourism 

Commission’s ownership and creation 

of this content will further enhance the 

visibility of the state among social media 

and online users and will allow the state 

and its destinations to be organically and 

virally discovered by even more new and 

prospective visitors.

The Nebraska Tourism Commission will 

heavily promote the website beginning 

in late 2014 as the comprehensive travel 

planning destination for all visitors and 

Nebraska residents.

Website and Digital
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Website and Digital

Homepage

Search Destination Profile Page Event Page
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P rovide support for the 

 organizations, businesses, 

destinations, attractions and events  

that comprise Nebraska tourism 

OBJECTIVES

• Provide assistance to aid owners 
and sponsors in the promotion 
of businesses, organizations and 
events affiliated with the Nebraska 
tourism industry

• Offer promotional opportunities 
within communication channels and 
vehicles created by the Nebraska 
tourism industry

• Sponsor educational and networking 
opportunities for members of the 
Nebraska Tourism industry

• Monitor and analyze efficiencies and 
opportunities to enhance industry 
support programs

STRATEGIES

• Continue to fund the tourism industry 
cooperative advertising program

• Garner ongoing legislative financial 
support for community grant 
programs, marketing grant program 
and passport program

• Continue to offer advertising 
opportunities in Nebraska Tourism 
Commission Travel Guides, digital 
platforms and on visitnebraska.com.

• Provide enhanced opportunities 
for industry-wide education and 
networking on tourism topics via 
quarterly webinars

• Help Nebraskans and other interested 
parties discover individual state 
destinations and attractions through 
continued support of the Nebraska 
Passport program

• Assist organizations and professionals 
in efforts to identify and coordinate 
group travel opportunities

• Increase opportunities for 
industry partners to have stronger 
presence and enhanced exposure 
for businesses

TACTICS

• Promote print and digital cooperative 
advertising opportunities with 
emphasis on increasing participation 
in online display advertising and 
search engine marketing (SEM)

• Continue to offer marketing grants 
to Nebraska tourism industry 
participants seeking to attract new 
visitors from outside a 100-mile radius 
of their location.

• Sponsor industry-building workshops, 
seminars and networking opportunities 
at the Annual Nebraska Tourism 
Conference and remote webinars

• Continue working with elected officials 
providing data and economic impact 
updates relating to the state’s third 
largest industry; Tourism

• Provide ongoing information, updates 
and resource opportunities through 
email blasts, e-newsletters and 
posts to the industry section of the 
VisitNebraska website

• Help businesses and organizations 
learn, enhance and showcase 
Nebraska’s ag-related resources and 
experiences including vineyards, 
u-pick farms, buy fresh/buy local 
campaigns and specialized training 
related to farm-to-table production 
through continued sponsorship of the 
Nebraska Agri/Eco-Tourism Workshop

• Continue participation in group travel 
industry trade shows and hosting 
familiarization tours, partnering with 
industry leaders, Nebraska Travel 
Association(NETA) 

• Facilitate and grow group travel in the 
state by seeking new opportunities 
to partner with the American Bus 
Association and local CVB’s to fulfill 
group travel inquiries and requests 
for information

• Explore opportunities to create a 
new kind of group travel planning 
for Millennials, including dialogue 
development, events, and 
development of new product. 

• With legislative support, continue to 
administer the Community Impact 
program which offers dollar-for-dollar 
matching grants to area, regional and 
local tourism promotional groups to 
secure national caliber events.

Marketing Goal #3
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T he Nebraska Tourism Commission 

 announced on March 14, 2014 the 

awarding of 25 tourism marketing grants 

totaling nearly $180,000 for entities 

across the state. Funding for tourism 

marketing grants comes from funds 

allocated by the Nebraska Legislature via 

general funds. Proposals came from 71 

applicants requesting nearly $650,000 

in funding.

