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Nevada's Secret of Success
TanHaTta Ha ycnexa Ha HeBaaa

1. Developing a great product
1. PaspaboTtBaHe Ha go6bp NpoayKT

2. Turning the product into a brand
2. [NpeBpblUaHe Ha NpoayKTa B Mapka

3. Aggressively promoting the brand throughout the world
3. ArpecrBHa NnpoMouUMs Ha NpPoAyKTa Nno cBeTa
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= OPEN 24 HOURS =

Al e el A vl Bl A .
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Travel destinations should be viewed not as places,
but as brands.

TypucTnyeckuTe gecTuHauum TpsAbBa Aa ce pasrfnexaar He KaTo MecTa,
a KaTo MapKu.
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Branding a Destination
lNpeBpblUuaHe Ha AeCTUHaAUMATaA B MapKa

1. Identifying who — and where — your best customer is.
1. WgeHTnduumnpaHe kon — n kbae — € BawmaTt Han-0o6bp KNUEHT.

2. Understanding the rational and emotional appeals of your region.
2. Pa3bnpaHe Ha paumoHanHuTe n eMoUMOHaHUTE XefaHus B permoHa.

3. Delivering a consistent message to all audiences in all media.

3. Vl3npau.|,aHe Ha nocrsiegoBartesiHi nocsiaHnAa o BCUYK ayanuTopun
BbB BCUYKN MeOUn.
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Las Vegas Visitor Profile
Mpodmn Ha nocewaBawuTe Jlac Berac

» Average age 48
» CpegHa Bb3pacT 48 rognHu

» Equal mix of males (53%) and females (47%)
» PaBHO cboTHOLWeEHNE MBbXe (53%) 1 xeHun (47%)

» Household income of US$40,000+
» Mpuxog Ha gomakuHcTBo US$40,000+

» Married (70%)
» CemenHun (70%)

» High school education (96%)
* Bucwe obpasoBaHue (96%)
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Top 10 Markets for Las Vegas
10-Te Han-ronemu nasapa 3a Jlac Berac

City Arriving Passengers
Mpap Bpown npucturawm
LosAngeles. . ........... ... ... .. ... 3,356,554
SanFranCisco .. .......... ... ..., 1,745,748
Chicago........... ... ... .. ... ... 1,217,486

New York. . ........ . i 1,087,392
Phoenix............ ... ... .......... 959,224

Detroit. . .......... . 740,196

SanDiego. ........ ... ... . 722,550

Seattle . .......... .. .. . .. .. . 637,890
Reno......... ... . .. . . . .. 537,040

Dallas . ......... .. ... . . .. 518,786
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Branding a Destination
MNMpeBpbllaHe Ha AeCcTUHAUMATa B MapKa

1. Identifying who — and where — your best customer is.
1. WgeHTnduumnpaHe kon — n kbae — € BawmnaTt Han-0o6bp KIUEHT.

2. Understanding the rational and emotional appeals of your region.
2. Pa3bunpaHe Ha pauuMoOHanH1UTe U eMOLMOHANHUTE XXeJflaHNA B perMoHa.
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Now Tom Jones won't be the only Brit playing Vegas.

Virgin Atlantic Airfines introduces the first scheduled nonstop service from Londen, Gatwick to Las Vegas.
For more information, telephone 08705 238 B32 or visit Las Vegas onfine at www lasvegas2dhours.couk.  *
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Las Vegas = Gaming

Jlac Berac = XazapT
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1988




R&R PARTNERS




R&R PARTNERS







R&R PARTNERS

Las Vegas =

==
==

Gaming
Xasapt

Shopping 22% increase in consumer spending
MasapyBaHe 22% yBenn4yeHue Ha xap4yeHeTo

Dining 39% increase in consumer spending
XpaHeHe 39% yBenuyeHue Ha xap4yeHeTo

Entertainment 54% increase in consumer spending
3abaBneHus 54% yBenu4yeHune Ha Xxap4eHeTo

“A Complete Resort Experience”

“MNMbNHO KYpOPTHO NpexuBsaBaHe”
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Millions

Las Vegas Visitor Volume
O6em Ha nocewieHneTo Ha Jlac Berac
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Las Vegas Visitor Spending
OGem Ha noxapyeHUTe napu npu noceweHue B Jlac Berac
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Las Vegas Hotel Rooms
XoTtencku ctau B Jlac Berac
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75% of Las Vegas visitors are repeat visitors.
75% oT noceTtutenurte Ha Jlac Berac ce BpbLiaT OTHOBO.
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Rational Appeals
PaunoHanHu xenaHus

Gaming
Xasaprt

Shopping
MasapyBaHe
Dining
XpaHeHe

Entertainment
3abaBrneHun

Emotional Appeals
EmMoumnoHanHu xenaHus

Freedom

CBobopaa
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L A S

CECE)

What you want. When you want.
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Branding a Destination
MNMpeBpblaHe Ha AeCTUHAUMATaA B MapKa

3.
3.

. Identifying who — and where — your best customer is.
. WpeHtnduumparHe ko — n kbae — e BawmaTt Han-goobbp KNNEHT.

. Understanding the rational and emotional appeals of your region.
. PasbupaHe Ha paumoHanHuTe n eMouuOoHarHNUTE XenaHns B permoHa.

Delivering a consistent message to all audiences in all media.
M3npawaHe Ha nocnegoBaTesiHU NOCNaHUA A0 BCUYKM ayanTopumn

BbB BCUYKU MeOaUun.
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Key Audiences for Las Vegas
KnouyoBu ayantopum 3a Jlac Berac

Consumers Trade

MoTpebutenn Tbprosus

» Domestic consumers * Travel agents

* lokanHu notpebutenu * TypuCcTMYeCcKn areHTu

* International consumers * Travel wholesalers

* MexxgyHapoaHu noTpedutenu * TypucTu4yecku TbproBuu Ha egpo
Media » Meeting and convention planners
Meauu » dMpMK 3a KOHPEPEHLUMN N cpeLum

» Consumer media
* MoTpebutenckn meauu

* Travel media
* Typuctunyecku megum
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Consumers Trade Media
MoTpebutenu TbproBus Megum

Advertising A A

Peknama

Internet A A A

NHTepHeT

Direct mall A

[npekTHa nowa

Promotions A A

lNpomouunn

Familiarization tours A

OnosHaBaTenHU NbTyBaHUS

Publicity A A A

My6nuyHocT
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freedom to play

freedom to meet

freedom to stay

freedom to discover
freedom to search
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freedom to play
freedom to meet
freedom to stay
freedom to discover
freedom to search
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to have fun
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to part
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freedom to play
freedom to meet
freedom to stay
freedom to discover
freedom to search

free

and p
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