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Media Landscape



SHRINKING NEWSROOMS
● Continued shrinking newsrooms means increased competition for earned media 

stories and heavier reliance on freelance journalists and influencers for content.



RISE OF NICHE PUBLICATIONS
● Rise in niche publications, especially in luxury and outdoor segments, 

shift to more specialized content and targeted readership. 
● There has also been a rise in alternative platforms like podcasts, 

Substacks and newsletters, that reach a smaller but very engaged 
audience.



IT’S A LONG GAME
● Media are booking press trips further in 

advance, and confirmed assignments are no 
longer an option for freelancers.

● Stories are taking longer to place.

● Freelance writers experiencing “press trip 
debt” and not accepting as many invites.

● Often takes multiple touchpoints before 
story materializes.

● Can take months or even years for a story to 
appear. (Or an opportunity could come 
super quickly!)



OTHER CONSIDERATIONS
● Time is money: Some freelancers are 

charging for deskside/virtual briefings 
or event attendance.

● National outlets collaborating with local 
writers to provide more in-depth, in-
the-know coverage from local 
perspective.

● Online travel content prioritizes affiliate 
marketing and bookable experiences 
creating increased competition for 
organic, non-sponsored content. 

● AI is both aiding and challenging the 
industry.



Crafting Compelling Narratives



WHAT MEDIA WANT
● Unique stories, great characters, lesser-known 

locals, history, etc.
● Diverse voices (including accessibility)  and 

inclusive narratives of high importance.
● Informative thought leadership and hot topics, 

guides.
● Environmental, sustainable and responsible travel.
● Wellness travel, escaping burnout.
● Authenticity in cultural travel coverage.



DETERMINING NEWSWORTHINESS
To determine if your story / pitch meets journalists’ criteria for newsworthiness, ask 
yourself: Is my story …

● New
● Unique
● Timely
● First/only of its kind
● Trending
● National or regional in scope
● Inclusive narrative



Building and Nurturing Media 
Relationships



TECHNIQUES FOR INITIAL OUTREACH

TIP 1: PITCHING IS LIKE BLIND DATING

● Take some time to:
○ Read the publications
○ Make a note of writer bylines
○ Look up the writer’s previous articles
○ Scroll through his/her social media posts

● The goal is to identify areas of interest and 
commonality that will help the writer care more 
about your story idea and business.



TECHNIQUES FOR INITIAL OUTREACH

TIP 2: ALWAYS READ: CONSUME THE NEWS

● The more familiarity you have with 
trending topics in the industry, 
publication focus areas and coverage 
style, as well as the writer’s bylines, the 
easier it is to pitch.

● This also provides opportunities to 
connect with and compliment a writer 
without asking for something in return. 



TECHNIQUES FOR INITIAL OUTREACH

TIP 3: IDENTIFY THE RIGHT MEDIA CONTACTS

● Industry tools are helpful when looking 
for media contacts or recent coverage 
on a certain topic, including Muck 
Rack, Google Alerts and the 
publication’s Contact Us page.

● Some publications like Conde Nast 
Traveler and AFAR have pitch 
guidelines on their website. 



TECHNIQUES FOR INITIAL OUTREACH
TIP 4: OUTREACH

● The shorter the better; avoid email scroll.

● Tailor the info to the writer and focus on key 
points – the initial outreach goal is to quickly 
get their attention.
○ Keep in mind if the writer is truly 

interested and they need more 
information, they’re going to ask.

● Include a Dropbox/Google file (no 
attachments!) with image and/or b-roll.

● One to two follow-ups at most.



TECHNIQUES FOR INITIAL OUTREACH

TIP 5: DELIVER AND BUILD ON COVERAGE

● Be responsive
○ Even if you don’t have an immediate 

answer, it helps to immediately 
acknowledge that you’ve received the 
writer’s note and that you’re working 
on gathering the information.

● Deliver on time
○ Once you have the interest of a writer, 

be sure to deliver on time 



LEVERAGE YOUR COVERAGE

● PR doesn’t stop when you receive 
coverage!
○ Media coverage is third-party 

validation

● Public shout-outs to the journalist and 
outlet build the relationship
○ Tag the journalist and outlet
○ Engage with journalists' and outlet's 

social posts of the coverage
○ Thank and celebrate them for 

including you



Working with Travel Nevada’s PR Team



ON THE HORIZON

MEDIA MISSIONS

● Las Vegas (April 28)
● New York (May 20)
● Reno (June 10)
● Denver, Atlanta, Las Vegas, and Reno 

Pending NCOT approval (FY26)

STORYMINING MISSIONS

● Burner Byway, Free-Range Art Highway, 
Cowboy Corridor, Rubies Route (June)

● FY26: Loneliest Road in America, Great 
Basin Highway, Death Valley Rally, 
Extraterrestrial Highway.



MEDIA HOSTINGS/FAMS

● Travel Nevada hosts media in market to:
○ Showcase our destination and its 

offerings
○ Scope out potential story angles
○ Bring a confirmed assignment to life
○ Build and enhance relationships



MEDIA HOSTINGS/FAMs

HOW IT WORKS:
Proactive + 

Reactive 
Outreach

Virtual Briefing

Itinerary 
Development

Press Visit

Follow Up



MEDIA HOSTING BEST PRACTICES

● Social media has become a part of all 
FAMs.
○ Provide hosted media and 

influencers with your social 
media handles and hashtags

● Engage with writers!

● Rising interest in destination culture, 
local makers and authentic 
experiences.



SHARING NEW DEVELOPMENTS
WE WANT TO HEAR FROM YOU!

● Share your news and updates with Tracie 
and Aida:

tbarnthouse@travelnevada.com

a.blankenship@travelnevada.com

mailto:tbarnthouse@travelnevada.com
mailto:a.blankenship@travelnevada.com


From Pitch to Placement



THE PITCH



THE TRAVEL TREND



THE ITINERARY



THE PLACEMENT



Q&A
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