GRANT RECIPIENTS INCLUDE:

• Southwest Nebraska Tourism 
Coalition: $14,563.26 for regional 
marketing including website 
development, social media marketing 
and brochures

• Friends of Lied Center for Performing 
Arts: $15,000 for radio, newspaper 
and television advertising

• North Platte/Lincoln County Visitors 
Bureau: $11,250 for newspaper 
marketing to their feeder cities

• Stromsburg Chamber of Commerce: 
$3,334.40 to market their Destination 
Stromsburg campaign

• Crane River Theater: $4,575 for 
website development

• Divots Conference Center: $5,850 to 
promote their 2014 Concert and Event 
Series

• Scotts Bluff County Tourism: $6,000 
for mobile app creation

• Golden Spike Tower and Visitors 
Center: $9,165 for website 
development

• Heritage Highway Association: $3,176 
for newspaper, magazine and social 
media marketing

• Ogallala/Keith County Chamber of 
Commerce: $12,150 for radio and 
website marketing of ATV Jamboree 
events

• Sandhills Journey Scenic Byway: 
$9,955 for website development and 
social media marketing

• Omaha Convention and Visitors 
Bureau: $6,000 for video library 
creation

• Kregel Windmill Factory Museum: 
$7,500 for television advertising

• Lincoln Convention and Visitors 
Bureau: $3,750 for photo library 
creation

• Great American Comedy Festival: 
$2,043.75 for radio and newspaper 
advertising

• Grand Island Area Chamber of 
Commerce: $10,800 for community 
events marketing video

• Lincoln Highway Scenic and Historic 
Byway: $5,493.75 for website 
development

• Hastings Museum: $5,173.49 for 
radio, newspaper and brochure 
promotion of Cruisin’ the Fossil 
Freeway

• Mac’s Creek Winery: $5,000 for 
television and radio promotion 
campaign Bringing Lincoln to Central 
Nebraska’s Wine Country

• Joslyn Art Museum: $3,350 for 
magazine and newspaper advertising

• Willa Cather Foundation: $7,500 for 
website development

• Midlands Latino Community 
Development Corporation: $6,000 for 
television advertising of the Omaha 
Heritage Festival

• Stuhr Museum of the Prairie Pioneer: 
$5,800 for general marketing

• Cheyenne County Tourism: $4,500 for 
mobile app creation

• Omaha Equestrian Foundation: 
$12,000 for newspaper and television 
advertising of The International Omaha 
2014 event

Nebraska Tourism 2014 Marketing Grants
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The Nebraska Tourism Commission 

announced March 19, 2014 the 

awardees of the Community Impact 

Grant program totaling $90,083 

for tourism promotional groups 

to secure national caliber events, 

increasing national exposure through 

promotional efforts.

GRANT RECIPIENTS INCLUDE:

• Nebraska Sports Council: $63,883 for 
promotion of the 2015 National State 
Games of America 

• Knights of Ak-Sar-Ben Foundation: 
$26,200 for promotion of  
Ak-Sar-Ben’s River City Rodeo 
and Stock Show, Omaha’s Official 
Community Celebration 

The Nebraska Legislature appropriated 

$250,000 in funds for the program 

to the Nebraska Tourism Commission 

during FY 2013-2014. During the 

last award cycle of this fiscal year, 

more than $100,000 in funding was 

awarded to applicants from across 

the state including North Platte’s 

NEBRASKAland Days, Omaha Sports 

Commission’s NORCECA Continental 

Volleyball Championships, Fullerton’s 

Communities of Distinction National 

Broadcasting Event, and the Omaha 

Equestrian Foundation for promotion of 

Olympic caliber competition and riding 

events. All the applications selected for 

funding under this program focus on one 

common goal, which is to gain national 

exposure for the state.

Upcoming grant opportunities will 

be posted on the Nebraska Tourism 

Commission’s industry webpage  

http://industry.visitnebraska.com  

under “Grants.” 

Tourism Marketing Grant applications 

will be available annually beginning 

October 22. The Community Impact 

receives applications bi-annually in 

August and February.

Nebraska Tourism Community Impact Grant 

There’s a lot more to Nebraska
than just world-class volleyball.

No, seriously.

There’s as much excitement off the court as there is on it. In the metro region alone there’s 
also a world-class zoo, the fi nest of dining and shopping that’s like no other. So have all the 
fun you’d like in Ralston Arena, just don’t limit yourself to the tournament when it comes 
to everything that Nebraska has to offer. VisitNebraska.com

B A I L E Y  L A U E R M A N
Nebraska Tourism Commision  Cook-Volleyball
Netour132342
Pub: Omaha World Herald  Color: 4-color  Size: 10.125" x 11.25"

Netour132342 Cook-VB Norseca-02.indd   1 9/13/13   11:02 AM

2013 Cook Volleyball Ad

VisitNebraska.com
800-228-4307

In 1882, William F. Cody, you may know him as Buffalo Bill, staged the 
Old Glory Blowout in North Platte, as the World’s fi rst spectator rodeo. 
And we’ve been celebrating the toughness of the American cowboy 
ever since. In fact, you can see the continuation of that fi rst rodeo 
during the 50th anniversary of Nebraskaland Days June 18-28. 
To fi nd out what else Nebraska has to offer, go to VisitNebraska.com.

  
   

  T H E  B I R T H P L A C E  O F

 B R O K E N  B O N E S,  B R U I S E D  E G O S
 A N D  C L O W N S  T H A T  L I V E  I N  B A R R E L S.

2013 National Western Stock Show Ad The Nebraskaland Days Sponsorship Award
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Nebraska Passport Program

 “Since we want to get the most out of our passport, we have created several “weekends” to tour Nebraska...  

We have been so impressed by so many of the places.  It is interesting that we have also been recommended  

to other stops despite their not being on the tour...Most amazing of all though were the people we encountered 

along the way.  We met lovely, interesting people who were proud of their state and of their work. We met  

people who were caring and sharing, with the intent to develop their communities and their contributions to 

society. We met people in restaurants and gas stations who helped us take photos and smiled at us. ”– Lori Laferriere, Colon, NE

The Nebraska Tourism Commission 

launched its fifth annual Passport 

Program in May of 2014. The intent of 

the program is to encourage travelers 

from Nebraska and elsewhere to visit 

various attractions throughout the state. 

A strong majority of 2014 participating 

attractions have boasted notably more 

traffic since its launch.

The program features 10 themed tours; 

each tailored by interest. There are 8 

featured per tour, spanning the whole 

state. Travelers either have their Passport 

stamped on-site or per the mobile app. 

Travelers can redeem their stamps for a 

variety of high-value prizes.  September 

30th marks the program’s end; and has 

seen great success thus far. 

With just under a month remaining in 

the 2014 Passport Program, over 3,600 

stamps have been awarded to travelers; 

with over 2,700 coming from the mobile 

app. The average number of stops 

completed was 28.75. The average age 

of all participants was 53. 

 “I spent the week of my 50th birthday traveling the state on the passport tour. My favorite stop was the soda 

fountain in Laurel. It was very interesting meeting people and seeing the different areas of Nebraska.”– Kurt McDannel, Grand Island, NE

 “Nebraska’s Amazing People!...this is Nebraska and what really impressed me were the people who were at the 

stops…The people we met were so passionate about their museum or their store, etc. and wanted us to learn 

more. –such a wealth of information…Thank you Nebraska Tourism!” – Jeanne Stec, Crete, NE
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Nebraska Passport Program

L A K E 
M c C O N A U G H Y

A R B O R 
L O D G E

IT ’S  A L L  A B O U T 
B E E S

G R A N D  W E A V E R 
H O T E L

 ANSWER THE CALL  ANSWER THE CALL 
 OF THE ROAD. OF THE ROAD.

Get your Nebraska Passport, choose a tour and get your passport stamped at some 

 pretty terrific locations to be entered to win some pretty terrific prizes. The road is calling. 

 Answer it at NebraskaPassport.com.

B A I L E Y  L A U E R M A N
Nebraska Tourism  Passport Program ad
Netour141147
Pub: Nebraska Cattlemans — June  Color: 4-color  Size: Trim 8.125" x 10.75"; Bleed 8.375" x 11"; Live 7.25" x 10"

RARE 
FINDS

STARS & 
STRIPES 

WITHOUT
WALLS

SIPS & 
SUDS

PATCHWORK 
PASSION

FORKS IN 
THE ROAD

HOMEGROWN HOW WE
MOVE

HIT THE
SNOOZE

CAN’T GET 
ENOUGH

Netour141147 Passport Program-NE Cattlemans 3.indd   1 4/25/14   12:50 PM

Nebraska Cattlemans Ad

 “Nebraskans are truly the friendliest people. Everywhere we went local residents were more than happy to help 

us during our travels. The local residents are also pleased to expand on the history of their town and their events. 

The man at Leifeld’s Hardware in Petersburg had handouts available, which described upcoming events AND the 

names of local restaurants and businesses who were offering discounts to Nebraska Tourists.”– Mary Lomax, Omaha, NE

 “I just finished today the 2014 Nebraska Passport tour with a stop at Agate Fossil Beds. I had the unique opportunity 

this summer to be all over the state for business and pleasure, from work-related trips to Omaha to a job transfer to 

the panhandle, to a few days vacation here and there. The Nebraska Passport has led me to see the most unique 

and out-of-the-way places and people, and to experience in a new way the great state that I love.”– Jonathan Sorenson, Scottsbluff, NE

 “I can’t believe this is the first year I heard about this! This has been a really 

fun summer thanks to the Nebraska Passport! Whenever I am heading out 

of town I always check the tours to see what I can see while I am traveling! 

I’ve traveled with different friends and family on each trip. The Country 

Lavender Farm is beautiful! I love that there are lots of unique places along 

with the big favorites, like the Zoo and the Hastings Museum. Already 

looking forward to see who will be on the 2015 passport!”– Cassandra Jeffryes, Columbus, NE

 “Nebraska’s Amazing People!...this is Nebraska and what really impressed 

me were the people who were at the stops…The people we met were so 

passionate about their museum or their store, etc. and wanted us to learn 

more. –such a wealth of information…Thank you Nebraska Tourism!”– Jonathan Sorenson, Scottsbluff, NE
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P romote pride in Nebraska tourism, 

seek mutually beneficial industry 

partnerships, and encourage investment 

in the potential of Nebraska tourism

OBJECTIVES

• Encourage Nebraskans to invite 
friends and family to return to 
Nebraska for visits, reunions, 
extended stays and relocation.

• Provide Nebraskans with actionable 
ways to participate in the growth of 
Nebraska tourism

• Champion new initiatives and 
promotions that elevate interest in 
Nebraska as a destination

• Provide financial support for selected 
new events, attractions or programs

• Monitor the success of Nebraska 
tourism programs, the impact of 
tourism on the Nebraska economy and 
the national trends with implications 
for Nebraska’s tourism industry

• Continue to research and review new 
product development for the industry 
and state

STRATEGIES

• Create public-private partnerships in 
Nebraska that generate support and 
new financial and marketing resources 
for Nebraska Tourism

• Sponsor or participate in promotional 
partnerships that support tourism in 
Nebraska

TACTICS

• Work with Nebraska corporations 
and other businesses to encourage 

companies to promote the Nebraska 
Tourism Passport Program through 
a variety of internal corporate 
communications options

• Continue with the NTC committee 
structure for additional input and 
guidance

• Continue to work cooperatively with 
the Nebraska Department of Roads 
and the National Scenic Byways 
organization to promote the nine 
Scenic Byways in Nebraska

• Optimize opportunities for building 
awareness and pride in Nebraska 
tourism through the Tourism 
Commission’s high-level participation 
in the Nebraska State Fair

• Maintain membership in the U.S. 
Travel Association, the Destination 
Marketing Association International 
(DMAI), the Bus association and 
Brand USA.

Marketing Goal #4
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Nebraska Tourism is partnering 

with some of Nebraska’s top 

businesses to encourage employees to 

spend a little leisure time visiting the 

many points of interest in our state.

Inaugural participants in the State Your 

Pride program include First National 

Bank, Omaha Steaks, Pinnacle Bank, 

Zoetis, Bailey Lauerman and Swanson 

Russell. In addition to promoting 

Nebraska attractions, these companies 

are promoting a healthy work-life balance.

Through internal communications, 

companies are promoting the Nebraska 

Tourism’s Passport Program, which is 

in its fifth successful year. In addition to 

Passport Program prizes and incentives, 

some organizations are offering extra 

incentives and contests.

Additional companies show their 

support of state tourism through various 

activities, such as wrapping their fleet of 

trucks in campaign creative or donating 

lodging, meals and admissions fees to 

media representatives during sponsored 

media tours. By reinforcing their 

commitment to the state and its growth, 

Nebraska-based corporations continue 

to help build brand awareness with 

audiences in our own backyard.

Corporate Endorsements

CORPORATE PARTNERS
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Nebraska Tourism Commission Members

Representative from Nebraska Game & Parks Commission.
Roger Kuhn 
Assistant Director
Nebraska Game & Parks Commission
2200 N. 33rd St. 
Lincoln, NE 68503
Phone: 402-471-0641 Fax: 402-471-5491
.
Representative from Nebraska Travel Association–NETA. 
Deb Loseke
Director (Commission Treasurer)
Columbus/Platte County CVB
PO Box 515 
Columbus, NE 68601
Phone: 402-564-2769 Fax: 402-564-2026

Representative from Nebraska Hotel and Motel Association. 
Jeff Boeka 
General Manager
Holiday Inn Express Hotel & Suites
300 Holiday Frontage Rd. 
North Platte, NE 69103
Phone: 308-532-9500 Fax: 308-532-3392

Representative from a tourism attraction that records at  
least two thousand out-of-state visitors per year.
John Chapo 
Director (Commission Chair)
Lincoln Children’s Zoo
1222 S. 27th St. 
Lincoln, NE 68502
Phone: 402-475-6741 Fax: 402-475-6742

Representative from the Nebraska Association of Convention 
and Visitors Bureaus–NACVB.
Dana Markel
Executive Director  
Greater Omaha Convention & Visitors Bureau
1001 Farnam 
Omaha, NE 68102
Phone: 402-444-4660 Fax: 402-444-4511

Representative from the Western Nebraska Tourism Coalition.
Lisa Burke
Executive Director  
North Platte/Lincoln County CVB
315 W. Eugene Ave. 
North Platte, NE 69101
Phone: 308-532-4729 Fax: 308-532-5914

Representative who resides in eastern Nebraska and is 
employed by a business that derives a majority of its
revenue from out-of-state visitors.
Roger Dixon
President (Commission Vice-Chair)  
MECA
455 N. 10th St. 
Omaha, NE 68102
Phone: 402-341-1500 Fax: 402-991-1501

Representative from Central Nebraska.
Roger Jasnoch
Executive Director  
Kearney Visitors Bureau
PO Box 607 
1007 2nd Ave 
Kearney, NE 68848-0607
Phone: 308-237-3161 Fax: 308-236-9116

Representative from a business that derives a majority of its 
revenue from out-of-state visitors.
Tony Moody
Regional Vice President  
John Q. Hammons Hotels & Resorts
12520 Westport Pkwy. 
La Vista, NE 68128
Phone: 402-331-7400 Fax: 402-331-7401

Kathy McKillip 
Executive Director 
Nebraska Tourism Commission.
301 Centennial Mall South – 1st Floor
P.O. Box 98907
Lincoln, NE 68509-8907
402-471-1558 Fax: 402-471-3026
Kathy.McKillip@Nebraska.gov


